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Abstract

In the context of developed countries and in several Middle Eastern countries, the problem of motivating
consumers to make use of banking services has been resolved. However, in Yemen, majority of the citizens are
non-bank users. This fact leads to a major issue and negatively affects the economy of the country. In this regard,
the present study aims to shed a light on the factors that have the potential to influence Yemeni citizen’s use of
the country’s banking system like service quality and Yemeni culture. For this purpose, 850 questionnaires were
distributed to part-time university going students. Data collected was analyzed with the help of correlation and
multiple regression analysis to determine the factors prediction of the behavioral intention to use Yemeni
banking system. The results showed the positive and significant effect of service quality and the significant and
negative effect of culture on the consumers’ use of Yemeni banking system. Moreover, hierarchical regressions
were used to test the effect of trust as a moderator variable. Student’s trust had a statistically moderating the
relationship between cultural belief and intention but in the negative direction. The study contributes to the
academic understanding of the behavioral intention of consumers in the context of Yemen and to the
practitioners and policy makers use of the effective strategy to attract customers to the country’s banking system.
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1. Introduction

A country’s requires a reliable banking system as it is one of the primary resources that facilitate investments.
The banking system is deemed by economists as the core of the country’s economy as it brings about economic
stability and dynamics, and in turn, it drives exchange, production and investment (Adamu & Adeola, 2012)
More importantly, a banking system is as strong as the number of people supporting it or using financial services
(depositors and investors) and banks with ample numbers of customers are more able to help the economy owing
to the considerable deposits for investment (Allen & Carletti, 2008) In this regard, majority of citizens in Yemen
are distrustful of the country’s banking system and thus many refuse to use the system for their financial
transactions.

The Yemeni banking system mechanism mirrors those existing in several Middle Eastern countries with the
difference being the Yemeni system has been facing countless of challenges in the recent years that influenced
economic aspects. One of these challenges is the lack of consumers using the banking system. Specifically,
based on several reports, citizens with bank accounts constitute less than 4% of the population and this
negatively impacts the economy of the country (Swidi & Mahmood, 2011).

This unresolved issue minimizes the banks performance and their support of the economy. The economy of
Yemen is referred to as a cash economy in that majority of the citizens prefer to deal in cash in their transactions
— even while buying durable goods requiring significant amount of cash (Al-Mushrqui, 2008).

Based on the statement of one of the executives in the Central Bank of Yemen, in the past, financial authorities
largely ignore the importance of attracting more consumers to use the banking system and hence, banks failed to
encourage depositors to make use of their services in order to facilitate money circulation throughout the
banking sector (Aladhi, 2009). This might be one of the reasons why less than 4% of the population takes
advantage of banking services and why the Yemeni banking system is too weak to support its economy.
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Additionally, the lack of bank consumers is attributed to low banking culture of among the country’s citizens.
The citizens are either unaware of the advantages of the services or they are skeptical of using such services
because of issues concerning safety and security (Aladhi, 2009). Banking services are still new to Yemeni
citizens and this explains why majority of them prefer to keep their money at home (Alqasa, 2013).

2. Literature Review
2.1 Banking Services Purchasing Behavior

The effective and efficient running of a country’s economy calls for an effective banking system as banking
services significantly contributes to the country’s various sectors. In other words, the industries are considerably
reliant on the banking system’s strength and durability (Hussein & Omran, 2003).

In this background, although marketers have been attempting to understand consumers’ behavior, information
concerning consumers’ use of financial services is still lacking. In the banking industry, consumer behavior is
considered to be a very complex phenomenon. It is a dynamic aspect that requires constant examination. While a
consumer would reach to certain decisions easily, sometimes critical decisions take time as it needs deep
thinking. This may happen when risk is involved when selecting among options (Gaur, 2006).

In other words, understanding the purchase behavior of consumers is a critical step in attracting and retaining
consumers in the banking sector. This attraction will maximize the number of bank customers and the
opportunity for the economy to succeed and develop. This supports the contention that bankers should
understand consumer purchase behavior towards banking services. In addition to this, consumer purchase
behavior is also a topic of crucial significance to monetary authorities that can benefit from understanding it. For
instance, through this understanding, the government can create strategies that motivate and encourage
consumers to take advantage of the country’s banking system services (Hamin & Elliot, 2006).

2.2 Perceived Service Quality and Behavioral Intention

In the context of the service industry, service quality has become one of the top issues, particularly in the
dynamic and competitive marketing of the banking services. Service quality is what sets a bank aside from its
counterparts (Pont & McQuilken, 2002), where the services offered should go over the expectations of
consumers (Gill, Flaschner, & Shachar, 2006).

Along the same line of contention, service quality holds the key to the banking industry’s success and survival. It
has been considered to be a crucial determinant of the intention of the consumers to make use of financial
services and hence, its extensive examination in literature (Patricio, Fisk, & Cunha, 2003). Several prior studies
showed that poor services lead to bank switching (Garland, 2005). Specifically, Schmidt, Bergsieck and
Kolesnikova (2008) reported that in the U.S., 40% of consumers switched banks owing to ineffective services.
Similarly, Allred and Addams (2000) also reported that 50% of their total respondents switched banks owing to
issues regarding service.

The quality-intention to use products relationship has been investigated in literature, and quality was reported to
antecede consumer’s behavioral intention (Gottlieb, Brown, & Drennan, 2011) where positive perceptions of
service quality was known to be related to service/product use via intention to use. Contrastingly, negative
perceptions of it lead to lack of intention to purchase service/product (Kouthouris & Alexandris, 2005).

2.3 Culture and Behavioral Intention

Culture regulates the behavior of individuals automatically and naturally and this is why its influence on
personal behavior is considered a given. The difference in behavior towards a specific action is highlighted upon
exposure to different cultural beliefs and at that point, it is realized that culture shapes behavior (Alqasa, 2014).

Several studies have been dedicated to the examination of the cultural belief’s influence on consumer purchase
intention, where the primary objective is to provide an insight in the people’s behavioral pattern in different
groups. For instance, Jung and Kau (2004) found that differences in consumers’ behavior are based on their
cultural belief. However, mixed findings were reported in literature concerning the influence of culture on
behavior intention. Some found cultural belief’s influence on consumers’ behavioral intention towards a
particular service/product to be positive and significant (Alqasa, Md Isa, & Siti, 2013), others found it to be
negative and significant, while some others found it to be insignificant depending on the culture of the society
(Teng & Laroche, 2007).

Back to the context of Yemen, consumers have never been inclined to the banking services as a mechanism for
saving, financing or investing. People steer clear of opening bank accounts unless they really have to and they
refuse to maintain a bank account unless it is unavoidable (Yemen Times Staff, 2008).
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In other words, Yemeni consumers prefer to save their money in their houses. One of the reasons for this
phenomenon is that fact that dealing with banking services is still new to the Yemeni culture. Hence, it is
important for banks to expend efforts to modify potential consumers’ attitude for their benefit. Efforts have to be
increased as consumers confidence in banks has already been tarnished following the bankruptcy incident of the
Watani Bank in 2006 (Aladhi, 2009). This motivated the researchers, through the present study, to provide an
insight in the influence of Yemen’s cultural belief on the use of banking services among university students.

2.4 Student’s Trust (Moderator)

Trust in general means that a person is willing to take a risk, or expose himself, in relation to somebody else
(Svensson, 2005). In addition, trust is an influential element in many social interactions that engage uncertainties
and dependency (Esmaili et al., 2011). That means trust is referred to the people’s intention to act in a certain
way. This kind of action reflects the confidence of one party on the other (Geyskens et al., 1996; Olmos, 2011).
In addition, it refers to a person’s expectation, beliefs or assumption about the possibility of other future actions
to be favorable, beneficial, or at least not detrimental to person’s interests.

Generally, trust is a key factor in many social interactions that engage dependency and uncertainties. Banking
services are not only described by ambiguity, but they also are described as vulnerable to crisis, lack of control
and exposure to financial difficulties or default to pay their debts .All these factors have raised the important role
of risk and trust on banks.

Higher level of trust among the university students reflects a higher possibility of using banking services and
vice versa. Baron and Kenny (1986) reported that a moderator affects the direction or strength of the relationship
between IV and DV variables. The relation in this context between an independent and dependent variables
differs owing to the function of the moderator variable. Trust is viewed as a significant variable because of its
ability to moderate risk in the consumer behavior process and it allows the consumer to make risk estimation of
what could happen as a result of a specific decision, or the benefit that may be gained (Galli & Nardin, 2002).

3. Research Framework and Methodology

A review of literature highlighted the factors that influence consumers’ behavioral intention to using banking
services. On this basis, the following conceptual framework is developed:

Service Quality

Behavioral Intention

Cultural Beliefs

Consumer’s Trust

Figure 1. Theoretical framework of the study

On the basis of the above theoretical framework, the following hypotheses are proposed;

H1: There is a significant relationship between perceived service quality and student’s behavioral intention to
use bank services.

H2: There is a significant relationship between cultural belief and student’s behavioral intention to use bank
services.

H3: The relationship between service quality and behavioral intention to use bank services is moderated by
student’s trust.

H4: The relationship between cultural belief and behavioral intention to use bank services is moderated by
student’s trust.
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3.1 Data Analysis

Data was collected through systematic random sampling method from university students via questionnaire.
From 850 questionnaires, 598 were retrieved and hence, the response rate equals to 70.4%. The questionnaire
items were measured through a five-point Likert scale that ranged from 1 representing strongly disagree, and 5
representing strongly agree.

The result of the correlation test is presented in Table 1. According to the table, the result obtained for service
quality is (r=0.121, p<0.05), cultural belief is (r=-0.511, p<0.05), and for students’ trust is (r=0.142, p<0.05)
indicating that the variables are significantly correlated with behavioral intention.

Table 1. Correlations among summated study variables

Variables DV vi v2 Trust (Moderator)
DV- Behavioural intention (BI) 1
IV1- Service quality (SQ) 21 1
IV2- Cultural Belief (CB) - S511%* -.074 1
Trust (Moderator) 142%* .056 -.023 1

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

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

In the present study, the direct influence of components on intention to use banking services was tested with the
help of multiple regression analysis, the result of which is presented in Table 2. Based on the figures listed in the
table, the three dimensions explained 26.8% of the behavioral intention variance. Specifically, standardized beta
coefficient for service quality is significant and positive at (= .084*, p < 0.05) and thus supporting the first
hypothesis. Similarly, the second hypothesis was also supported as beta for cultural belief is significant and
negative at (B-.505**, p <0.05).

Table 2. Summary of multiple regression results

Independent Variables Standardized Coefficient Beta (3)
Service quality H1 .084*
Cultural belief H2 -.505%*
R? 26.8
Adjusted R? 265
Sig. F Change 0.000**

Note: *p <0.05, ** p<0.01

Dependent Variable: Behavioural intention (BI)

4. Testing Trust as a Moderator on the Relationship between IVs and DV

The researcher used hierarchical regression in conducting the examination of the moderating effect of student’s
trust on the relationship between IVs and behavioral intention.

To achieve this approach in this study, three models were used. The three Models are illustrated in Table 3.

Table 3. Model summary of the moderating effect of student’s trust on IVs and DV

Model R Square Adjusted R Change Statistics
Square R Square Change Sig. F Change
1 268 265 268 .000
2 284 .280 .016 .000
3 309 303 .025 .000

As it is seen in the summary of the model, Table 3 as well as in Table 4, all independent variables were entered
into the regression equation in step 1. Coefficient determination R square was found to be 0.268 indicating that
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26.8% of behavioral intention can be explained by variables namely service quality and cultural belief. The
ANOVA indicates that the model as a whole in this line is significant.

Table 4. The moderating effect of student’s trust on IVs and DV (Behavioral Intention)

Standard Beta Step ~ Standard Beta Step ~ Standard Beta Step

Independent Variables 1 ) 3
Beta Beta Beta
service quality (SQ) .084** 077** .096
Cultural belief (CB) -.505%* -.502%* -.814%*
Moderating variable
Students’ trust (STR) 1267 ~182
Students’ trust*Attitgde toward service _019
quality
Students’ trust* Cultural belief - AT1**
R square 0.268 0.284 0.309
Adjusted R square 0.265 0.280 0.303
R square changed 0.268 0.016 0.025
Sig F change 0.000 0.000 0.000

** Significant at a < 0.01 level; * Significant at a < 0.05

In the subsequent step, student’s trust is included as a predictor variable alongside with IV. In this model, the R
square value seems to increase from 26.8% to 28.4% indicating a change of 0.016, which means trust added 1.6%
which is significant at p < 0.01. Finally, in step 3 the two interaction terms were entered accordingly into the
model.

In the third mode, student’s trust has been interacted with IV variables. In this line, the additional variance
explained by the interaction terms revealed that 2.5% was found to be significant and statistically contributed as
indicated by the change value of this model (000). ANOVA implies that the whole model which included both
blocks of variables is significant.

Thus, from the regression equation, it can be shown that in the first step, all the predictor variables are significant
and in the expected positive direction except cultural belief that was significant but in the negative way. In step
two, the student trust is included as a predictor variable and as shown, the student’s trust is significant (f=.126%%*,
p <0.01).

In scanning the significant column in Table 4in step three regarding interaction terms, it shows only the
interaction between trust and culture made a statistically significant contribution (B-. 471**, p <0.01).

5. Discussion

On the basis of this study’s results, it is evident that service quality predicts the Yemeni consumers’ perception
of dealing with the banking system and that Yemeni consumers are concerned with the efficient delivery of
banking services. The results show that the Yemeni consumers, represented by the University students, perceive
the banks are able to efficiently provide them with services, Thus, when the consumers perceive that banking
quality is according to their expectations, they are more likely have behavioral intentions to use banking
services.

Nevertheless, although a positive significant perception was found, consumers may still make their decisions to
use bank services on the basis of other specific variables that relate to priorities and preferences — service quality
may not be the only antecedent of use. Many variables have been proposed to influence consumers’ behavior
intention to use banking services (Al-Hajri, 2008) and according to Esmaili et al. (2011) even though service
quality is significant among Yemeni consumers, they hold other priorities to be equally significant including
trust, protection, among others. This could explain the Yemeni scenario and as such, further research is required
to examine other variables in order to shed sufficient light on the Yemeni consumers’ behavioral intention to use
banks and the factors that prevent them from availing bank services.
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In addition, based on the results of this study, cultural belief is significantly and negatively related with
behavioral intention at (B=.-.505**, p < 0.01), meaning to say, high cultural belief is accompanied by low use of
banking services.

This result is consistent with that reported by Teng and Laroche (2007) who revealed conflicting results
regarding culture influence on consumer purchasing intention. While some results regarding the culture-purchase
intention are positive, others are negative depending upon the culture of the society. In a similar contention, Liu
and McClure (2001) stated that customers hailing from different cultures tend to display different behaviors and
intention to a specific product/service.

This may explain why Yemeni citizens steer clear of interacting with banks and prefer to keep their money at
home. Yemeni society is characterized by low dealings with banking services (Aladhi, 2009). Additionally,
according to Mushrqui (2009), the perception of holding cash in hand while dealing with financial interactions
forms confidence among people and thus most trading transactions are conducted by cash, even when dealing
with expensive goods.

On the other hand, the moderating effect of trust was significant on the relationship between culture and
intentiondespite the negative effect. Based on the information gathered from Table 4, it was revealed that
cultural belief*student’s trust beta -0. 471**, p < 0.05). Despite the opposite direction in this relationship, it
displayed significant influences on student’s behavioral intention. This result explains the concern that many
consumers hold regarding saving their money in the Yemeni banking system, whereby they think that it is
possible to take the risk and lose part of their money. This result reflects the hesitation of many Yemeni
consumers to keep their money in banks due to the historical crisis in the Yemeni banking system (Yemen Times,
2008). For example, the failure of the Watani bank of Yemen to pay its debts in 2006 led to many of the bank
customers losing some of their deposits and they did not get compensation from the monetary authorities. This
incident may still influence consumer confidence toward dealing with banks (Agqamry, 2008).

On the other hand, culture can be a key element in forming some fundamental aspects of the consumer's
behavior. Regarding this point, the culture of dealing with the banking system does not yet exist in the Yemeni
society. In addition, a study conducted by the Malaysian company SIRIM Berhad (2010) reported that Yemen
has a cash economy, with only 4% of the Yemeni population having bank accounts and majority of the Yemeni
people deal with cash in many aspects of trading and commercial transactions (Swidi & Mahmood, 2011).
Consequently, bankers require doing a lot of effort in order to change people’s attitudes towards banking
services.

Despite the Islamic society, most of the banks are traditional banks and deal with interest (Reba). Due to the fact
that Islamic banks entered the Yemeni financial market recently, there are only four Islamic banks to date. By
looking at the Islamic banks shorter existence compared to traditional banks in Yemen, it has been reported that
the Islamic banks have taken significant market shares in just a few years (Al-Hamady, 2010).In consequence, it
is important for banks to exert effort to modify the attitudes of citizens towards banking services. In Yemen, the
society is predominantly Islamic. It has been reported that 99.1% of the Yemeni society constitutes Muslims and
they prefer to deal according to the Shariah law. But majority of the banks are convention and they deal with
interest. In fact, Islamic banking activities only began in 2008 and there are only 4 Islamic banks in the country
(Al-Hamdy, 2010). A close look at the lifespan of Islamic banks compared to their convention counterparts, it is
evident that the former obtained significant market share over the past years indicating that people are attracted
towards Islamic banks, particularly in the context of Yemen, as these banks are based on Shariah principles.

6. Study Contributions

Cultural belief is a crucial point in the Yemeni banking system and it could be the main factor preventing
consumers’ use of banking services as evident from the results. Hence, authorities should initiate an advertising
campaign in an effort to modify the cultural beliefs of citizens in a positive way and make them aware of the
financial services benefits. Monetary authorizes should develop a new culture of trust and confidence among
potential consumers to attract more depositors to the banking institutions. Attempts should also be made by
relevant parties to make the population aware of the advantages of adopting banking services for the individual,
the society and the economic development and stability.

7. Future Research

In this study, cultural belief was revealed to have a negative effect on banking services use in Yemen. Culture is
a crucial factor that shapes basic aspects of the individual’s attitude. Further research is needed to examine this
point in Yemen, where majority of the population (99.1%) constitutes of Muslims. It appears that Yemeni
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citizens steer clear of using conventional banks on account of their dealings involving riba (interest), which is
forbidden in Islam. This contention calls for further research.

8. Study Limitations

One of the limitations of this study is its context, which is Yemen wherein traditional culture is practiced in daily
life. This appeared to impact the response rate of genders. Female respondents showed insufficient cooperation
and provided excuses not to complete the survey. Hence, there is a gender disparity in data collection, where
male respondents constitute 78.6% while female respondents only constitute 21.4% indicating the collected
data’s predominant male point of view.
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