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Abstract 
This research explores the relationship between various variables that may influence the behavioural intention to 
use internet banking such as social influence, performance expectancy, facilitating conditions, effort expectancy, 
and trust. One of the main aims of this study is to find out the predictors of internet banking adoption and 
identify these factors. Further objectives include to investigate whether the independent variables namely 
performance expectancy, effort expectancy, social influence, facilitating conditions and trust affect the 
behavioural intention to use internet banking. This study has been conducted in Maldives and it will focus on the 
internet banking users of central bank of Maldives namely Bank of Maldives. A questionnaire was developed 
using the variables from UTAUT model with an added variable of trust. A total of 150 respondents were 
collected using simple random sampling. Regression analysis and Correlation analysis was also carried out to 
determine the relationships between all the dependant variable and independent variables. The results showed 
that three variables were found to have less significance to the dependant variable of behavioural intention to use 
internet banking. These three variables are effort expectancy, social influence and trust. 
Keywords: effort expectancy, social influence, trust, performance expectancy, facilitating conditions 

1. Introduction 

Numerous researches have been conducted in similar areas by various researchers around the world based on 
UTAUT model. These researches were mainly carried out in different countries that have different cultures and 
traditions which maybe the reason for the differences in outcome of study. By finding out the determinants of 
internet banking adoption, it can help banks in future to develop and enhance their internet banking system. This 
study focuses on the adoption of Internet banking in the Republic of Maldives. The significance and the 
motivating factors that lead to internet banking will be assessed and these factors will be further analysed by 
taking Unified Theory of Acceptance and Use of Technology (UTAUT) model developed by Venkatesh et al. 
(2003) as a theoretical framework for this research. 

In Maldives, even though with the growing trend of technology many individuals are still not using internet 
banking and opt to go for the traditional retail branch banking. The reasons are unknown to the banks as to why 
people do not want to adopt internet banking. This remains the case in many other countries as well. Furthermore, 
not all the banks in Maldives gives customers the choice to use internet banking as a means of making bank 
transactions and other related services. About almost fifteen years ago, internet was unknown to the major 
population in the world. Nevertheless, during the turns of the new millennium, numerous websites created and 
start working (O’Connor & Galvin, 2001, p. 14). One of new technological advancement in Maldives is the 
adoption of Internet banking services by major banks. Internet banking is a new concept in Maldives although it 
has been adopted few years ago and half of the population is yet to adopt this new technology and make the most 
use of it. 

With the increase in technology currently only BML, HSBC, SBI and BOC has adopted Internet banking in 
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Maldives. In August 2007, Bank of Maldives launched the Maldives Internet Banking (MIB) service. This 
service allows customers to pay utility bills and do other related banking transactions through internet (Ibrahim 
& Ahmed, 2010). Other banks such as HSBC, SBI and BOC has introduced internet banking services only very 
recently. Banking via internet is changing lives of people all over the world whereby they can make banking 
transaction 24 hours a day wherever they are. It has added up to the convenience of adapting to new technologies. 
Furthermore, it has helped many people who are too busy and have no time to visit traditional bank branches and 
make transactions. Using internet banking has many advantages for users such as saving time and the accuracy 
of information flow. 

Many of the customers of these banks have registered for internet banking services. However, traditional branch 
based banking remains as the most used method of making transactions and other related services hence; there 
are still a large number of current customers who has not adopted internet banking services. They may have 
many reasons behind not adopting or using internet banking services, but these reasons are unknown to the banks 
as, so far limited numbers of studies have been done to find out the determinants of internet banking services in 
Maldives. In order to examine the determinants of Internet banking adoption by individuals, this study will be 
completed by taking Venkatesh et al. (2003) UTAUT Model as a theoretical Framework. The UTAUT theory 
mainly explains the user behavioural intention to utilise an information system. It is generally comprises of four 
variables; namely, effort expectancy, performance expectancy, facilitating conditions, and social influence. This 
theory developed through a consolidation of the variables of eight models that previous scholars have used to 
justify the usage behaviour of information systems. Other than these four factors, this study also includes trust as 
an additional factor to see whether it can affect adoption of internet banking. UTAUT is one of the mostly widely 
used models among different models used to examine the determinants of computer technology acceptance and 
utilization among individuals (Venkatesh et al., 2003). 

According to the Pikkarainen et al. (2004), the Europe was and it is still the leader in internet banking 
infrastructure technology and usage. In a comparison study done by Sheshunoff (2000) and Orr (2001), at the 
end of 2000, almost 20 percent of the banks in USA offered internet banking services and also only 20 percent of 
the customers in USA private banking equipped with internet connection that used these internet banking 
services. This number has increased in recent years. However, studies have shown that internet banking 
acceptance is faced with a lot of challenges and problems. It has been found out that almost half of the people 
who have decided to adopt and use internet banking services will not turn up as an active users (Robinson, 
2000). 

Banks all over the world invest a lot of money for online banking systems. Even though millions of dollars have 
been used in investing and building of online banking systems, literature have revealed that potential users may 
not utilise the system in spite of accessibility and availability. This condition shows the need for scholars to 
investigate the factors that determine the acceptance of online banking among users (Wang, Lin, & Tang, 2003). 
Maldivian banks also need to identify and study the reasons why most current bank customers has still not 
accepted and adopted the technology of internet banking. 

2. Literature Review 

2.1 Internet Banking 
The acceptance of mobile banking has obtained special attention in literature during recent years. Banking 
specific journals printed special issues on online banking. (Waite & Harrison, 2002; Karjaluoto et al., 2002; 
Gerrard & Cunningham, 2003; Mukherjee & Nath, 2003). Electronic banking changes the concept of bank’s 
operations by moving the level of banks into different level. E-banking allows customers to conduct their 
businesses and banking activities in any place and any time. The advantage of internet banking over 
brick-and-mortar banks is the “timeliness and accuracy of information flow”. This reduces the information 
latency in the environments with intense decision making. (Kesharwani & Bisht, 2012). 
Onar, Aktas and Topcu (2010) applied the multi-criteria decision aid-based (MCDA) model and identify that 
reliability and security are the two most influential important factors that determines the internet banking 
adoption in the specific nation. The other determinants found by these authors are socioeconomic class, higher 
level of education, age, internet accessibility, user friendliness, and finally infrastructural competency that 
determines the adoption. 

2.2 Performance Expectancy 
Performance expectancy (PE) refers to the degree that people believes that internet banking usage helps to gain 
profit or save costs when performing online banking tasks (Venkatesh et al., 2003). Performance expectancy also 
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reflects the perception of users of performance improvement when using online banking, for example, payment 
convenience, service effectiveness, and fast responses (Zhou, Lu, & Wang, 2010). The other determinants in 
other models that are concerned about performance expectancy are outcome expectancy in SCT model, relative 
advantage in DOI model, job-fit in MPCU model, extrinsic motivation in MM model, and finally perceived 
usefulness in TAM model (Al-Qeisi., 2009). 

Furthermore, this factor (performance expectancy) has frequently proved to be the strongest determinant 
(predictor) for behavioural intention (Venkatesh et al., 2003). Previous literature on technology acceptance and 
use of technology identified that performance expectancy is the major predictor for employee’s behavioural 
intentions towards technology usage (Venkatesh et al., 2012). Yu (2012) conducted a study that utilised the 
UTAUT model, and found that variable “age” do not moderate the influence of PE to behavioural intention. 
Nevertheless, statistical figures show that PE is the important factor for people intention for internet banking in 
all ages. Additionally Yu found that variable “gender” significantly moderate the influence of PE towards 
behavioural intention of using technology in a way that men perceived more performance expectancy than 
women. 

2.3 Effort Expectancy 
Effort expectancy (EE) shows the degree for ease of use for online banking and it is equivalent to the perceived 
ease of use in Technology Adopted Model, and also the complexity in DOI and MPCU models in a way that 
these models use the same construct (Al-Qeisi, 2009). Based on the UTAUT model, effort expectancy positively 
affects the performance expectancy. As long as people feel that online banking is convenient and easy to use, it 
can be conclude that people will have high expectation in achieving the EE (Zhou et al., 2010). 

Venkatesh and Zhang (2010) among other literature show that the influence of EE towards behavioural intention 
is moderated by gender and age. Furthermore, Yu (2012) study shows that the influence of EE towards 
behavioural intention moderated by age only. The latter study additionally revealed that the influence of EE was 
significantly amplified by elderly. 

2.4 Social Influence 
Venkatesh et al. (2003) determine the definition of social influence (SI) as the degree that people perceived the 
importance of using new technology by others believes. This factor reflects the influence of variables such as 
opinions of family, close friends, and colleagues on user behaviour. This factor is similar to the subjective norms 
in TRA model. Opinions of people who are close to the user will be taken into account most of the time when 
they decide to adopt any new technology. Additionally this factor (SI) is represented in literature and exists in 
other models such as subjective norms in TAM2, TPB, and DTPB models, social factors in MPCU and image in 
DOI models. 

When we do a comparison between these models, it is identified that this variable (SI) is significant in voluntary 
contexts and it is significant when usage is mandatory. A study done by Im, Hong, and Kang (2011) on 
international comparison for technology adoption using UTAUT model between USA and Korea shows that after 
the coefficients of UTAUT model is estimated in both countries, results reveal that all paths were significant in 
the case of Korea whereas social influence (SI) detect insignificant in the case of USA. This study further reveals 
no significant difference in the effect of SI between USA and Korea. It is well known that social influence is 
higher in Asian countries. 

2.5 Facilitating Conditions 
Facilitating condition (FC) refers to the impact of technical and organisational infrastructure to back the usage of 
online banking that contains user’s ability, knowledge, and resources (Venkatesh et al., 2003). This factor is 
similar to the other constructs in existing models such as perceived behavioural control in TAM, TPB, DTPB, as 
well as facilitating conditions in MPCU, and compatibility in DOI model. General comparison among these 
models shows that the relationship between behavioural intention of use and this variable is almost similar in 
voluntary and mandatory settings. 

According to the UTAUT model, facilitating conditions determine technology use. Facilitating conditions is 
hypothesized in UTAUT model to influence technology use considering the idea that in an organizational 
environment, facilitating conditions can serve as the proxy for actual behavioural control and influence 
behaviour directly (Ajzen, 1991). This maybe the case as facilitating conditions such as training, development 
and support will be freely available within an organization whereas the facilitation within the environment 
available to each and every consumer maybe very different such as technology, application vendors and so on 
which is why facilitating conditions will act more like perceived behavioural control in theory of planned 
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behaviour (TPB) and influence both intention to use and behaviour (Ajzen, 1991). 

2.6 Trust 
Trust is the main central variable in any economic transaction that is conducted offline in retail stores or online 
via any website. It is more important and become crucial in online banking transactions (Riegelsberger et al., 
2005; Gefen & Straub, 2004; Pavlou & Fygenson, 2006; Walczuch & Lundgren, 2004; Gefen et al., 2003; 
Harridge-March, 2006). During the past years, the crucial role of initiating, building, and maintaining the trust 
among the sellers and buyers in online platforms is being recognised for successful electronic commerce in both 
academic and practitioner communities. Many literatures were conducted to check the role of trust in business to 
consumer electronic markets all over the world (Grabner-Krauter, 2002). 

One of the most important reasons why trust become the most crucial variable when people doing online 
transactions as compared to offline retail store transactions is the level of uncertainty that comes in the virtual 
environments. Furthermore, in online based transactions the risk level is higher and they are mostly caused by 
uncertainty in using technological infrastructures in exchange for information, or it may be further justified by 
the people who are involved in online transactions (Grabner-Krauter, 2002). In the same area of trust, Tee et al. 
(2014) show that security and trust is the main determinants of electronic ticketing in airline industries. 

3. Methodology 

The main aim of this study is to realize the main predictors for Internet banking adoption in Maldives by using 
Venkatesh et al. (2003) UTAUT Model as a theoretical framework. Unified Theory of Acceptance and Use of 
Technology or UTAUT is one of the most used models in studying user acceptance of information systems all 
over the world currently. This technique is proposed to determine the user intention to apply any information 
system that includes the software as well. As an additional variable, trust will be added to this framework. 

 

Figure 1. Augmented framework of the UTAUT model 

 

The data collected will be analysed using the Statistical Package for Social Sciences (SPSS for Windows version 
19). The main statistical analysis was descriptive statistics which was frequency, percentage, mean and standard 
deviation that were calculated to examine the respondents' profiles. Furthermore, Test of Pearson moment 
correlation, ANOVA analysis, and multiple linear regressions were used in this research. 

Based on the main objective quoted above, following hypotheses are developed and will be tested in this study, 
and they are quoted based on alternative hypothesis (H1): 

H1: There is a significant relationship between performance expectancy and behavioural intention to use internet 
banking. 

H2: There is a significant relationship between effort expectancy and behavioural intention to use internet 
banking. 

H3: There is a significant relationship between social influence and behavioural intention to use internet banking. 

H4: There is a significant relationship between facilitating conditions and behavioural intention to use internet 
banking. 

H5: There is a significant relationship between trust and behavioural intention to use internet banking. 
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4. Empirical Findings 
This part also consists of descriptive analysis of respondent's characteristics and information related to variables 
used in this study. Reliability tests has been carried out to determine the internal consistency of variables, 
followed by ANOVA tables to check the overall relationship between all the independent variables and the 
dependant variable followed by correlation tests to test the hypothesis and lastly multiple regression tests has 
been carried out to test the hypothesis. 

4.1 General Analysis of Responses 
First part of the questionnaire includes basic characteristics of the respondents which includes variables such as 
gender, age, marital status, educational background, occupation and whether they use BML internet banking or 
not. Following is the breakdown of the variables for the 150 questionnaires that were responded. 

 

Table 1. Overall frequency table 
Variables Frequency (n) Percentage (%) 
Gender 
Male 85 56.7 
Female 65 43.3 
Age 
19-24 48 32.0 
25-35 63 42.0 
36-45 27 18.0 
Above 45 12 8.0 
Marital Status 
Single 61 40.7 
Married 64 42.7 
Divorced 24 16.0 
Widowed 1 0.7 
Educational Background 
Below O'level 21 14.0 
A'level 38 25.3 
Professional Certificate 28 18.7 
Undergraduate 40 26.7 
Masters 19 12.7 
Doctorate 4 2.7 
Occupation 
Employed 103 68.7 
Self-employed 24 16.0 
Homemaker 3 2.0 
Student 20 13.3 

 

4.2 Reliability Statistics 

In order to further test the internal consistency of the variables, Cronbach's alpha has been used as illustrated in 
Table 2. Cronbach's alpha is defined as a coefficient of reliability (Faed, 2013). For a reliability test to be valid 
the value of Cronbach's alpha should be 0.7 or higher. The reliability test conducted on 23 variables present in 
the questionnaire yielded a Cronbach's alpha of 0.871 which is essentially higher than the recommended 
minimum figure of 0.7 thus, it can be concluded that there is a high level of reliability or internal constituency.  

 

Table 2. Reliability statistics 

Cronbach's Alpha Cronbach's Alpha Based on Standardized Items No of Items
0.871 0.870 23 
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4.3 Correlation of Variables 
In order to reflect the strength of the relationship between the frequencies of dependant variable and independent 
variables, Pearson correlation was computed. Pearson correlation measures the linear association between two 
metric variables where the number representing the Pearson correlation is referred to as a correlation coefficient 
(Hair et al., 2011). According to Kimmel and Oliver (2006), Pearson moment correlation is the most frequently 
used method of correlation which measures whether the variables have a positive or negative relationship. All the 
values calculated have been interpreted using the value interpretation in Table 3. 

 

Table 3. Value interpretation table for correlation 

r value Interpretation 

r = 0 No correlation

0.1 ≤ r ≤ 0.3 Very weak correlation

0.31 ≤ r ≤ 0.49 Weak correlation

0.5 ≤ r ≤ 0.65 Moderate correlation

0.66 ≤ r ≤ 0.79 High correlation

0.8 ≤ r ≤ 0.99 Very high correlation

r = 1 Perfect correlation

 

Table 4. Correlation coefficients and significant level 

  
Performance 
Expectancy 

Effort 
Expectancy 

Social 
Influence 

Facilitating 
Conditions 

Trust 

Behavioural Intention 
to use Internet Banking 

Pearson 
Correlation 

0.605* 0.542* -0.004 0.594* 0.294*

Sig. (2-tailed) 0.000 0.000 0.961 0.000 0.000 

N 150 150 150 150 150 

 

Table 5. Overall correlations between dependant and independent variables 

Relationship of each IV with DV r value interpretation 

Behavioural intention to use internet banking and 
performance expectancy 0.605 Moderate positive relationship 

Behavioural intention to use internet banking and effort 
expectancy 0.542 Moderate positive relationship 

Behavioural intention to use internet banking and social 
influence -0.004 Very weak negative to almost no 

relationship 

Behavioural intention to use internet banking and facilitating 
conditions 0.594 Moderate positive relationship 

Behavioural intention to use internet banking and trust 0.294 Weak positive relationship 

 

Based on the overall Pearson correlation coefficients, the results indicate that, performance expectancy, effort 
expectancy and facilitating conditions has moderate positive relationship whereas trust has weak positive 
relationship and social influence has very weak negative relationship towards the dependant variable 
(behavioural intention to use internet banking). Among all the variables, performance expectancy has the most 
significant correlation with behavioural intention to use internet banking. 

4.4 Hypothesis Testing Using Multiple Regression 
Since correlation analysis do not provide enough information to make a proper decision regarding the 
relationships between the variables, multiple regression has been used to test the hypothesis for the independent 
and dependant variables. Multiple regression analysis which is also an extension of simple linear regression is 
used to predict the value of a variable based on the value of two or more variables. It allows determining the 
overall fit of the model and overall contribution of each predictor to total variance explained. Hypothesis testing 
for this study will be by using alternative hypothesis (H1) of all the variables which shows that there is a 
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significant relationship between the independent and dependant variable. The table below shows the result 
generated from multiple regression for the study. 

 

Table 6. Multiple regression results 

 Coefficients Std. error t-stat Sig.

Performance Expectancy 0.329 0.061 5.387 0.000
Effort Expectancy -0.019 0.075 -0.255 0.799

Social Influence 0.053 0.073 0.726 0.469

Facilitating Conditions 0.326 0.067 4.882 0.000
Trust -0.058 0.081 -0.720 0.473

 

According to the data analysed and as per table 6, it can be found out that performance expectancy is the 
strongest predictor of behavioural intention to use internet banking which also coincides with Venkatesh et al. 
(2003) view expressed in literature review. Based on the hypothesis testing in table 6, since p-value (0.000) is 
less than 0.05, proving that hypothesis H1 is accepted indicating there is a significant relationship between 
behavioural intention to use internet banking and performance expectancy. Studies conducted by Sok and 
Yin-Fah (2011), also supports the facts confirmed by the researcher in the hypothesis testing for the variable 
performance expectancy where it was found out that there was a significant relationship between performance 
expectancy and behavioural intention. 

Based on the hypothesis testing in table 6, since p-value (0.799) is greater than 0.05, proving that second 
hypothesis is rejected indicating that there is no significant relationship between behavioural intention to use 
internet banking and effort expectancy. The data presented earlier in this chapter support the hypothesis testing 
of this study as it confirms that effort expectancy does not have a direct effect on behavioural intention to use 
internet banking but has an indirect effect on user adoption through expected performance. Similar conclusion 
has been come up with Zhou and Lu et al. (2010) in their study. 

 

Table 7. Summary of hypothesis testing 

Hypothesis Statement Findings Results 
There is a significant relationship between behavioural intention to use 
internet banking and performance expectancy  

P (0.000) < 
0.05 

The hypothesis is 
accepted  

There is a significant relationship between behavioural intention to use 
internet banking and effort expectancy 

P (0.799) > 
0.05 

The hypothesis is 
rejected 

There is a significant relationship between behavioural intention to use 
internet banking and social influence 

P (0.469) > 
0.05 

The hypothesis is 
rejected 

There is a significant relationship between behavioural intention to use 
internet banking and facilitating conditions 

P (0.000) < 
0.05 

The hypothesis is 
accepted  

There is a significant relationship between behavioural intention to use 
internet banking and trust 

P (0.473) > 
0.05 

The hypothesis is 
rejected 

 

Based on the hypothesis testing in table 6, since p-value (0.469) is greater than0.05, proving that third hypothesis 
is rejected indicating there is no significant relationship between behavioural intention to use internet banking 
and social influence. This regression partially answers research objective number 3 of investigating whether 
social influence can affect behavioural intention to use internet banking. Therefore, it has been proved that social 
influence does not affect behavioural intention to use internet banking achieving the third objective of this 
research. This correlation can further be proved using the study conducted by Al-Qeisi (2009) reviewed in the 
literature. 

Based on the hypotheses testing in table 6, since p-value (0.0000) is less than 0.05, proving that fourth 
hypothesis is accepted, indicating that there is a significant relationship between behavioural intention to use 
internet banking and facilitating conditions. This regression partially answers research objective number 4 of 
investigating whether facilitating conditions can affect behavioural intention to use internet banking. Therefore, 
it has been proved that facilitating condition affects behavioural intention to use internet banking achieving the 
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fourth objective of the research. This regression testing can further be proved using the study of Yu (2012) 
reviewed in the literature quoting that facilitating conditions was found out to have a higher effect on males 
compared to females. 

Finally, the p-value for trust (0.473) which is higher than 0.05, indicate that the fifth hypothesis is rejected, 
meaning there is no significant relationship between trust and behavioural intention to use internet banking. 
Although this is the case in Maldives, there were some countries that have experienced people adopting internet 
banking by taking trust as an important factor. Research carried out by Flavain et al. (2006) shows that trust is 
considered as one of the main reasons customers are reluctant in adopting internet banking as mentioned in the 
literature. 

Table 7 illustrates the five hypotheses generated from the multiple regression analysis for this study. 

5. Conclusion 
Realizing the main predictors for internet banking is very vital for banks and is helpful for users as well hence 
this research sought to find out some determinants of internet banking adoption in Maldives with the use of 
UTAUT model. Through this research it has been found out that performance expectancy and facilitating 
conditions influence the behavioural intention of using internet banking whereas effort expectancy, social 
influence and trust does not affect behavioural intention to use internet banking. Like every study, this study also 
leaves some limitations and gaps that can be filled by further research. The findings of this research will 
contribute greatly to Bank of Maldives and the banking industry of Maldives and will help to develop and 
improve internet banking in the country. 
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