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Abstract

The primary purpose of internet banking research is to investigate the factors that influence the E-Banking
adoption of clients who have internet access. To develop a theoretical framework model in the context of this
study, the literature that relates to the Technology Acceptance Model (TAM), Diffusion of Innovations (DOI),
Technology Readiness Index (TRI) and their various adaptations were undertaken. Internet banking has been
considered an innovative service, whose potential adoption by clients will be investigated. The model of this
research purposes an extension to the latter models, which account for essential factors that affect the adoption of
E-Banking services in Jordanian commercial banks.

The study population was identified as banking clients who regularly use their online banking system account.
The study used the questionnaire survey method in order to test the hypotheses and to explore its implications.
350 questionnaires were disseminated to the research sample. Multiple Regression and One Way ANOVA tests
were applied to test the research hypothesis.

The results show that compatibility, perceived ease of use, security and perceived usefulness positively affect
internet banking adoption. Furthermore, this research adds a new component by studying the effect of all the
independent factors together and identifies a positive relationship between them and internet banking adoption.
Hence, synergistic relations between these factors should be secured in order to ensure their higher effect on
internet banking adoption. In addition, the research demonstrates that all demographic categories studied have
influenced internet banking adoption, indicating that they should be used to build the correct segmentation for
consumers in order to develop proper marketing strategies.

Based on the findings of the research, a number of recommendations are presented to increase internet banking
adoption among the Jordanian consumers. First, to enhance internet banking adoption, banks should combine the
concepts of compatibility, perceived ease of use, perceived usefulness, and security into the online banking
services concept in the stage of market planning and ensure proper synergy between these variables in order to
increase the level of internet banking adoption. Moreover, both marketers and banks can utilize the demographic
variables in order to improve their marketing activities for online banking. Finally, since the Jordanian financial
system is going through a period of extensive change, the development process should not be linked to one
specific bank or another, but instead all banks under the Central Bank of Jordan should try to build long-term
strategies that include an awareness component in order to raise internet banking adoption awareness amongst
Jordanian banking clients.

Keywords: internet banking, consumer behavior, Jordan
1. Introduction

Evolving consumers' requirements and continuing competitive pressures have required banks to develop new
technologies and novel marketing tools. Since Internet banking is a product of this innovation, it has
revolutionized the banking industry all over the world. Internet banking is about using the internet to deliver
banking services to customers (Chi et al., 2007). Internet banking has become a common channel for providing
banking services to customers due to its benefits to consumers and banks alike. One of these benefits is
convenience, as banking transactions and other related activities can be performed in the comfort of customers’
homes or offices.

The usefulness of conducting banking transactions at home or from the office eliminates the difficulties that are
associated with driving to the bank, the cost of petrol, and parking. Internet banking also allows customers to
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perform banking transactions 24 hours a day, 7 days a week, 365 days a year. Despite the fact that internet-based
electronic banking is one of the latest and most promising delivery channels for retail banking services, it is the
least researched.

Currently, The Jordanian financial system is going through a period of significant change, the impact of which is
transforming the way financial services are provided. These changes include, among others, a substantial increase
in the number of alternative channels available for the delivery of services. The latest delivery channel introduced
for financial services is internet or online banking.

Recently, It has been recognized that understanding the reasons behind accepting or rejecting computer systems
such as internet banking is one of the most challenging issues in information system research, especially in Jordan.
However, there are few empirical studies related to the adoption of internet banking service in Jordan (Al Sukkar
& Hasan, 2005; Al-Qeisi, 2009). Based on this gap it is important to have more empirical studies on antecedents
of internet banking service adoption, since past studies have included only a few variables. Therefore, this study
intends to investigate some specific behavioral and cultural factors of internet banking service
adoption/non-adoption.

1.1 Research Problem

Traditional branch-based retail banking maintains its popularity and remains the most used method for
conducting banking transactions in Jordan and in any other country.

However, internet technology is rapidly shifting the way banks design and deliver personal financial services.
Currently, commercial banks in Jordan are looking to improve their operations and reduce their costs through
internet-based E-banking systems. In spite of their availability, these systems remain somehow unnoticed by the
customers, and certainly are underused. Therefore, it is important to understand users’ acceptance of internet
banking, and to identify the reasons behind their adoption of internet banking. The answer to these issues is
crucial since they will help the banking industry formulate their marketing strategies to promote the latest forms
of internet banking systems.

In the light of those findings, the research problem would be: “What are the factors affecting internet banking
adoption among Jordanian clients?”

1.2 Research Importance

Since internet banking services are beneficial for both the banks and their customers, banks have begun using the
internet as one of their distribution channels (Karjaluoto, 2002). It is a customer friendly method; customers can
carry out their bank transactions or contact their banks faster and without any limitations of time and place.
Electronic service is becoming a viable option for communication between financial service providers and their
customers, therefore many organizations in the financial services industry are taking advantage of internet
capabilities and implementing them quickly (Rotchanakitumnuai & Speece, 2004).

Undoubtedly, in order to enhance consumer internet banking adoption, the Jordanian financial institutions,
especially banks, must make key improvements that deal with consumer concerns and understand the key factors
that influence consumer internet banking adoption.

Therefore, this study aims to determine the factors that often affect internet banking adoption by Jordanian
consumers.

In other words, internet banking acceptance will be studied using the factors that are important to success,
defined as consumers who are using internet banking directly. Hence, more knowledge on the factors that affect
internet banking adoption is needed in order to better understand and facilitate the adoption.

1.3 Research Objective

In the light of what has been discussed in previous sections, this study will try to answer the questions that have
been raised in the aforementioned problem definition, and to achieve the following objectives:

® To examine the key determinants of internet banking adoption behaviour in Jordan.

® To integrate the technology acceptance model (TAM), technology readiness index (TRI) and the diffusion
of innovations (DOI) to develop predictions of internet banking adoption.

® To find out whether the respondents’ demographic characteristics (age, gender, education and income) have
an influence on internet banking adoption.
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1.4 Research Limitations Hypothesis

This study has several limitations. Firstly, the scarcity of previous local studies and statistics regarding internet
banking adoption in Jordan. Second, this study defined five factors in considering consumers’ acceptance and
adoption of internet banking. However, there may be additional factors that can influence the internet banking
adoption but are not tested. Further empirical research is essential to define and test other factors that can
influence customers’ adoption of internet banking services, such as type of internet connection used,
self-efficiency and culture. The third limitation concerns the sample. The sample was taken from clients who are
officially registered in the ABC bank online banking system. These limitations facilitate the way to future studies.
Furthermore, the technique used to collect data from the interviewers raises the question of whether they were
able and willing to express their actual preferences since individuals may be biased toward verbally expressing
their attitudes.

2. Theoretical Foundation

The major goal of this section is to provide a theoretical analysis regarding internet banking adoption. Previous
studies that have tried to identify the main variables affecting internet banking adoption are thoroughly reviewed.

2.1 Adoption

According to Rogers and Shoemaker (1971), consumers pass through “a process of knowledge, persuasion,
decision and confirmation” before they are ready to adopt a product or service.

So the stages through which a technological innovation passes are:

knowledge ‘+ persuasion —»  decision [P implementation [  confirmation

Figure 1. Stages of technological innovation

A prospective adopter goes through certain stages before making a decision on whether to accept (adopt) or
reject an innovation. Many researchers have focused on the adoption process, Rogers has been one of them, he
defined it as the “the process through which an individual or other decision making unit passes from first
knowledge of an innovation, to forming an attitude toward the innovation, to a decision or rejection, to
implementation of the new idea, and to confirmation of this decision” (Rogers, 1983, p. 20).

The period for adopting an innovation can be short or lengthy.
Therefore adoption can be briefly define as the acceptance and continued use of a product, service or idea.
2.2 Internet Banking

Despite that banks offer different levels of services, there is lack of studies that deal with these services and the
used channels. Sciglimpaglia and Ely (2002) stated that offering banking services via the net is very risky and
might lead to losing customers. They reported that 32.9 percent of all customers would be tempted to switch
banks if they discovered a better rate, and this percentage would increase to 40.5 percent if customers have an
existing internet connection. Such results stress the importance of understanding and addressing customers’
needs and wants. According to Chung and Paynter (2002), there are four factors that affect customer satisfaction
in internet banking (security, download time, response time, and transactions free of technical problems).

Chung and Paynter concluded that factors that are important to customers’ adoption of internet banking include
age, education, being an existing phone customer, and perceiving the service as not being complicated.

2.3 Internet Banking in the Middle East and Jordan

The early adoption of internet banking in Jordan emerged in 2000 with two local banks: Arab bank and Jordan
Kuwait Bank (Siam, 2006). During the period of 2001- 2003 compared to developed international markets such
as the US, the banks in Jordan did not fully utilize the concept of web banking. The lack of top management
support and security are the reasons behind the lag in the banking sector in Oman (a survey aimed at IS
executive and managers). Other less significant factors were power conflict in the internet banking adoption
decision and the general lack of investment in e-commerce applications.

During this era as surveyed by Awamleh et al. (2003), the website was used only as an informative tool; it
provided customers with different types of information such as promotional information, institutional
information (contact details, branch locations, details about board of directors) and information about special
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events. Only two banks in Jordan offered limited number of services through the web, only a few banks made
their transactions online and none of the Jordanian banks provided their customer either with an online banking
account or online investment application.

Recently, in order to achieve a competitive advantage and increase the responsiveness to customers’ needs with
lower cost, many banks in Jordan have decided to adopt internet banking (Siam, 2006). In addition to that, they
have begun implementing more advanced technologies to push more costs in front of the customers (Arab
Advisor, 2007).

The late adoption of internet banking amongst banks in Jordan did not affect their competitive position in the
Middle East and in Africa (Trajhova, 2005). For example, Jordan Kuwait Bank is one of the best banks in
providing internet banking and bill payment in the Middle East and Africa. Moreover, in 2007, Standard and
Chartered in Jordan was the best in corporate and institutional internet banking (Keeler, 2007).

2.4 Research Theoretical Background

Seminal methods for measuring technology acceptance, the readiness to use it and the diffusion of innovation,
provide us a better understanding of the reasons behind consumers’ usage of internet banking. This helps us in
developing a framework for this study. In this section we begin by briefly describing three frameworks: the
pioneering diffusion literature of Rogers (1983) and Ostlund (1974), the Technology Readiness Index (TRI) of
Parasuraman (2000), and the Technology Acceptance Model (TAM) of Davis (1989).

2.4.1 The Diffusion of Innovations (DOI) Perspective

Rodgers introduced the Diffusion of innovation perspective in 1983, when he looked for the determinants of
information system usage and adoption. These factors were: information sources and communication, innovation
characteristics and individual adopter characteristics. According to the theory of Diffusion of Innovation (DOI),
adopters assess the innovation based on different features such as complexity (ease of use), relative advantage,
trial ability, compatibility and observability. All of these features (attributes) were positively related to the rate of
adoption except that the perceived complexity of innovation was negatively related (Rogers, 1995). Since then
this theory has been supported by different empirical studies for example, Kolodinsky et al., (2004); Howcroft,
(2001); Black et al., (2001); Howcroft, Hamilton, & Hewer, (2002); Alagheband (2006).

Rogers (1983) identified these factors and defined them as follows: complexity is defined as the degree of
perceived difficulty of use and understanding of innovation. The second factor is relative advantage, defined as
the extent to which an innovation is perceived as being better than the idea it replaced. The third one is the
trialability, defined as the degree to which innovation can be tested. The fourth reason is compatibility, which is
the consistency of innovation with current adopters’ needs, values, and past experiences. The final factor is
observability which is the degree of visibility or in other words the extent to which innovation’s results are
visible to others.

2.4.2 Technology Readiness Index

The Technology readiness index is a framework that is generally related to technology. Since people have
different traits, their beliefs about aspects of technology also differ. The relative strength of each trait reflects the
individual’s openness and acceptance of technology. Therefore TRI indicates a person’s belief regarding
technology not as an indicator of his or her competency.

The TRI of Parasuraman (2000) contains four factors: optimism, innovation, discomfort, and insecurity.
Optimism is the degree to which people believe that technology increases control, flexibility and efficiency in
their lives; in other word it is the positive view of technology. Innovation was defined as the extent to which
people are creators and thought leaders, while discomfort was defined as the feeling of being overwhelmed with
technology and a lack of control over it. The final factor is insecurity, the skeptical view of technology, in other
words, being distrustful of technology and its ability to work in a proper way.

Optimism and innovation are identified as enablers of the readiness of technology, on the other hand, discomfort
and insecurity are inhibitors (Parasuraman, 2000). Therefore, if consumers are not “ready” to be internet banking
users, they are likely to express discomfort and insecurity about the service and feel less optimistic and
innovative about the technology.

2.4.3 The Technology Acceptance Model (TAM)

Based on the Theory of Reasoned Action (TRA), David explains computer usage behavior by developing the
technology acceptance model (TAM).

According to the TAM, one’s attitude and intention towards using technology or a system depends on the
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perceived usefulness (PU) and the perceived ease of use (PEOU) (Davis, 1989; Davis et al., 1989; Mathieson,
1991). TAM bears comparison to TRA (Taylor & Todd, 1995); it has higher convergent and discriminant validity
(Adams et al., 1992). Convergent and discriminant validity reported was high allowing to integrate other factors
to the framework to gain a better explanation of the users’ intention for adoption (Hong et al, 2006). According
to McKechnie et al., (2006) TAM is beneficial in understanding the factors that affect the degree of internet
usage in financial services. When customers (users) perceive that through new information technology they can
finish their work efficiently, their perception of product’s usefulness will be greater. In other words, as the
perceived product usefulness increases, the product’s adoption increases. Similarly, when customers (users)
perceive a product as an easy to use product, the probability of having a positive attitude toward adopting that
product is higher. Based on this, the perceived usefulness and the perceived ease of use are assumed to be two
external variables that affect the user’s acceptance of information technology tools. Also the perceived ease of
use will affect the perceived usefulness (Davis, 1986 &1989; Henderson & Divett, 2003; Davis, 1986 & 1989;
Hsiao & Hung, 2004). Moreover, the perceived usefulness and the user’s attitude have a positive relationship
with user’s behavioral intentions and acceptance.

Regardless of the popular use of TAM, it has been criticized by many researchers. First, it cannot be used and
applied to users who are obligated to use technology, despite the fact that they represent a large percentage of
users. Second, it did not take into consideration the surrounding environment, situational influences and other
external factors, particularly culture (McCoy et al., 2007; Al-Sukkar & Hasan, 2005). Third, it can easily lead to
misinterpretation of the actual processes of continuous use (Kim & Malhotra, 2005). There is no research that
has studied TAM in depth in terms of perceived usefulness and ease of use, in conceptualizing the model’s
variables and adding new variables that explain their effects (Bagozzi, 2007).

All of these theories look at the importance of consumer’s perception as a determinant of behavioral intentions.
Taking all of these three theories together creates a synergy, in other words, it is better to take them all together
than take each one separately.

2.5 Independent Variables
2.5.1 Perceived Ease of Use

Davis (1989) defined “perceived ease of use as the degree to which a person believes that using a particular
system would be free of effort” (Davis, 1989, p. 320).

To ensure that the customer will accept and take-up the technological innovation, it must be easy to use (Wallis
Report, 1997). The degree of difficulty of use and understanding was one of the important reasons for home
banking failure in the USA (Dover, 1988). As emphasized by Rogers’ (1983) analysis of diffusion, individual’s
understanding and perception of a new technology is very important as a shaper of their acceptance. Scarbrough
and Corbett (1992) support this and found that “understandings of consumers” is an essential component in the
diffusion of innovation in the context of internet banking. Also Mathieson (1991) supported the theory that there
is a relationship between the perception of ease of use and the perceived minimum effort required. That is, if
customers perceive internet banking as being easy to use and not technologically complicated, there is a greater
likelihood of adoption. This idea is supported by Chong, et al., (2010, p. 272), “Given that users do not have face
to-face interaction in an internet environment, user friendliness and the ease of use of the web sites will lessen
the threat to use internet banking by the customers.” Many of the researches supported that there is a positive and
upward relationship between the perceived ease of use and the probability of adoption of internet banking (Wang,
et al., 2003; Hernandez & Mazzon, 2007; Gounaris & Koritos, 2008). On the other hand, other researches
(Pikkarainen et al., 2004; Eriksson et al., 2005) contradicted this result and concluded that the ease of use has no
influence on the internet adoption.

2.5.2 Usefulness

Usefulness is defined as “the degree to which a person believes that a particular information technology would
enhance his or her job performance.” It has also been shown to be a contributing factor towards internet adoption
(Leaderer et al., 1999, p. 17).

Based on that definition, it can be said that, the superiority of internet banking over the regular banking methods
can affect the percentage of internet banking adoption. For instance, the flexibility of bank transactions in terms
of doing it any time and at any location with internet access, would be an advantage to people who are extremely
busy and have tight schedule (Rudi Hoppe et al., 2001).

Moreover (Chi et al., 2007), showed that the perceived usefulness has a potential effect on adoption and the
behavioral intention, while Lederer et al. (2000) found that perceived usefulness and ease of use are two
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important factors for internet banking adoption.
2.5.3 Compatibility

Compatibility is another important dimension of the innovation diffusion theory. It refers to the fact that there is
a high probability for innovation to be adopted by an individual, when it is consistent with his or her job’s
responsibility and value system (Tornatzky & Klein, 1982; Agarwal & Prasad, 1998). Therefore, the more an
individual uses the internet and the more he or she perceives the internet as compatible with his or her lifestyle,
the more likely that individual will adopt internet banking (Hoppe et al., 2001).

Internet banking has been considered a delivery channel that fits with the modern banking customers who are
computer literate and familiar with the internet. The innovation should be compatible with the individual’s and
group’s values or beliefs.

Given the larger numbers of US customers shopping/trading online, internet banking services are quite
compatible once customers overcome the security and privacy concerns.

2.5.4 Trialability

Trialability is the degree to which an innovation can be tested. According to Rogers customers who can test and
experiment with an innovation are more likely to adopt it, since they will be more comfortable with it (Rogers,
1983). Moore and Benbasat (1991) concluded that trainability positively affects the attitude toward internet
banking. Put differently, if customers get a chance to test-drive the technology, a positive attitude toward internet
banking can be built. Therefore, in order to promote acceptance, banks should offer their potential customers
with gradual (step-by-step) demonstrations which illustrate the steps for using internet banking on the bank
website (Moore & Benbasat, 1991).

Agarwal and Prasad (1998) also support this. They state that the likelihood of adopting new technology will
increase as customers (potential adopters) feel comfortable toward it after experimentation.

According to Tan and Teo (2000), testing the innovation can provide customers with a predictable situation, by
diminish the unknown fears and providing them with a solution for probable mistakes. Internet banking is a free
service; the cost and the risk of trial are low. When customers are offered a low risk and low cost service,
innovation will diffuse rapidly.

2.5.5 Security

Another vital factor that is taken into consideration by customers before adopting an innovation is the involved
risk. Security has been identified as an influential factor for customers' acceptance (Daniel, 1999). In the context
of internet banking, security refers to transactions' security and reliability via the internet. Unless customers
perceive it as secure and safe, they won't adopt it (Milind Sathye, 1999). One of the major barriers of internet
banking adoption is the security risk. It is an important determinant of innovation adoption from the customers’
perspective (Cooper, 1997). According to O'Connell (1996), “security concerns” are considered an important
cause for the slow-moving growth of Australian internet banking. The report in 1997 stated that banks' clients
will use the internet to carry out their financial transactions, if security is enhanced. Also Rothwell and Gardiner
(1984) supported this; they developed a framework for the needs of users in technological innovation, and they
identified the "safety of use" as an influential factor for potential users. In accordance with Stewart (1999), the
lack of customers' trust in the web merchants and the electronic channels lead to the failure of the retail
distribution channel via internet. As confirmed by Sathye (1999) security is a very strong and an important
concern of internet financial transaction. Thus, as customers perceive the use of internet banking as low, they
would adopt it.

2.6 The Demographic Variables

Generally, personal, and socio-demographic characteristics have been used to profile adopters. Age, gender,
household income, and education, are the most popular used identifiers for adopters. In internet banking
specifically, Mattilia et al. (2003) found that the client’s income and education predicted whether or not he or she
will adopt internet banking, and Sathye (1999) pointed out that the likelihood to adopt internet banking is high
for young, educated, and wealthy consumers.

2.6.1 Gender

Some studies stated that the gender of the clients have an effect on their behavior. Fink (2005) indicated that
males are adopting internet banking online systems at a higher rate than women. Some researchers have
demonstrated that liberal women with higher education and income levels display a higher internet banking
adoption (Baraghani, 2008).
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2.6.2 Age

The influence of age on internet banking adoption has been an argumentative point with many researchers in the
literature. Some researches support a significant correlation between age and internet banking adoption (Fink,
2005). In addition, according to a study conducted by Wungwanitchakorn (2002), young people are more likely
to be adopters of internet banking online systems than elderly people. Eriksson (2004) stated that young people
are more willing than older generations to adopt internet banking.

2.6.3 Education Level

Some studies argued that there is a direct correlation between a client's education level and the adoption of
internet banking (Eriksson, 2004).

Because educated customers have high awareness of new technologies, they are assumed to adopt internet
banking online system. Also Baraghani (2008) found a positive correlation between education and internet
banking adoption while others argued that there is no such correlation (Fink, 2005).

2.6.4 Income Level

Individuals with higher income were found to adopt internet banking online systems (Wungwanitchakorn, 2002).
In general, income level will have an influence on internet banking adoption since the clients with higher level
income will be the ones interested in using the internet banking online systems (Black et al, 2001). A recent
study conducted by Fink (2005) showed that consumers with higher income also show higher levels of internet
banking adoption.

3. Research Methods

The previous Section provided an in-depth review of internet banking adoption and the variables affecting it
according to previous literature. In this Section, the research methodology will be clarified. The methodology
includes the theoretical framework, research type and scale, and research population, as well as data collection
and analysis procedure. The validity and reliability of the study are also examined.

3.1 Research Theoretical Frame Work

Despite the differences between the TRI, TAM and Diffusion Models in terms of the investigative drive, there
are still some common themes. Table I shows the degree of commonality between the distinct studies. In
illustrating these themes, it is noticed that different researchers use different labels for their developed factors.
Therefore different labels refer to the same factors. Table I illustrates the different factors defining the TRI, TAM
and diffusion models.

Table 1. A comparison of the TRI, TAM and diffusion models

TRI (Parasuraman, 2000) TAM (Davis, 1986) External Factors Diffusion (Rogers, 1962)

Discomfort Ease of use Complexity
Optimism Usefulness Relative advantage
Innovativeness NA Innovativeness
NA NA Compatibility

NA NA Trialability

NA NA Observability
Security NA NA

Note. NA: Not Available.

Regarding Trialability, it is not applicable to be tested and be experienced before the decision of adoption or not
adoption have been done by the customer. On the other hand, not offering a trial opportunity may hinder internet
banking adoption, that’s why this variable will not be tested and has been removed from the model (Athanasioset
etal., 2011).

Innovativeness is a variable that can be studied on an organizational level, and since this research is conducted
on a customer level, we will exclude this variable.

The identified and perceived attributes of this empirical work and the above theoretical frameworks were
considered as the primary list of constructs. The purpose was to examine the relevance of the influencing factors
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in an inclusive set. This approach was compatible with the purpose of this study to examine Jordanian clients’
internet banking adoption. Many of the dimensions in the theoretical frameworks as observed were overlap.

Because Rogers' dimensions are broadly defined, many of the researchers' constructs are similar to each other,
for example, Davis took usefulness and ease of use similar to perceived relative advantage and perceived
complexity of Rogers, to Parasuraman’s constructs of optimism and discomfort respectively.

Based on the existing empirical work, many of the constructs' aspects were operationalized (Churchill, 1979).
The purpose was to check that all of the items that represent each of the relevant factors have content validity
and not overlap with the other construct categories.

3.2 Theoretical Framework

A

Adoption Dependent Variable [~ Demographic Factors [~| Independent Variables

Figure 2. Research theoretical framework

3.3 Operational Definition

The current study relied on different scales in order to measure the main variables. The scales used to measure
the research constructs were built on previous literature.

Perceived ease of use: the extent to which the potential user expects the potential system to be free of effort
(Davis, 1989). The scope of what actually constitutes recognized ease of use has been discussed within the
literature. According to Zeithami et al. (2002), the ability to understand or apply innovation can be associated
with perceived ease of use.

Questions 9-15 in the questionnaire were used to measure perceived ease of use. Perceived Usefulness: Davis et
al., (1989) defined perceived usefulness as the individual’s perception of the benefits of the new technology in
terms of improving and enhancing performance. In a similar vein, this construct is defined by Venkatesh et al.
(2003) as the extent to which a person values new technology to improve his or her job performance.

Questions 16-18 in the questionnaire were used to measure perceived usefulness. Compatibility: the extent to
which the innovation matches with the values, current needs and previous experience of the prospective adopter
(Rogers, 1983).

Tornatzkey and Klein (1982) find that there is a positive relationship between compatibility and innovation
adoption. In other word, when the innovation is compatible with job responsibilities and value system.

Questions 19-21 in the questionnaire were used to measure compatibility.

Trialability: Rogers (1983) defined it as the extent to which an innovation can be tested on a limited bases before
deciding to adopt it. He argued that customers can overcome doubts and fear if they test internet banking
application on a limited basis.

Questions 22-24 in the questionnaire were used to measure trialability.

Table 2. Independent variables source scale

Source (s) of Scale's Statement Study Items

Perceived Ease of Use (PEOU)

Internet banking services provides helpful guidance in performing the
task.
Dimitrios Maditinos, ~Charalampos  Tsairidis, ~Chrisostomos The transactional of Internet banking is easy to use.
Grigoriadism, 2009 Interaction with internet banking is and clear understandable

itis easy to recover the error encountered while using the Internet

banking services.

Internet banking facilitates to complete my banking activities quickly
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Internet banking allows to manage my finance efficiently.
Internet banking helps to increase customers’ productivity
Perceived Usefulness

Use of internet banking services can save customers time

Dimitrios  Maditinos, Charalampos Tsairidis, Chrisostomos

Grigoriadism, 2009

Internet banking facilitates to complete my banking activities quickly

Using Internet Banking for doing banking transactions much easier.

COMPATIBILITY

Online Banking is compatible with the lifestyle

Dimitrios Maditinos, Charalampos Tsairidis,

Using Online Banking fits well with the way we like to manage my finances

Chrisostomos Grigoriadism, 2009

Using online Banking to conduct banking transactions fits into the work profile.
TRIALABILITY

I want to be able to use Internet Banking on trial basis to see what it can do.

Dimitrios Maditinos, Charalampos Tsairidis, It would not take much effort to try using Internet banking service

Chrisostomos Grigoriadism, 2009

Internet banking access is trialable and available 24/7 using different hardware
methods (Laptop, I pad, Mobile)

SECURITY

Authorized username and password are important for securing the data.

Syed Ali Raza and NidaHanif, 2011 Transactions through internet banking are private and secure.

I am satisfied with the security system.

Note. **Some questions were modified to match the current study context.

Table 3. Independent variables source scale

Source (s) of Scale's Statement Study Items

Internet Banking Adoption
I am highly convinced in using internet banking.
. . . I am willing to use internet banking services more frequently
Syed Ali Raza and NidaHanif, 2011
I will highly recommend my friends to adopt online

banking.

Note. **Some questions were modified to match the current study context.

3.4 Research Hypotheses

The research aimed to test the following three null hypotheses and sub hypotheses:

HO1-There is no significant relationship between the independent variables (perceived ease of use, compatibility,
Perceived usefulness, trialability, security) taken together and internet banking adoption.

H02-There is no significant relationship between the independent variables (perceived usefulness, perceived
ease of use, compatibility, trialability, and security) taken separately and internet banking adoption.

HO02.1: There is no significant relationship between perceived usefulness and internet banking adoption.

HO02.2:There is no significant relationship between perceived ease of use and internet banking adoption.

HO02.3:There is no significant relationship between compatibility and internet banking adoption.
HO02.4:There is no significant relationship between trialability and internet banking adoption.

HO02.5:There is no significant relationship between security and internet banking adoption.
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HO3 — There is no difference in internet banking adoption due to “the clients characteristics such as: “gender, age,
educational level and income level” taken separately.

3.5 Research Type and Scale

The study proposed to test the relationship between internet banking adoption and five variables: trialability
perceived usefulness, compatibility, perceived ease of use, and security. Hence, it is a relational and correlational
study because it searches for the existence of relationships between the independent and the dependent variables.
In addition, it is considered quantitative research, as it will produce quantitative data, and is concerned with
hypothesis testing.

The study used the questionnaire survey to verify the hypotheses and research framework. The questionnaires
were distributed in different bank branches in Amman and contained 27 questions. They also contained questions
regarding the key characteristics of respondents, namely: age, income, gender, and education. Also, the study
tried to measure the frequency and time spent by the client on internet banking adoption.

The study used a five-point Likert scale from 1 to 5, rating from strong disagreement to strong agreement, to
measure the questionnaire items. It has become quite common to use the five-point Likert scale measure in many
studies (Chen et al., 2006).

3.6 Research Population and Sample Size

Population refers to the entire group of people, events, or things of interest that the researcher wishes to
investigate (Sekaran, 2008). The population for this study was all the electronic banking service clients of Arab
banking corporation in all Jordanian cities. A sample of (370) clients constitutes the sample of this study, based
on (27) Branches of ABC Bank in Jordan. The official registered list for the electronic banking users was
considered the sampling frame.

Sampling has been described by Collis and Hussey (2003) as a “positive methodology whereby a sample of
subjects is drawn from a population and studied to make inferences about the population.” Based on the previous
definition, this study will mainly relay on using the survey method, which is a quantitative research tool used by
the majority of social science scholars. Thus, the self-administered method (drop-off) is a data collection method
in which the researcher delivered the questionnaires within each branch and returned back to collect them. Since
there is no direct contact between the researcher and the respondents, the interview bias is minimized (Hair et al.,
2003).

3.7 Study Horizon

The horizon selected for this study was from January 2013 until August 2013. The study is considered
cross-sectional as the data was gathered just once during the time horizon of the study.

3.8 Sources of Data
The research data was collected from two sources:

1)-The secondary data was obtained from sources which were related to the research subject such as books,
periodicals, government publications and specialized web sites, as well as through an examination of previous
studies related to the same subject. With this research type, it is important that the researcher has a clear vision of
the situation being investigated before carrying out the procedures to collect the primary data.

2)-The primary data was obtained through designing and distributing the questionnaires to measure the study
variables.

3.9 Data Collection Instrument

The research instrument used in the study was the questionnaire, which was structured based on prior research
and the literature review. Most of the questions in the questionnaire were taken from the study conducted by
Dimitrios Maditinos, Charalampos Tsairidis, and Chrisostomos Grigoriadism (2009) and Syed Ali Raza and Nida
Hanif (2011) yet the researcher modified the questions to be consistent with the research objective and intended
respondents and added some questions to address the added variables

The questionnaire has been developed through several stages:

® Review of previous research and study variables in order to determine the independent and dependent
variables.

® Distribution to experts and scholars who were asked to modify the questionnaire.
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® Distribution to a sample of seven respondents as a small-pilot study to test their understanding; afterwards
some questions were modified to make the language understandable.

® Distribution to a second pilot study was performed on the first 50 questionnaires that were filled by some
respondents using the SPSS (version 20) program. The analysis illustrated that the questionnaire had a high
reliability.

3.10 Components of Questionnaire

The questionnaire was accompanied with a letter to describe the purpose behind conducting the survey and to
make the questionnaire appealing to the respondents. In addition, the importance of friendly cooperation of the
respondents in filling out the questionnaire was explained to help increase the response rate.

Following the cover letter, the questionnaire was divided into two major parts:

(1) The first part covered the demographic variables of the respondents which are: age, education level, gender,
monthly income, and frequency of using internet banking (Questions 1 to 5).

(2) The second part covered the independent and the dependent variables of the study and consisted of 22
questions.

Questions 6 to 8: Internet banking adoption
Questions 9 to 15: Perceived ease of use
Questions 16 to 18: Perceived usefulness
Questions 19 to 21: Compatibility
Questions 22 to 24:Trialability

Questions 25 to 27: Security

Note. ** The questionnaire of this study is attached in the appendix.

3.11 Rate of Return

A total of 370 questionnaires were returned and only 350 were usable. The other 20 questionnaires were
unusable because the respondents had left a few questions unanswered. The response rate of the survey was 95%,
which was 350/370 respondents.

3.12 Data Analysis Techniques

After gathering all the completed questionnaires from the respondents, and before the data analysis, the data was
coded in order to transform the research information from the questionnaires into computer files so that
computers could analyze the data. The researcher used the SPSS (Version 20) program in order to analyze the
data.

Various descriptive and inferential statistical methods have been used to analyze the data, such as:
Cronbach’s Alpha Reliability measure

Descriptive statistics such as:

Frequency Distribution Tables, Mean, And Standard Deviation;

Multiple regression analysis;

Analysis of variance (Anova);

One way analysis of variance;

® Tukey’s post hock test.

3.13 Validity and Reliability of Scales
3.13.1 Validity of Scales

Validity means that the findings are exactly what they should be (Saunders et al., 2000); it is defined as the
ability of the used instrument to measure the particular variable that it is supposed to measure (Sekaran &
Bougie, 2010).

In order to check the appropriateness of the questionnaire's questions to the study's main objective, and to
examine validity of the research instrument, the questionnaire has been presented to a group of specialized
people and experts in related subjects. They proposed some adjustments and suggested some necessary
correction to ensure improvement of the validity of the instruments. The questionnaire was subsequently
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amended in accordance with their instructions and recommendations. Approval of the majority of the experts
was considered indicative of the questionnaire’s validity.

In addition the researcher conducted a pilot study by meeting 7 people from the research sample. These seven
people use online banking for their daily transactions. The researcher disseminated the research questionnaire in
advance and then met with those individuals to discuss all its items, and asked them to give their feedback after
filling out the questionnaires to identify unnecessary, difficult or ambiguous questions. The pilot study was
followed by some revisions, before it was distributed to respondents.

3.13.2 Reliability of Scales

Reliability of an instrument is testing for both consistency and stability. Consistency indicates how well the items
measuring a concept hang together as a set (Sekaran & Bougie, 2010). The role of reliability is to reduce the
errors and biases in a study (Yin, 1994). Also according to Chisnall (1997), reliability is concerned with
consistency, accuracy and predictability of specific research findings.

Cronbach’s alpha is a reliability coefficient that indicates how well the items in a set are positively correlated to
one another. The closer Cronbach’s alpha is to 1, the higher the internal consistency reliability and the greater the
reliability of the instrument according to Sekaran and Bougie (2010). The researcher used Cronbach's alpha in
order to measure the reliability of the information and results obtained through the questionnaire. Sekaran and
Bougie (2010) stated that reliabilities that are less than 0.60 are considered poor, those in the 0.70 range are
acceptable, and those more than 0.80 are excellent. This is the scale that the researcher relied upon to determine
the reliability of the factors.

Table 4 showed the results of Cronbach's alpha to measure the internal consistency reliability for measuring the
independent variables of the study, while Table 5 showed the results of Cronbach's alpha for the dependent
variable.

Table 4. Cronbach's alpha/ the independent variables

Independent Variables Cronbach's Alpha No. Of Items

Perceived ease of use .8 7
Perceived usefulness .7 3
Compatibility N 3
Trialability i 3
Security 7 3

Table 4 represents the measurement of Cronbach’s Alpha for the independent variables as follows:

® Perceived ease of use has been measured though 7 questions and Cronbach’s Alpha was .8, which is
excellent.

® Perceived usefulness has been measured by 3 questions and Cronbach’s Alpha was approximately .7, which
is acceptable.

® Compatibility has been measured though 3 questions and Cronbach’s Alpha was .7, which is acceptable.
®  Trialability has been measured though 3 questions and Cronbach’s Alpha was .7, which is acceptable.

®  Security has been measured though 3 questions and Cronbach’s Alpha was .7, which is acceptable.

Table 5. Cronbach’s alpha/the dependent variable

The Dependent Variable Cronbach’s Alpha No. Of Items

Internet banking adoption .718 3

Results in table 5 showed that the result of Cronbach’s Alpha for the dependent variable was .718; this means
that the reliability of the measurement instrument is acceptable.

4. Data Analysis

The main focus of this Section is on data analysis and results of the survey in order to study the effect of the
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independent variables upon internet banking adoption by using descriptive and inferential statistical methods.
This Section aims to answer the research question, and to test the hypotheses.

4.1 Descriptive Analysis

This section is divided into two parts: the first one presents the frequency distribution and percentages applied to
describe the data related to general characteristics of respondents such as gender, age, education level, monthly
income level, and the frequency of using internet banking on the adoption of internet banking. The second part
of the descriptive analysis investigates the variables of the study in order to answer the research question.

4.1.1 Characteristics of the Study Sample
1) Gender

Table 6. Frequency distribution, percentage of gender 42

Gender Frequency Percent Valid Percent Cumulative Percent

Male 199 56.9 56.9 56.9
Female 151 43.1 43.1 100.0
Total 350 100.0  100.0

Based on the findings in Table 4.1, the gender distribution of the respondents who participated in the study were
151 females (43.1%) and 199 males (56.9%).

2) Age

Table 7. Frequency distribution, percentage of age

Age Frequency Percent Valid Percent Cumulative Percent
18-2410 2.9 2.9 2.9
25-34103 294 294 323
~35-44180 514 514 83.7
1 45-54 49 140 14.0 97.7
5 8 23 23 100.0
Total 350 100.0 100.0

According to the age variable, the highest percentage of internet banking adopters are between 25 years and 44
years old, with the majority of people age 35 to 44 years old.

3) Education Level

Table 8. Frequency distribution, percentage of educational level

Educational Level Frequency Percent Valid Percent Cumulative Percent
High school 1 3 3 3
Diploma 52 149 149 15.1
Valid =
university degree 59 169 169 79.4
bachelor 166 474 474 62.6
Post grad 72 206  20.6 100.0
Total 350 100.0 100.0

Based on the results in Table 4.3 regarding education, the highest percentage (47.4%) of respondents have
Bachelors degrees, followed by 20.6% with post graduate degrees, 16.9% who are university students, and 14.9%
with Diplomas.
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4) Income

Table 9. Frequency distribution, percentage of income

Monthly Income level Frequency Percent Valid Percent Cumulative Percent

Less than 500 JD 11 3.1 3.1 3.1
500- 999 ID 124 354 354 38.6
- 1000-1499JD 140 40.0 40.0 78.6
' 1500-1999 55 15.7 157 94.3
2000 and above 20 5.7 5.7 100.0
Total 350 100.0 100.0

Based on the results in Table 4.4 which was related to the income variable, the highest percentage (40%) of
respondents earn between 1000-1499 JD, followed by 35.4% who earn between 500-999 JD, followed by 15.7%
who earn between 1500 to 1999 JD, followed by 5.7% who earn 2000 JD or above, and finally 3.1% who earn
less than 500 JD.

5) Frequency of using internet banking

Table 10. Frequency distribution, frequency of using internet banking per month

frequency of using Frequency Percent Valid Percent Cumulative Percent
Once a month 98 28.0 28.0 28.0
Twice a month 88 25.1  25.1 53.1
. Three times 70 20.0  20.0 73.1
al Four times a month 72 20.6  20.6 93.7
More than 5 times 22 6.3 6.3 100.0
Total 350 100.0 100.0

Most respondents reported using internet banking once a month (28%) followed by those who use it twice a
month (25.1%).

4.1.2 Multicollinearity Analysis

Multicollinearity Analysis is considered an important test in multiple regression analysis. Multicollinearity is
found when there is a strong correlation between two or more independent variables in the regression model
(Field, 2004).

The collinearity exists when one of the independent variables has a perfect linear correlation with other variables.
If two independent variables are perfectly correlated then this would lead to a biased regression model.

Multicollinearity can be measured by various statistical analysis. In this study the researcher based upon two
analysis which are the Variance Inflation Factor (VIF) and the tolerance measure. According to Bowerman and
O’Connell (1990) if the VIF is greater than 10, then there is a cause for concern. If the tolerance is below 0.1,
then there is a serious problem.

Table 11. Collinearity statistics

Model Tolerance VIF  Collinearity Statistics
Perceived ease of use 227 4.414
Perceived usefulness  .218 4.584

Compatibility 173 5.786
Trialability 277 4.555
Security .245 4.088

According to Table 11, the values of Tolerance range between .277 and .173 which is acceptable, as for the VIF,
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the values range between 4.088 and 5.786 which is also acceptable. This indicates that there is no collinearity
within the data. This implies that there is no problem in the model with interchangeable Beta values between
independent variables.

4.1.3 Descriptive Analysis

In this part the researcher will use descriptive analysis to answer the question of this study: “What are the factors
affecting internet banking adoption among Jordanian clients?”

Table 12. Means, standard deviations, and levels applied for the variables of the study

Statistics
Internet . . o . . .
. . Perceived ease of use Perceived usefulness compatibility Trialability security
banking adoption
Mean 39114 3.9865 3.9286 3.8352 3.9276 3.7733
Std. Deviation .58537 55712 .61869 .58406 61071 .62632

Note. Descriptive analysis / Mean, Standard deviation for each variable: a) dependent variable (internet banking adoption).

As stated before, a five (5) Likert Scale (1= Strongly Disagree, 5= Strongly Agree) was used to measure all of
the variables. Perceived ease of use was reported to have the highest mean score of 3.98, followed by Trialability
(mean = 3.92), usefulness (mean = 3.92), compatibility (mean = 3.83), and security (mean = 3.77). Hence, it can
be concluded that, all of the mean scores reported were more towards “agree” to “strongly agree” opinions, are
in the upper level, and are considered high. Meanwhile, the standard deviation for all the variables under
investigation ranged from 0.55to 0.63 indicating that the answers are nearly normally distributed.

Table 13. Mean and standard deviation for the dependent variable (internet banking adoption)

Statistics
I am highly convinced in usingl am willing to use internet bankingl will highly recommend my friends to adopt
internet banking services more frequently internet banking services

Valid 350 350 350

N Missing 0 0 0

Mean

Std. 3.88.682 3.86.778 3.99.734

Deviation

The means of the questions on internet banking adoption ranged between 3.86 and 3.99 with a standard deviation
range between .68 and .78. The highest mean resulted from question 3, indicating that the client would
recommend the internet banking service to her/his friends, whereas the minimum mean of 3.8 resulted from
questions no. 1 and 2.

b) Perceived ease of use

Table 14. Mean and Standard deviation for the perceived ease of use

Statistics
Intemet banlgng The transactions Interaction withI find it casy to Intéxtnet banking Interpet Internet banking
services provides . .. recover the error facilitates me to banking allows .
. f Internet internet banking is . helps to increase
helpful guidance . encountered ~ while complete my me to manage s
N . . banking are clear nd . . customer’s
in performing the using the Internetbanking my finance ..
easy to use. understandable . . A . . productivity.
task. 150 350 banking services.  activities quickly efficiently. 350
350 350 350 350
Missing 0 0 0 0 0 0 0
Mean
Std. 4.07 .802 3.99 .768 3.91.759 3.86.724 3.94 846 3.95.651 4.20 .855
Deviation
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The means of the questions of perceived ease of use represented in table (4.8) were very close and ranged
between 3.9 and 4.07 which is considered on the higher range, with a

standard deviation between .65 and .85 These results indicate that the internet banking service is easy to use, and
will assist in building and enhancing the good image of internet banking adoption for the clients.

c) Perceived usefulness

Table 15. Mean and standard deviation for perceived usefulness

Statistics

Use of internet banking Internet banking (IB) Us.ing Internet - Banking - for
doing
(IB) services can save customers facilitates me to complete my banking activitiesbanking transactions  much
time quickly. easier
Valid 350 350 350

N Missing 0 0 0

Mean

Std. 4.07 .840 3.85.778 3.81.793

Deviation

Perceived usefulness was reported to have the highest mean scores of 4.07 for the first question, followed by
question no. 2 (mean = 3.85), and question no. 3 (mean = 3.81). Hence, it can be concluded that most of the
mean scores for the perceived usefulness were more towards “agree” to “strongly agree” opinions, are in the
upper level, and are considered high. This indicates that the consumer generally believes in the perceived
usefulness and the promises of the internet banking services.

d) Compatibility

Table 16. Mean and standard deviation for internet banking compatibility

Statistics 49

Online Banking is compatible Using Online Banking fits well with the way Using online Banking to conduct banking

with my lifestyle I like to manage my finances transactions fits into my work profile
Valid 350 350 350
N Missing 0 0 0
Mean
Std. 3.73.753 3.95 .842 3.83.802
Deviation

Compatibility was reported to have the lowest mean scores ranging between 3.73 and 3.83, with the standard
deviation ranging between .75 and .84, but the results are still at the higher level. This indicates that Jordanian
clients still do understand the service well enough for it to be compatible with their life style, and only a segment
of those consumers believe that the information provided by the online banking website can be trustworthy.

e) Trialability

Table 17. Mean and standard deviation for trialability

Statistics 50

I want to be able to use Internet It would not take much effort to Internet banking access is triable and available 24/7

Banking on trial basis to see what it . . . using different hardware methods (Laptop, I pad,
try using Internet banking service >
can do. Mobile)
Valid 350 350 350
Missing 0 0 0
Mean
Std. 3.82.790 4.04 .816 3.93.730
Deviation
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The means of the questions of trialability ranged between 3.82 and 4.04. The highest mean resulted for questions
no. 2 indicating that most clients stated that it would not take much effort to try using Internet banking services.

f) Security

Table 18. Mean and standard deviation for internet banking compatibility

Statistics 51

Authorized username and password arel trust that transaction through internet bankingl am satisfied with the

important for securing the data. (IB) is private and secure. security system
Valid 350 350 350
N Missing 0 0 0
Mean
Std. 3.95.794 3.55.837 3.82.790
Deviation

The means of the questions on security ranged between 3.55 and 3.95. The highest mean resulted from questions
no. 1, indicating that most consumers stated that authorized username and password are important for securing
data, while the lowest mean (3.55) resulted from question no. 2, indicating that although people are kind of
satisfied with the system they do not really trust that a transaction through internet banking (IB) is private and
secure.

4.2 Testing Hypothesis

The purpose of the hypotheses testing is to determine accurately if the null hypotheses (denoted by HO) can be
rejected in order to support the alternate hypothesis (denoted by H1) (Sekaran & Bougie, 2010). The probability
value (p-value) obtained from the statistical hypothesis test is considered the decision rule for rejecting the null
hypothesis (Creswell, 2003). If the p-value is greater than a predetermined level of significance (a-level), then
the null hypothesis cannot be rejected and no support will be claimed for the alternative hypothesis. By contrast,
if the p-value is less than or equal to than the a-level, then the null hypothesis will be rejected and the alternative
hypothesis will be supported.

Multiple Regression Analysis, Analysis of Variance (ANOVA) and One Way Analysis of Variance were used to
test the research main hypotheses of the study.

Multiple regression analysis and analysis of variance were conducted in order to examine the effect of the
independent variables (taken separately or taken together) on internet banking adoption and to test the first and
second hypotheses of the study.

One Way Analysis of Variance was used to test the effect of the clients’ demographics on internet banking
adoption and to test the third hypothesis of the study. In addition, Tukey’s post hock tests were used to find the
difference in variance.

4.2.1 Testing the First Main Hypothesis

There is no significant relationship between the independent variables (Perceived usefulness, perceived ease of
use, compatibility, trialability, security) taken together and internet banking adoption.

Table 19. Results of regression analysis for the effect of the independent variables upon internet banking
adoption

Model Summary

Model 1

R 866"
R Square 751
Adjusted R Square 7147

Std. Error of the Estimat ~ .29435

Note. a. Predictors: (Constant), security, compatibility, usefulness, ease of use, trial.
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Table 20. Analysis of variance for the effect of the independent variables taken together upon internet banking
adoption

ANOVA®

Model Sum of Squares df Mean Square F Sig. result
Regression 89.783 5 17957 207.252 .000b

1 Residual  29.805 344 .087 Reject the null hypothesis
Total 119.588 349

Note. a. Dependent Variable: internet banking adoption; b. Predictors: (Constant), security, compatibility, usefulness, ease of use, Trialability.

The correlation coefficient R is a statistical technique that shows whether and how strongly pairs of variables are
related to each other. Here the correlation coefficient R is equal to .866, which means that there is a strong
positive relationship between the independent variables taken together and the internet banking adoption.

The coefficient of determination (z’ presents the percentage of the variation in the dependent variable explained
by the regression model. Here in this study, R square = .751 which means that 75% of the changeability of
internet banking adoption has been explained by the independent variables taken together.

Adjusted R square value of this study equals .747, which is very close to R square value= .751, since adjusted R
square values are always less than or equal to R square. It means that if the model has been fitted the whole
population participated rather than those who responded in the study, there would be .004 (.747 -.751) less
variance in the model outcome. Adjusted R square is generally considered to be more accurate goodness- of — fit
measure than R square

Table 20 contains the analysis of variance (ANOVA) permits to statistically test the main null hypothesis. The sig.
column in the table presents the statistical significance of the variable and it has been checked for value below
approximately 0.05 levels. Hence, it can be concluded from the table that that the F-ratio for this data is 207.252
which is significant at the level of p <0.05 (sig. =.000). Consequently, the researcher rejected the main null
hypothesis and accepted the main alternative hypothesis, which means that there is a significant relationship
between the independent variables (security, compatibility, usefulness, ease of use, trialability) taken together
and internet banking adoption.

4.2.2 Testing the Second Hypothesis

HO02 — “There is no significant relationship between the independent variables (perceived usefulness, perceived
ease of use, compatibility, trialability, and security) taken separately and internet banking adoption”

Table 21. Coefficients

Coefficients”
Model Unstandardized Coefficients Standardized Coefficients . Sig.
B Std. Error Beta

(Constant) 220 117 1.880 .061
ease of use .616 .063 .587 9.798 .000
usefulness 244 .045 258 5.457 .000
compatibility .232 .049 232 3.081 .112
trial -.001 .058 -.001 -.016 .987
security .098 .047 .104 2.058 .010

Note. a. Dependent Variable: internet banking adoption.

» The multiple regressions were also used to test the second hypothesis. Table 21 showed the estimation of Beta
for each independent variable of this study. Beta measures the contribution of each variable to the model. Ease of
use had the highest beta among all independent variables with a value of .616, followed by usefulness and
compatibility that had close beta values of .244 and .232, whereas security had a lower beta of .098.

» Trialability variable had insignificant beta of .001.

The first sub hypothesis: H02.1: There is no significant relationship between perceived usefulness and internet
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banking adoption.

Table 21 contains the analysis of coefficients showing the significance of perceived usefulness at the level of p
<0.05 (sig. =.000). Consequently, the researcher rejected the null hypothesis and accepted the alternative
hypothesis, which means that there is a significant relationship between the perceived usefulness value and
internet banking adoption.

The second sub hypothesis: H02.2: There is no significant relationship between perceived ease of use and
internet banking adoption.

Table 21 contains the analysis of coefficients showing significance at the level of p <0.05 (sig. =.000) for
perceived ease of use. Consequently, the researcher rejected the null hypothesis and accepted the alternative
hypothesis which means that there is a significant relationship between the perceived ease of use and internet
banking adoption

The third sub hypothesis: H02.3: There is no significant relationship between compatibility and internet banking
adoption.

Table 21 contains the analysis of coefficients showing significance at the level of p <0.05 (sig. =.002).
Consequently, the researcher rejected the null hypothesis and accepted the alternative hypothesis, which means
that there is a significant relationship between compatibility and internet banking adoption.

The forth sub hypothesis: H02.4: There is no significant relationship between trialability and internet banking
adoption. Table 21 contains the analysis of coefficients showing significance at level p <0.05 (sig. =.987) for the
trialability factor. Consequently, the researcher accepts the null hypothesis and rejects the alternative hypothesis,
which means that there’s no significant relationship between trialability and internet banking adoption.

The fifth sub hypothesis: H02.5: There is no significant relationship between security and internet banking
adoption.

Table 21 contains the analysis of coefficients showing significance at the level of p <0.05 (sig. =.010).
Consequently, the researcher rejected the null hypothesis and accepted the alternative hypothesis, which means
that there is a significant relationship between security and internet banking adoption.

4.2.3 Testing the Third Hypothesis

“HO3 — There is no difference in internet banking adoption due to “the clients characteristics such as: “gender,
age, educational level and income level” taken separately.

1). Gender

Table 22. Mean and standard deviation of internet banking adoption according to gender

Descriptive Statistics “Internet banking adoption”

Male Female
Mean 4.1854 3.7035
Std. Deviation 26025 .66984

Table 23. One way analysis of variance for the differences in internet banking adoption according to gender

internet banking adoption Sum of Squares Df. Mean Square F Sig. Results
Between Groups 19.939 1 19.939 69.632.000
Within Groups Total 99.649 119.588 348 349 .286 Reject the null hypothesis

Results in Table 22 showed that males have a higher level of internet banking adoption than females with a mean
of 4.185 and a standard deviation of 0.26. Meanwhile, females have a lower level of internet banking adoption
with a mean of 3.70 and a standard deviation of 0.66. Results in Table 22 shows that values are significant below
0.05, which means that there is a statistically significant difference in internet banking adoption according to
gender. So the null hypothesis related to gender should be rejected and the alternative hypothesis that there is a
direct relationship between gender and internet banking adoption should be accepted.
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2). Age

Table 24. Means and standard deviation of internet banking adoption according to age

internet banking adoption = Mean Std. Deviation

18-24 4.1333 28109
25-34 4.0615 43473
35-44 3.7944 69696
45-54 3.9728 38392
55 and above 3.9583 .11785

Table 25. One way analysis of variance for the differences in internet banking adoption according to age

internet banking adoption Sum of Squares df Mean Square F Sig. result
Between Groups 5.477 4 1.369 4.140.003
Within Groups Total 114.110 119.588 345 349 .331 Reject the null hypothesis

Table 24 shows the means and standard deviations of internet banking adoption according to the suggested age
categories. Results showed that all categories have a high level of internet banking adoption; the highest level
was found between ages 18 and 34 years old with a mean of 4.13 and 4.06, and the lowest satisfaction were for
the category of 55 years and above with a mean of 3.95.

Results in Table 25 showed that values are significant below 0.05 which means that there is a statistical
relationship between internet banking adoption and age of the consumer, so the null hypothesis should be
rejected, thus there is significant relationship between consumers’ age and internet banking adoption.

Table 26 Tukey’s post hock comparisons in internet banking adoption according to the age level multiple
comparisons

. ~ 95% Confidence Interval
(J) Age Mean Difference (I-J) Std. Error Sig.

Lower Bound Upper Bound
25-34.07184 19049 996 -.4505 .5942
35-44 33889 18685 367 -.1735 .8513
45-54 .16054 19956 929 -.3867 7078
5.17500 27280 968 -.5731 9231
18-24-.07184 19049 996 -.5942 4505
35-44 26704 .07105  .002 .0722 4619
45-54 .08870 .09981 .901 -.1850 3624
5.10316 21108 988 -.4757 .6820
18- 24 -.33889 18685 367 -.8513 1735
25-34-26704 .07105 .002 -.4619 -.0722
45-54 -.17834 .09267 306 -.4325 .0758
5-.16389 20780  .934 -7337 4060
18- 24 -.16054 19956 929 -7078 3867
25- 34 -.08870 .09981 901 -3624 .1850
35-44 17834 .09267 306 -.0758 4325
5.01446 21930 1.000-.5869 6158
18- 24 -.17500 27280 968 -.9231 5731
25-34-10316 21108 988 -.6820 AT57
35-44 16389 20780  .934 -.4060 7337
45-54-.01446 21930 1.000-.6158 .5869

Note. *. The mean difference is significant at the 0.05 level.
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Table 26 showed that the source of variation in internet banking adoption was between clients age 25-44 on one
side and clients aged greater than 45 on the other side.

3). Educational Level

Table 27. Means and standard deviation of internet banking adoption according to educational level

Educational Level Mean Std. Deviation
High school 3.6667

Diploma university deg 3.4423 4.0462 1.03684 .42625
bachelor 3.9322 41421

Post grad Total 3.9259 3.9114 .38036 .58537

Table 28. One way analysis of variance for the differences in internet banking adoption according to educational
level

Educational Level Sum of Squares df Mean Square F Sig. result
Between Groups 14.559 4 3.640 11.956.000
Within Groups Total 105.029 119.588 345 349 .304 Reject the null hypothesis

Table 27 shows the means of internet banking adoption according to education levels. Results show that all
categories have a high level of internet banking adoption but university students and holders of bachelor and post
graduate degrees had a higher mean than diploma holders.

Results in table 28 showed that values are significant below 0.05, which means that there is a statistical

difference in internet banking adoption according to education level. So, the null hypothesis related to education
level should be rejected.

Table 29. Tukey’s post hock comparisons in internet banking adoption according to educational level

Diploma University Students Bachelor Degree Post graduate

High School -0.07  -21%* -.18% -.19%

Diploma -0.14 -0.11 -0.13
Internet banking adoption

University Students 0.03 0.02

Bachelor Degree -0.02

Table 29 shows that the source of variation in internet banking adoption is between the high school and diploma

degree holders on one side and with the university students and bachelor and post graduate degree holders on the
other side.

4). Income Level

Table 30. Means and standard deviation of internet banking adoption according to income level

internet banking adoption Mean Std. Deviation
Less than 500 JD 3.1818 22918
500- 999 ID 3.8145 78295
1000-1499 JID 3.9976 46198

1500-1999 2000 and above Total 3.8545 3.9167 3.9114 .40957 .30349 .58537

Table 31. One way analysis of variance for the differences in internet banking adoption according to income
level

internet banking adoption Sum of Squares df Mean Square F Sig.

Between Groups 3.187 4 197 2.362.044

Within Groups Total 116.400 119.588 345 349 .337
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Table 30 shows the means of internet banking adoption according to the suggested income levels. Results show
that all categories have a high level of internet banking adoption.

Results in table 31 showed that values are significant below 0.05, which means that there is a statistically
significant difference in internet banking adoption according to income level. So the null hypothesis related to
education level should be rejected and it should be accepted that there is a direct relationship between education
level and internet banking adoption.

Table 32. Tukey’s post hock comparisons in the internet banking adoption according to income level

500- 999 JD 1000-1499 JD 1500- 1999 JD 2000 JD and above

Less than 500 JD -0.12 -.44* -.28% -0.17
_500-999 D -0.32 -0.17 -0.06
Internet banking adoption
1000-1499 JD 0.16 0.26
1500-1999 JD 0.11

According to Table 31 the source of difference in internet banking adoption is between the clients earning a
lower level of income (less than 1000 JDs) on one side and the consumers earning more than 1000 JDS on the
other side.

5. Conclusion

This section presents a comprehensive description of the results and discussions of this study. Analysis of the
results found in the previous section provided findings which will be used to answer the research question,
“What are the factors affecting internet banking adoption among Jordanian clients?”’

The findings and their implications will be discussed in detail, using previous research findings for comparison.
5.1 Results and Discussion

The study observed the factors affecting internet banking adoption among banks’ clients in Jordan. This study
was able to conceptualize how compatibility, perceived usefulness, trialability, perceived ease of use and security
affect internet banking adoption. In this study a five (5) Likert Scale was used to measure all of the variables.
The means of those variables ranged between 3.91 and 3.77 and the standard deviation ranged between .55
and .62 basing on Table above; so it can be concluded that all of the mean scores reported were more towards
“agree” to “strongly agree” opinions, indicating that in general, all of those variables are viewed as important by
the respondents.

The perception of ease of use had the highest mean of 3.98 and standard deviation of .55 based on Table above.
This points out that the sample is aware of the significance of perceived ease of use and this was supported by
the literature (Liao, Shao, Wang, & Chen, 1999). Hence it should be realized that perceived ease of use is an
important factor, which means that clients need easier internet banking.

Perceived usefulness followed perceived ease of use with a close mean of 3.9114, which also indicates that the
sample is aware of the importance of perceived usefulness and this was supported by the literature (Liao, Shao,
Wang, & Chen, 1999). Hence resources should be invested to attempt to increase perceived usefulness.

In the study, the results showed the presence of a statistically significant positive relationship between the
independent factors taken together or taken separately. The model has an integrative structure because it tries to
anticipate the effect of gathering all the independent factors together and tries to identify if a relationship exists
between them and internet banking adoption. According to the multiple regression analysis and the analysis of
variance (ANOVA), the first null hypothesis was rejected and the alternative hypothesis was accepted and a
significant relationship was found between the independent variables (compatibility, perceived usefulness,
trialability perceived ease of use and security) taken together and internet banking adoption. Synergistic relation
between these factors should be secured in order to ensure their effect on internet banking adoption.

Additionally, Table 20 shows that there is a statistical significant positive relationship between perceived ease of
use and internet banking adoption. This result is corresponding to the findings of Eriksson, Kerem, and Nillson
(2004) who supported the positive relationship between perceived ease of use and internet banking adoption.

This study concluded a positive relationship between compatibility and internet banking adoption since Beta
between compatibility and internet banking adoption was found to be .232 according to Table 20. This finding is
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consistent with what has been demonstrated in the previous relevant studies, including Tan, Teo, (2000) and
Black, Lockett, Winklohofer, and Ennew (2001), indicating that when clients believe in the compatibility of
internet banking adoption, they are more likely to be convinced to adopt online banking and use the services
provided more frequently.

In addition to the above this study concluded a positive relationship between security and internet banking
adoption since Beta between security and internet banking adoption was found to be .098 according to Table 20.
This shows a positive relationship between them. This finding is consistent with what has been demonstrated in
the previous relevant studies. According to Tan, Teo, (2000) and Black, Lockett, Winklohofer, and Ennew (2001)
because consumers perceive lower risk in performing their daily banking transactions online in comparison to
performing them in the traditional ways (visiting the physical branch), since there is no chance of human
mistakes, they are willing to adopt internet online banking services.

Finally, this study developed a deeper understanding of clients’ internet banking trialability of online banking
provided services. According to Table 4.14, which demonstrates the results of regression analysis for the
trialability upon internet banking adoption, Beta had the lowest level and was equal to -.001 which indicates that
trialability and internet banking adoption are negatively related.

The study surveyed a sample of consumers who play roles in internet banking services adoption decision, the
majority of respondents were males with 56.9 percent while the females’ percentage was 43.1 percent. The age
group was consisted of 80.8 percent of respondents between 25 and 44 years old and 16.3 percent were 45 years
and above. The allocation of the sampled results according to the education level of the respondents indicated
that 20.6 percent have a postgraduate degree while 16.9 percent were university students and 16.9 percent have
bachelor degrees. The sampled respondents’ monthly income showed that 35.4 percent of the respondents earn
less than 1000 JOD Jordanian Dinars per month, 40 percent earn between 1000 and 1499 JOD Jordanian Dinars
per month, while only 15.7 percent earn monthly incomes between 1500- 1999 Jordanian Dinars. 5.7 percent of
the population sample earns 2000 JOD Jordanian Dinars and above per month.

As for analysis of the respondents’ demographic characteristics (age, gender, education and income) and their
effect on internet banking adoption, the results revealed the following:

In the study conducted on gender and whether it has an effect on internet banking adoption, a positive
relationship was found between gender and internet banking adoption and males were found to have a higher
tendency to adopt internet banking than females. This result is supported by Sara Naimi (2008).

Age was found to have an effect on internet banking adoption and the alternative hypothesis was accepted, so
there is a statistical difference in internet banking adoption according to the age of the consumer. In Table 4.17
the results showed that all age categories have a high level of internet banking adoption, but the highest level
was found among the youngest, aged between 18 and 34 years old with a mean of 4.13 and 4.06. The lowest
were for the category of 55 years and above with a mean of 3.91. Researchers in the literature agreed that young
people are likely to be more sensitive to internet banking adoption (Wngwanit-Chackron, 2002).

The researcher carried out the analysis for the education levels. The results shown in Table 26 and 27 indicate
that statistically there is a difference in internet banking adoption according to education levels. Results show
that all categories have a high level of internet banking adoption, but the highest levels were found among
university students and holders of bachelor and post graduate degrees. This finding supports previous literature,
which indicates that consumers who more frequently adopt internet banking are more highly educated people
(Wngwanit-Chackron, 2002).

The income level and whether it has an effect on internet banking adoption was investigated by the researcher.
The results in Table 28 reveal that consumers who have higher income levels are more likely to adopt internet
banking services. Also it shows that all categories have a high level of internet banking adoption but the highest
level was found among the clients with an income level of 1000 JDs per month or above. This finding is
supported by many previous studies that pointed out that consumers with high income were found to adopt
internet banking services (Wngwanit-Chackron, 2002).

The following Figure 2 shows the modified theoretical framework of the research according to the values of Beta.
The independent variables are listed in a descending manner to show their significance upon internet banking
adoption bearing in mind that the trialability variable was omitted since it has no effect on internet banking
adoption. Moreover, the R value shows the strong positive relationship between the independent variables taken
together and the internet banking adoption R* 0.68.
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5.2 Recommendations and Implications

The structural model of the study added a new concept by trying to analyze the effect of all the independent
factors together on internet banking adoption. The correlation between them was reasonably high and positive
R=.866. In order to improve internet banking adoption, banks should combine the concepts of perceived ease of
use, compatibility, and security into the online banking services concepts in the stage of marketing planning and
ensure proper synergy between these variables in order to increase the level of internet banking adoption.

Among the factors affecting internet banking adoption, ease of use value had a correlation coefficient of .587 and
this implies that the consumer perceptions of value plays a key role in affecting the internet banking adoption. So,
according to the findings, banks should enhance their website ease of use and they may be required to invest in
building the website infrastructure to ensure that the services will be user friendly in its design, functions and
usage in order to influence the decision of clients towards the adoption of those services. Moreover, since the
clients evaluate the product in terms of its easiness; then this may be applied by banks to evaluate the website
performance for their provided banking services and utilize this approach for gaining competitive advantage over
the traditional ways of conducting banking transactions.

Internet banking security in this study had a mean of 3.77, which indicates that the sample viewed this factor as
major. A useful starting point for marketers is to develop strategies for raising internet banking adoption by being
transparent in online banking claims, and by helping potential clients to develop sufficient trust which will lead
to building a long-term relationship and increase their willingness to frequently use online banking provided
services.

Internet banking usefulness have a positive effect on internet banking adoption and the banks’ clients believed
that use of internet banking (IB) services can save customers time and facilitates to complete the banking
activities and transactions quickly in an easier way.

Compatibility was found to have a beta of .232 among the independent variables, and the banks’ clients believe
that it is well-matched with their lifestyle and fits with the way they like to manage their finances and works well
with their work profile. This was proven by Internet Banking user acceptance: Evidence from Greece et al.,
(2009).

Looking into the demographic results, marketers and banks can improve their advertising activities. The findings
of the study concluded that the demographic variables had an effect on internet banking adoption.

Demographic factors have been found to be related to the adoption of various banking channels, particularly
internet banking (e.g., Karjaluoto et al., 2002; Sathye, 1999; Al-Ashban & Burney, 2001). As showed by this
research the number of males that use internet banking were higher than the number of females that use it (e.g.
Akinci et al., 2004). One of this research findings showed that younger or older consumers are less likely to use
internet banking than middle-aged consumers. Moreover, younger, wealthier and more educated customers are
more likely to use internet banking, which is also supported by (e.g., Karjaluoto et al., 2002; Mattila et al., 2003;
Sathye, 1999). In Jordan, as was discussed earlier, younger consumers more than older consumers like to use
Internet banking (Filotto et al., 1997).

The findings of the study are particularly important from managerial and marketing perspectives. More than
purely building marketing strategies and campaigns focused on general banking concerns, it is important from
the banks clients’ perspective to focus on the internet banking features, advantages and benefits.
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