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Abstract

The current study was conducted with the primary objective to explore the factors and analyse their relevance
and importance in the adoption of internet banking in Saudi Arabia. In this paper, we gathered evidence from 300
consumers about the factors they considered important before opting for internet banking. Responses were
collected by administering a Likert scale close ended structured questionnaire. Factor analysis was conducted to
group the factors into significant components areas. The results showed that the factors under study explained
91.508% of the variance in internet banking adoption. Also, that the trust is the most crucial factor for the
consumers of internet banking (25.950% variance) followed by ease of using internet banking services (25.188%
variance); whereas 21.921% variance explained efficiency and effectiveness of the internet banking and
18.449% variance explained the importance of information about the internet banking to the consumers. The
findings of this study will allow the banks to develop internet banking strategies tailored to the expectations of
their clients. The study recommends banks to focus on building the trust of the customers and should also make
internet banking as convenient as possible. Besides, the internet banking should be efficient and effective in
delivering banking services. Furthermore, there should be sufficient information available regarding internet
banking. Saudi Arabia is the largest economy in the Middle East. Of late the country has focused on the
modernisation of its economy and has been trying in earnest to integrate with the world economy. The
e-commerce activities are also growing; however, research in internet banking is limited. The findings of the
paper can serve as a model for the adoption of internet banking especially in Saudi Arabia and in the Middle East
or elsewhere in general. The research was conducted in Saudi Arabia, and more researches could be conducted
based on this study in other parts of the Middle East for more generalisation of the findings.
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1. Introduction

Internet banking refers to the use of a bank’s website through which customers access their banking accounts,
conduct financial transactions, and obtain general information on bank products and services. It is a form of
“virtual channel” that allows customers to interact with a bank conveniently by providing them with an
opportunity to acquire banking services anytime and anywhere (Casalo et al., 2007). The developments in
information technology have hugely influenced the development of more flexible payment methods and more
user-friendly banking services (Akinci et al., 2004). The rapid diffusion of the internet also radically changed the
delivery channels used by the financial services industry. The potential of online or internet banking is well
recognized (Booz, Allen, & Hamilton, 1997). Many financial institutions use internet banking as a distribution
channel for the bank’s services because the internet facilitates remote access to banks (Riffai et al., 2012).
Internet influences the banking industry and provides new opportunities to banks in developing their services
(Chechen et al., 2016). Internet banking as a service delivery channel has acquired popularity due to the low cost
per transaction and a wide variety of access options for the customer base (Shah & Siddiqui, 2006). The banking
industry adopted e-banking as a tool of e-commerce with improved services and operations of banks (Chong et
al., 2010), saving costs (Pikkarainen et al., 2004) and facilitating the business activities of bank customers
through provision of “anytime and anywhere service” (George & Kumar, 2013).

Introduced in 1997 (Furst et al., 2002), internet banking is a process innovation which allows existing banks to
centralise back-office operations and increase their efficiency; also the existence of virtual and branch offices has
enhanced interaction between customers and the bank (Arnaboldi & Clayes, 2010). The efficient delivery of
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banking services encourages banks to accelerate adoption process, knowing that the cost of delivering a service
over the internet is much less than delivering the same service over the counter (Polatogu & Ekin, 2001). The
internet makes it easier for buyers and sellers to compare prices, reduces the number of intermediaries, cuts
transaction costs, improves the functioning of the price mechanism, and thereby increases competition (Lal &
Savary, 1999; Markillie, 2004; Zettlemeyer et al., 2006).

Internet banking gives a competitive advantage to the banks by enhancing the quality of customer services and
reducing operational costs (Jourdan & Katz, 1999). Internet banking provides many benefits not only for banks
but also for customers as they can conduct financial activities from anywhere at any time. Ease of transaction
and avoidance of queues and restrictive branch operating hours and cheaper costs make internet banking popular
with consumers. At the same time, banks could provide lower cost financial services, and enhance customer
satisfaction (Keswani & Chaturvedi, 2010). Internet banking gives banks a competitive advantage by enhancing
the quality of customer services and reducing their operational costs (Jourdan & Katz, 1999). The advantages of
internet banking cannot be accomplished unless customers accept the internet banking services (Chiou & Shen,
2012). Compared to physical banking, internet banking has some unique characteristics, such as the extensive
use of technologies and the impersonal nature of the online environment. These characteristics, however, give
rise to customers’ uncertainty about using internet banking for financial transactions (Gan et al., 2006; Yousafzai
et al., 2003). In fact, there are still a large group of customers who are reluctant to adopt internet banking due to
this uncertainty (Kuisma et al., 2007; Littler & Melanthiou, 2006). As a result, banks and policymakers consider
increasing the adoption rate of internet banking as their priority when creating strategic plans to build
competitive advantage (Shih & Fang, 2004).

2. Literature Review

Various factors can influence internet adoption by banking consumers. Many studies have been conducted with
the objective of understanding the factors affecting the adoption of internet banking by users in developed
countries (Daniel, 1999; Sathye, 1999; Ramsey & Smith, 1999). According to the findings of Fawzy and Esawai
(2017), factors important for the adoption of internet banking in Egypt were perceived usefulness and ease of use.
Also, the findings also showed that perceived privacy and security has a positive effect on customers’ attitude
toward internet banking. Besides these, their findings also showed that computer efficacy had a positive impact
on customers’ attitude and intention which in turn influences the adoption of internet banking. They also found
that the perceived risk has a negative effect on the consumer’s intentions towards the adoption of internet
banking.Lack of trust has been identified as one of the major obstacles to the spread of internet banking (Rexha
et al., 2003). Several studies have found that customers cite a number of reasons for preferring e-banking like
transaction speed, lower management costs, greater control over service delivery, shorter wait time, a perception
of more customized service and convenient access to services that is not limited by time or space (Lee, 2009;
Montazemi & Qahri-Saremi, 2015, Ayo et al.,, 2016; Hui Ling et al., 2015; Lee, 2009; Tan & Teo, 2000;
Yousafzai et al., 2003). According to Ba (2001), the reputation of internet banking is one of the principal factors
influencing the use of this new channel of communication. Suh and Han (2002) demonstrated that the perceived
usefulness of consumers of internet banking significantly influences trust in these types of financial institutions.
Security has been found an important factor that motivates Saudi users to adopt online banking (Alhinai et al.,
2013; Alhalig & AlMuhirat, 2016; Khalfan, 2006). The effect of attitude on intention has also been supported in
the internet banking domain (Agarwal et al., 2009; Jaruwachirathanakul & Fink, 2005; Kleijnen et al., 2004; Tan
& Teo, 2000). These study results conclude that the attitude has played a significant role in influencing an
individual’s intention to adopt new technology.

Perceived risk is an essential element of consumers’ internet banking decision-making process (Libermann &
Stashevsky, 2002). Lee (2009) defined perceived risk in internet banking as “the subjectively determined
expectation of loss by an online bank user in contemplating a particular online transaction”. Several studies
discussed the influence of the perceived risk factor on individuals’ attitude toward the adoption of the new
technology services in general, and internet banking services, in particular (e.g. Tan & Teo, 2000). According to
Pavlou (2003), internet banking has fatal consumer privacy weaknesses; consumer concerns about security and
privacy were reported by numerous researchers (Lee, 2009; Cunningham et al., 2005). Jahangir and Begum’s
(2008) study created a set of four items for measuring perceived web privacy. Its’ result indicated that ease of use,
privacy, security, perceived usefulness and consumer attitude toward use are positively and significantly related
to customer adoption. Some online consumers are anxious about internet connection quality, and the possibility
of poor connection quality poses a significant risk to banking transactions (Kuisma et al., 2007).

Rotchanakitumnuai and Speece (2003) found that trust and security are a significant risk that consumer perceives
while using internet banking. Pikkarainen concluded that absence of security in the online environment
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constitutes significant threats to users as they fear that their privacy may be compromised and funds being lost
(Pikkarainen et al., 2004; Yousafzai et al., 2010). Dimitriadis and Kyrezis (2010) have shown that familiarity
with the internet has a positive influence on consumer trusting intention of internet banking. Numerous studies
supported the significant positive effect of website information quality on users’ trust in the internet and mobile
banking services (Dimitriadis & Kyrezis, 2010; Lin et al., 2011; Maroofi et al., 2013). Variables such as
subjective norms, word-of-mouth referrals, perceived usefulness, perceived ease of use, enjoyment and relative
benefits are relevant in influencing customers’ initial trust toward an e-vendor (Aljaafreh, 2016; Grabner-Kraiiter,
2011; Koufaris & Hampton-Sosa, 2004; Lu & Zhou, 2007; Suh & Han, 2002). Johnson (2007) identified
commitment and familiarity with technology as a relevant predictor of consumers’ trust in online banking.
Similarly, Grabner-Krduter and Faullant (2008, 2009) found that familiarity with the internet significantly
influences internet trust, which in turn impacts consumer attitude toward the use of internet banking. According
to the Simon-Kucher Partners’ (2015) survey, bank reputation is the second most important criterion considered
by French consumers. Other studies have shown that bank reputation enhances consumers’ initial trust in the
internet and mobile banking (Dimitriadis & Kyrezis, 2008; Kim, 2012; Montazemi & Qahri-Saremi, 2015,
Yousafzai et al., 2009). It has been shown that trust strongly affects the French consumers’ decision to use
internet banking and their loyalty toward it (Sahut et al., 2011; Sanchez & Gallie, 2010). The perceived lack of
control and personal contact in internet banking environment increases customers’ concern for security and
reliability of transactions (Flavian & Guinaliu, 2006; Chiou & Shen, 2012). These factors may reduce customer
trust in internet banking (Lim, 2003), which might have an additional effect on its adoption and continuance.

Hernandez and Mazzon (2007) reviewed various adoption models and proposed an integrated theoretical model
for internet banking adoption. The empirical results show that technology characteristics, perceived behavioural
control, and individual characteristics determine the actual use of internet banking. In another study, Al-Somali
et al. (2009) proposed that the quality of internet connection, awareness of service, trust, social influence,
resistance to change, computer self-efficacy, and demographic characteristics along with technology determines
usefulness and ease of internet banking and thus forms the basis of attitude and intentions toward internet
banking. Lee et al. (2011) found that offline trust, offline loyalty and switching costs play a crucial role in
customers’ switching intentions to internet banking. Liébana-Cabanillas et al. (2013) found that accessibility,
trust, ease of use and usefulness determine the customer satisfaction with internet banking.

Various studies reveal that the adoption rate of internet banking was low due to many factors: customers’
perceptions of risk, their specific needs, lack of knowledge about internet banking, inertia, accessibility of
technology, pricing, and IT fatigue (Gerrard et al., 2006). One of the main factors that consistently appear in the
literature in different settings is the matter of security. Research showed privacy and security are the most
influential factors in business (Hajli & Lin, 2016) and indeed in internet banking acceptance in different
countries (Laforet & Li, 2005; Liao & Cheung, 2002; Poon, 2008; Sadiq Sohail & Shanmugham, 2003; Sayar &
Wolfe, 2007; Shah & Siddiqui, 2006). Security issues are still important issues in internet banking, although the
development of IT has empowered banks to better secure their platforms (White & Nteli, 2004). For instance,
banks in the UK provide card readers to reassure their customers and ensure that internet banking is secure.
Some research showed that although customer satisfaction is fairly high in the UK, security and fraud are still the
main concerns among consumers (Forsee, 2011). The speed of internet banking (Poon, 2008), customer
satisfaction during the previous interaction with internet banking services (Casald et al., 2008; Lymperopoulos &
Chaniotakis, 2004), and managers’ perceptions (Lymperopoulos & Chaniotakis, 2004; Shah & Siddiqui, 2006)
were the other important factors influencing the acceptance of internet banking. Additionally, trust and perceived
usefulness are also important factors in the acceptance of internet banking (Liao & Cheung, 2002; Suh & Han,
2002). Another significant factor in internet banking adoption is the website and platform of the bank (Forsee,
2011). Davis et al. (1989) mentioned that users might decide to use a technology based on reasons other than
one’s own beliefs and feelings. Another important factor influencing internet banking adoption is banking
consumers’ awareness about internet banking (Sathye, 1999; Pikkarainen et al., 2004). Many studies establish
the relationship between computer literacy and the degree of use of internet banking (Davis, 1989; Wang et al.,
2003). Shah and Siddiqui’s (2006) study of internet banking adoption revealed that critical success factors for the
adoption of internet banking were: availability of resources, security, understanding customer needs, bank
flexibility, bank brand name, integration of channels and systems, support from top management and customer
service quality.

3. Methodology
3.1 Research Objectives

This research paper aims to analyse the factors that play an essential role in influencing the adoption of internet
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banking amongst Saudi Arabian banking consumers.
3.2 Research Design

To this objective, our study employs a quantitative approach which is descriptive research in nature. The study is
investigation based on data collected through a questionnaire.

3.3 Research Instrument

To this end, a questionnaire consisting of 17 statements related to Internet Banking usage was prepared. The
questionnaire collected responses from the banking consumers on five-point Likert Scale ranging from Strongly
Disagree=1 to Strongly Agree=5. The research instrument was developed based on variables collected from the
existing literature.

3.4 Sample and its Characteristics

Participation of respondents in this study was entirely voluntary. Respondents were asked to complete a survey
questionnaire based on their opinions and beliefs towards the adoption and use of internet banking. Those
participants were briefed on the objectives of the current study and told of their rights to withdraw before, during
or after they had completed the questionnaire. Respondents were also ensured that their responses in survey
questionnaire would be used only for fulfilling the objectives of the present research and not for any other
purposes. 400 questionnaires were distributed out of which 300 completed questionnaires were collected from
respondents and were used for analysis and further proceedings.

3.5 Data Processing and Analysis

After the collection of questionnaires, the data thus collected has been processed for analysis. For analysis
purpose, we used statistical tools such as mean standard deviation. To find out the reliability of the research
instrument, we applied Cronbach Alpha. Exploratory factor analysis (EFA) has been considered to extract
essential factors from select 17 variables.

To understand the work done on internet banking, we present here some significant works conducted by scholars
during the last decade is presented below in Table 1.

Table 1. Internet banking research to date

Author (s) Year Factors Influencing Internet Banking Consumer Behavior
Kiran J. Patel and Hiren J. Patel 2018 Internet banking & security, usefulness, ease of use and social influence
Souheila Kaabachi et al., 2017 2017 Trust and internet banking adoption in France.
Muslim Amin 2016 Internet banking service quality, customer satisfaction and loyalty
Awni Rawashdeh 2015 Technology Acceptance Model (TAM) as the prediction
Rambalak Yadav et al., 2015 Risk perception and adoption of internet banking
Pallab Sikdar, Amresh Kumar and 2015 Trust, usability, ease, accessibility and intention to adopt internet banking
Munish Makkad
Tina Suzanne Harrison et al., 2014 Variables reflecting consumer experience
1. Prior knowledge and experience of
2. Awareness
3. Technological access
4. Technological experience
S. Banking involvement
6. Risk awareness and perception
7. Readiness for change
8. Service delivery.

Additionally, other channel-related predictor/variables
Nabil Mzoughi and Wafa M’Sallem 2013 Behaviour prediction factors

Ather Akhlaq and Ejaz Ahmed 2013 Motivation and internet banking

Shumaila Yousafzai and Mirella 2012 Validation of customer-specific internet banking acceptance model (CSIBAM)
Yani-de-Soriano

Ankit Kesharwani and Shailendra 2012 Risk perception banking consumers’ intention to adopt internet banking

Singh Bisht

Anita Life Zhao et al., 2010 Relationship trust and perceived risk

Alain Yee-Loong Chong et al. 2010 Evidence from Vietnam
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4. Results
4.1 Reliability Test

Table 2 demonstrates reliability position of the survey questionnaire used in the present study. It is evident in
table 2 that for 17 items of the research instrument (survey questionnaire) Cronbach’s Alpha value is .982 which
point out very high reliability and internal consistency of the study instrument. In this condition, it can be
concluded that the questionnaire and select variable of this research are very much appropriate to fulfil the
research objectives.

Table 2. Reliability test (Cronbach’s alpha)

Online Banking 982 17
Easy to use

Transactional Ease
Interactional Clarity
Learning Ease

Flexibility

Trust in Banking Technology
Consumer Privacy
Financial Security

Security of Online Banking
Transactional Effectiveness
Transactional Efficiency
Transactional Speed
Usefulness

Information

Information on Benefits
Pleasant Experience

Usage Positive

4.2 Channels of Using Banking Services
Results in Table 3 show that 69.3% of the respondents use internet banking and 61.3% use mobile banking.

Table 3. Channel of using banking services

Mode of Banking Yes No Yes No
Use Internet Banking 208 92 69.3% 30.7%
Use Mobile Banking 184 116 61.3% 38.7%

4.3 Factors Important in Internet Banking

Tables 4 to 6 show the results of factors in online banking which may influence the decision of customers in
selecting a bank. From the existing literature, we identified 17 factors in online banking. Table 4 presents the
mean values whereas the results in Table 5 and Table 6 show the responses frequencies and percentage. The
results in Table 7 make factor analysis to group the factors in various groups, i.e. Trust, Ease/Convenience,
Efficiency/Effectiveness and Information.

Mean values for 14 factors were found 4 and above indicating their importance for the customers. Mean values
higher than 4 in ascending order were [e.g., Trust the security of online banking (4.32), Trust in online bank
technology (4.31), Trust that online bank will protect the privacy (4.30), Online bank improves performance of
utilizing banking services (4.30), Trust that an online bank is financially secure (4.29), Online bank enables to
utilize banking services more quickly (4.27), Online bank enhances the effectiveness of utilizing banking
services (4.26), Easy to get the desired services (4.23), Clear and understandable interaction with an online bank
(4.22), Easy to use online banking (4.18), Learning to use online banking is secure (4.17), Flexibility in using
online banking (4.17), Using an online bank is positive (4.12), Overall online bank is useful (4.01)]. Three
variables having a mean value less than 4 were [e.g., Information about benefits of using online bank (3.90),
Using an online bank is pleasant (3.89), and Information about the online bank (3.88)].
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Table 4. Descriptive statistics— “ONLINE BANKING” facilities influence the decision to select a bank

Factors N Mean Std. Deviation
Easy to use 300 4.18 1.399
Transactional Ease 300 4.23 1.327
Interactional Clarity 300 4.22 1.346
Learning Ease 300 4.17 1.307
Flexibility 300 4.17 1.329
Trust in Banking Technology 300 4.31 1.232
Consumer Privacy 300 4.30 1.297
Financial Security 300 4.29 1.316
Security of Online Banking 300 432 1.294
Transactional Effectiveness 300 4.26 1.278
Transactional Efficiency 300 4.27 1.313
Transactional Speed 300 4.30 1.221
Usefulness 300 4.01 1.321
Information 300 3.88 1.316
Information on Benefits 300 3.90 1.332
Pleasant Experience 300 3.89 1.327
Usage Positive 300 4.12 1.339

Table 5. “ONLINE BANKING” facilities influence the decision to select a bank

Factors Number of respondents reporting
Strongly Disagree Disagree Somewhat agree Agree Strongly Agree

Easy to use 36 10 24 23 207
Transactional Ease 27 19 18 31 205
Interactional Clarity 28 19 20 25 208
Learning Ease 21 27 27 29 196
Flexibility 27 17 30 30 196
Trust in Banking Technology 21 14 27 27 211
Consumer Privacy 27 13 19 25 216
Financial Security 29 12 18 24 217
Security of Online Banking 27 12 20 21 220
Transactional Effectiveness 22 19 26 24 209
Transactional Efficiency 29 10 24 24 213
Transactional Speed 22 10 29 33 206
Usefulness 23 27 41 43 166
Information 22 30 57 44 147
Information on Benefits 24 28 53 43 152
Pleasant Experience 23 26 65 32 154
Usage Positive 27 20 30 35 188

Table 6. “ONLINE BANKING” facilities influence the decision to select a bank

Factors Percent of respondents reporting
Strongly Disagree Disagree Somewhat agree Agree Strongly Agree

Easy to use 12.0 33 8.0 7.7 69.0
Transactional Ease 9.0 6.3 6.0 10.3 68.3
Interactional Clarity 9.3 6.3 6.7 8.3 69.3
Learning Ease 7.0 9.0 9.0 9.7 65.3
Flexibility 9.0 5.7 10.0 10.0 65.3
Trust in Banking Technology 7.0 4.7 9.0 9.0 70.3
Consumer Privacy 9.0 43 6.3 8.3 72.0
Financial Security 9.7 4.0 6.0 8.0 72.3
Security of Online Banking 9.0 4.0 6.7 7.0 73.3
Transactional Effectiveness 73 6.3 8.7 8.0 69.7
Transactional Efficiency 9.7 33 8.0 8.0 71.0
Transactional Speed 7.3 33 9.7 11.0 68.7
Usefulness 7.7 9.0 13.7 143 553
Information 7.3 10.0 19.0 14.7 49.0
Information on Benefits 8.0 9.3 17.7 14.3 50.7
Pleasant Experience 7.7 8.7 21.7 10.7 51.3
Usage Positive 9.0 6.7 10.0 11.7 62.7
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4.4 Online Banking Factors: Exploratory Factor Analysis (EFA)

To explore the factors from select 17 variables used in this study exploratory factor analysis (EFA) technique has
been used. The results of a rotated component matrix in Table 7 show that out of seventeen (17) variables, fifteen
variables were extracted by the factor analysis technique. Two Variables, i.e. online bank enables to utilize
banking services more quickly and to use an online bank is pleasant were discarded from factor analysis due to
low factor loading. After those four (4) different factors has been extracted from 15 variables (e.g., Trust
consisting four variables, Ease/Convenience including five variables, efficiency and effectiveness with four
variables, and information holding two variables). Trust factor shows that the customer will use online banking if
they “trust that online bank will protect the privacy”, “trust that online bank is financially secure”, “trust the
security of online banking”, and “trust the online bank technology”. The customers are looking for “learning to
use online banking is easy”, “easy to use online banking”, and “clear and understandable interaction with an
online bank”, “flexibility of using online banking”, and “easy to get the desired service”. Efficiency and
effectiveness of online banking include “online banking improve the performance of utilizing banking services”,
“online bank enables the effectiveness of utilizing banking services”, “using an online bank is positive”. The
information factor comprises of “Information about online bank”, and “Information about the benefits of using
online bank”. Table 7 shows that information loading of all two variables, i.e. information about the online bank
(FL .862) and information about benefits of using online bank (FL .860) is highest among all the extracted
variables. It means these two variables are significant for consumers in adopting internet banking services. Other
variables with highest factor loading were [e.g., trust that online bank will protect the privacy (FL .763); trust
that online bank is financially secure (FL .757) and trust upon the security of online banking (FL .754)]. It means
after information; the trust is also a very significant variable among consumers to adopt internet banking of any
banking institution. The analysis also shows that these fifteen variables are making a total of 91.508% variance

in whole data which denotes their importance at a higher intensity in the present research.

Table 7. Rotated component matrix—"“ONLINE BANKING facilities influence decision to select a bank

Variables Component
1 2 3 4

Consumer Privacy .763 417 352 271
Financial Security 757 399 396 265 Trust
Security of Online Banking 754 350 431 260
Trust in Banking Technology .633 .559 283 283
Learning Ease 383 735 344 339
Easy to Use 415 701 413 277 Ease/
Interactional Clarity 452 671 388 324 Convenience
Flexibility 523 .650 329 314
Transactional Speed 463 586 493 313
Usefulness 412 347 723 299
Transactional Efficiency 437 348 714 338 Efficiency and
Transactional Effectiveness 444 406 .632 325 Effectiveness
Usage Positivity 302 467 .616 437
Information 219 317 210 .862 .

. Information
Information on Benefits 243 197 310 .860
% of Variance 25.950 25.188 21.921 18.449
Cumulative % 25.950 51.138 73.059 91.508

Extraction Method: Principal Component Analysis
Rotation Method: Varimax with Kaiser Normalization
a. Rotation converged in 7 iterations

5. Discussion

The present study focuses on factors which are essential in the adoption of internet banking in Saudi Arabia.
Study results showed that 69.3% of the consumers were using online banking.

5.1 Importance of Select Variables

In the current research, all select seventeen variables were found very important and significant for consumers in
adopting internet banking. This is because the mean value of most of the variable (fourteen variables) was more
than four (4) and rest three variables also have the mean value above 3.50. These high mean values indicate the
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significance of select seventeen variables in this study. We can explain the importance of these select variables
can as the following.

5.2 Security of Online Banking

Security in the use of Internet banking is a very dominant issue for the consumers who use online banking to do
their financial transactions. The maximum mean value for these variables confirms its importance in this study.
This study result confirms the research findings of Alhinai et al., 2013, Alhaliq and AlMuhirat, 2016; Khalfan,
2006; Jahangir and Begum, 2008. Further the results conform to the findings of Lee, 2009; Cunningham et al.,
2005; Rotchanakitumnuai and Speece, 2003; Pikkarainen et al., 2004; Yousafzai et al., 2010. These studies found
that security is a big concern for internet banking users to make a transaction online. This may be because the
banking being a financial issue renders people very cautious about their hard earned savings. Therefore, the
security issue is a significant concern in internet banking use for the consumers.

5.3 Trust in Online Bank Technology

We prove that trust in internet banking technology is a critical factor for the consumers before they are ready to
opt for internet banking. In current research holding the second highest mean value, this variable proves its
significance in internet banking use. Importance of this variable is confirmed earlier by many researchers like
Manochehri and Sundarraj, 2011, Rexha et al., 2003, Han, 2002, Rotchanakitumnuai and Speece, 2003,
Dimitriadis and Kyrezis, 2010, Lin et al., 2011, Maroofi et al., 2013, Johnson, 2007, Grabner-Kréuter, 2008 and
Faullant, 2009. Trust is the base of every transaction. The consumers will buy or use a product or service which
they trust that that will be useful for them and this condition also applies to internet banking technology.

5.4 Consumer Privacy

In present research privacy protection in internet banking has been found a significant, significant variable in the
adoption of internet banking with the mean value higher than four. This analysis result part is familiar to the
previous study conclusions of Kwon and Wen, 2010; Jahangir and Begum, 2008; Hajli and Lin, 2016; Lee, 2009;
Cunningham et al., 2005, in which they found that privacy issue is crucial in the adoption of internet banking.
This issue is so important for consumers because financial matters are confidential matters and most of the
people do not want to share any information towards the outsider without their consent. Here privacy includes
many issues, i.e., password protection. Therefore, people will accept online banking when they will be sure that
their financial matters related issues will be kept confidential while doing the transaction on the internet.

5.5 Transactional Efficiency

The issue that online banking improves the performance of utilizing banking services also holds a significant
value with a high mean value above than four. It is evident that online banking is somewhat better than branch
banking in some cases, i.e. people feel much convenient in a transaction from their PCs and mobiles anywhere
apart from the bank branches. It saves peoples’ time, money, and effort from going to bank branches for financial
transactions. Therefore, it makes much efficient and improves the performance of bank services for the
consumers.

5.6 Financial Security

Financial security is a significant concern in this study with a higher mean value. (4.29). The consumer will
prefer that service in financial issues which they feel that that particular service is financially secure and there is
very less chance of leakage of information about their bank accounts, passwords and other transactions. Hence in
this study, this variable had gained a significant recognition to prove its importance in the adoption of internet
banking among consumers.

5.7 Transactional Speed

In the present era consumers know the value of time, they also want banking services more time effective, and
they put much emphasis on the time factor of any financial transaction. In this study utilization of banking
services more quickly through online banking has got importance through high mean value. It means quick
service in a banking transaction is a significant issue, and previous researches of Ayo et al. also confirm it., 2016;
Hui Ling et al., 2015; Lee, 2009; Tan & Teo, 2000; Yousafzai et al., 2003 that transaction speed makes a
significant role in the adoption of internet banking.

5.8 Transactional Effectiveness

Nowadays banks provide various types of services to their consumers. With the help of internet banking
utilization of these services could be enhanced effectively. In the present study, this issue has gained a significant
mean value of (4.26). This may be because consumers can utilize banking services on their own without
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consuming extra time, money or effort. Many banks educate their consumers to utilize banking services moiré
effectively through internet banking, and consumers are also making them aware of these issues which show its
importance for consumers in the adoption of internet baking.

5.9 Transactional Ease

In present cutthroat competitive business environment banking institutions are conducting more research to
know the need of their consumers. In this study variable named “easy to get the desired services” has got a
significantly higher mean value which shows its importance in the adoption of internet banking. This may be
because there are a variety of services provided by banks for the consumers, and when a consumer is using internet
banking he or she can adopt a better banking service for making a financial transaction, and when consumer finds
that it is easy to get their desired services they are motivated to adopt internet banking.

5.10 Interactional Clarity

The issue of clear and understandable interaction with an online bank has also been found a significant variable in
the present study with a higher mean value. It is evident that when there is clarity and right environment with
online banking service after that consumer can utilize that particular internet bank service if the consumer does not
understand the online banking transaction, it will be difficult for consumers to adopt online banking transaction.

5.11 Easy to Use

Easy to use online banking is also a significant variable which been extracted from the current study. Nowadays
many people use the internet, and they are much familiar with internet protocols. In current years people are much
aware how to use internet banking through the internet on personal computers or smart phones. Due to much use of
internet people can prefer internet banking rather than Branch banking.

5.12 Learning Ease

Learning the online banking is also an important issue nowadays among the consumers. In the present study, this
issue has got a significant mean value. Nowadays many consumers use smart phones laptops and PCs for internet
purpose. They use internet with very familiarity. In the view of consumers learning internet banking is easy
because the maximum process of online banking is familiar to them and this is a technical process, so they have to
learn it. Therefore, the consumer will attract towards internet banking when they are conveyed that learning
internet baking is easy.

5.13 Flexibility

The flexibility in using online banking is also a very significant variable in adopting online banking from the
consumer side. Here flexibility means Consumers convenience and pleasure towards internet banking at their own
flexible time and desires. This variable also has a significant position the present research because consumers
always want to be flexible nowadays so that they can do all financial transaction in the manner that they could do it
very conveniently.

5.14 Usage Positivity

This variable has also gained a significant position in research. Using online banking is positive for consumers
because consumers feel that there is no any adverse effect from doing online banking. This mentality of consumers
will attract them towards internet banking because most of the consumers will feel that there is no harm and the
adverse effect of making a transaction online.

5.15 Usefulness

Variable overall online banking is useful also have a significant higher meanwhile in analysis results. Consumer
who uses internet banking feels that using internet baking is useful in many ways like it saves money, effort and
time, financial transaction in internet banking could be done without visiting the bank branches, it could be done
anytime and anywhere and some other benefits tend to consumer mentality that using internet banking is overall
useful.

5.16 Information on Benefits

This variable also has been found to have significant high mean value. Nowadays information in business
environment plays a significant role in the success of any business. In the case of internet baking, it is vital to
inform the consumers about the benefits of using internet banking. When consumers are well informed about the
benefits of internet banking, they will be motivated to adopt it.
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5.17 Pleasant Experience

Using an online bank is pleasant is also a significant variable in the adoption of online banking because the
results here show a significant mean value for it. A person only wants to do work with joy and convenience when
he feels pleasant about this work. By doing the financial transaction through the internet, the consumer should
feel the pleasant environment and not dull or unpleasant. If he feels pleasant, the enthusiasm and mode of the
transaction will be excellent and much convenience for consumers.

5.18 Information

Information about the online bank is also necessary for consumers because the consumer will do online baking
when they are correctly informed about the modes and techniques of doing the transaction online. This variable
also holds a good mean value in this research. In an online environment especially for financial transaction
matters information about every single process of doing online traction is so essential for consumers to do this
type of deals.

5.19 Extracted factors from Exploratory Factor Analysis (EFA)

From factor Analysis procedure four factors had been extracted from 15 variables which have been captioned
trust, ease/convenience, Efficiency and effectiveness and Information by the researcher.

5.20 Information

Within total 15 factors “Information” with two variables has the maximum factor loading which shows its
importance in internet banking adoption. This is because to adopt any product or service proper information
about its use, advantages and disadvantages are must for any consumer.

5.21 Trust

The second extracted factor has been captioned “Trust” with four variables which holds factor loading above
than .70. In trust factor, all the variables are making a significant presence in the analysis which shows their
importance in this research. Trust is a significant factor in the minds of consumers when they want to adopt
internet banking, and various studies confirm this, i.e. Rexha et al., 2003; Rotchanakitumnuai and Speece, 2003;
Dimitriadis and Kyrezis, 2010; Lin et al., 2011; Maroofi et al., 2013.

5.22 Ease/ Convenience

The third factor which is extracted from EFA is “Ease/ Convenience” in online banking consisting of five
variables. In this factor two variables are holding factor loading more than .70, two variables more than .650 and
one variable more than .550 which shows their significance for the study. In previous researches TAM model
introduced by Davis et al., (1989) which is considered a landmark model in the adoption of internet banking
among the consumers also focuses on “Ease/ Convenience” of the technology to adopt it by the people.
Importance of this factor has also been proved by the research findings of Cheng et al., 2006; Fawzy and Esawai,
2017; Kwon and Wen, 2010; and Al-Somali et al., 2009.

5.23 Efficiency and Effectiveness

The fourth and last extracted factor is “Efficiency and Effectiveness” of online banking in the view of consumers.
This factor holds a total of four variables in which two variables hold factor loading more than .70 and two
variables are with factor loading more than .60 which indicated their importance. A consumer will adopt any
product or service which he will find that using that particular technology their efficiency is increasing.
Therefore, efficiency or effectiveness of internet banking becomes a significant factor in adopting it which is
also proved by the previous researches of Arnaboldi and Clayes, 2010; Celik, 2008; Koenig-Lewis et al., 2010
and Ozdemir et al., 2008.

6. Conclusions and Implications

Present study’s main focus was to analyse the important factors in the adoption of internet banking in Saudi
Arabian Banking consumers. Study results show that all seventeen variables taken into this study were found
much relevant for consumers while they want to adopt and use internet banking. In the present research trust and
security of online banking was found two be the most significant among the seventeen variables, on the other hand,
other select variables were also found to be most significant for a consumer to adopt online banking. Exploratory
Factor Analysis (EFA) technique has been used to find out the factors from select 17 variables used in this study.

Out of the seventeen (17) variables, fifteen variables were extracted by Factor Analysis. Two variable named
online bank enables to utilise banking services more quickly and Using an online bank is pleasant were discarded
from by Factor Analysis due to low Factor Loading. After those Four (4) different factors has been extracted.
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From the remaining fifteen variables, four variables named trust consisting four variables, Ease/Convenience
including five variables, Efficiency and Effectiveness with four variables, and Information with two variables
were extracted.

Within all four factors “Information,” factor holds maximum factor loading variables which shows its importance
in this research. In the present business, environment information has got a significant role in business
organisations like banks. This is the task of management that they should adequately inform the consumers about
internet banking, their benefits and convenience to the consumers so that they can adapt it easily. Information to
the consumers could be given from various sources like the advertisement, personal intimation and other
applicable sources.

Banks should make a robust internet security service to convey their consumers that their security protocols are
much safer and almost impossible to crack it. Banking institutions can enhance the security of consumers accounts
and their online transactions with the help of two-layer password protection [by One Time Password (OTP) system
on registered mobile Number], by changing of security passwords time to time. By intimating the consumers when
anytime the online account is accessed or any transaction has been made, by connecting the bank accounts details
with registered email Id or any other measures should be adopted so that no third person could find even
problematic access to the accounts or transaction information of any consumer. Through these measures trust in
internet banking can be made in the minds of consumers and they can be motivated to adopt it.

The third-factor Ease/convenience is also necessary because nowadays people time is limited and they only adopt
the things which are much convenient to them. In this case banking companies can make their internet banking
much easy or convenience to the consumers by simplifying the online banking process. They should put lesser
steps to access the accounts, should make easy tutorials to do internet transactions. They should provide various
financial services, e.g., challan generation, payment of bills, payment of taxes, mobile recharge, electricity and
other payments should be made very easy and much convenience to the consumer so that they can be motivated to
use internet banking.

About fourth factor efficiency and effectiveness, this is also important in the adoption of online banking. Banking
institutions should focus on this issue by increasing by providing much more improved services which consumer
can enjoy by visiting the bank branches like loan services. Banks should also speed up their web services, and
they should make the structure of their websites much effective and interactive so that efficiency could be
increased. By securing the passwords and transaction information and also time to time intimation to consumers
about the online banking policies, security and privacy policies banks could propagate and advertise the
effectiveness of their online transaction.

6.1 Future Research Attempts

Present research mainly focuses on analyzing the crucial factors in the adoption of internet banking in Saudi
Arabia. This study uses 300 respondents for the survey. In future respondent’s number could be increased.
Similar research could also be carried out apart from Saudi Arabia in other developing countries. This study
limits only to explore the critical factors. Extended research consisting correlational study could also be done to
find out the relationship between significant adoption factors of internet baking. Effect of demographic
characteristics on different factors of internet banking adoption could also be analyzed in further researches.
Some other unexplored variables could also be included in future research to enhance the quality of results.
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