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Abstract 

Banks seem to be one of the most business that are really interested in such systems to 

provide their customers better services as well as to enhance their effectiveness and 

efficiency. However, the successful implementation of Mobile banking largely depends on 

the extent of how much customers are fully motivated to adopt it. In fact, over the Jordanian 

context, the adoption rate of mobile banking is very low and quite few studies that have 

examined the related issues of mobile banking. Thus, the purpose of this study is to 

investigate the factors influencing behavioural intention and adoption of Mobile banking by 

customers of Jordanian banks. The proposed model has assimilated factors from the extended 

Unified Theory of Acceptance and Use of Technology (UTAUT2) along with trust. Data was 

collected by conducting a field survey questionnaire completed by 343 participants. The 

results mainly showed that behavioural intention is significantly and positively influenced by 

performance expectancy, effort expectancy, hedonic motivation, price value and trust. This 

study also looking forward to providing the Jordanian banks with applicable guidelines for 

effectively implementing and designing Mobile banking. Furthermore, research limitations 

and future directions will be discussed further in the last section.   

Keywords: Mobile banking, Adoption, Jordan. Customers, UTAUT2             

1. Introduction  

As one of the most innovative and novel technologies, Mobile banking represents a good 

example of a mobile technology breakthrough in the banking sector, enabling customers to 

independently produce financial transactions (i.e. balance enquiries, fund transfers, payment 

of bills) through mobile devices, smartphones, or Personal Digital Assistants (PDA) at the 

time and place that customers choose (Alalwan et al., 2016a, 2016c; Cruz et al., 2010; 



Laukkanen, 2007a, 2007b; Laukkanen and Cruz, 2009; Lee et al., 2014; Lin, 2011, 2013; 

Luarn and Lin, 2005; Püschel et al., 2010).  

Increasingly, banks seem to be more motivated to integrate the Mobile banking channels in 

their logistical systems and a lot of financial and technical resources that have been devoted 

in this regard (Lin, 2013). Such of that more than $115 billion has been invested by banks 

worldwide to implement the Mobile banking technology in their systems by the end of 2013 

(Compete Pulse, 2013). This acceleration in Mobile banking could be initially attributed to a 

technological breakthrough in mobile and telecommunication technology. Indeed, this 

revolution provides solutions enabling banks to efficiently serve their customers with best 

quality and within large regions, particularly where there are restrictions in the term of 

Internet networks or establishing traditional branches (Cruz et al., 2010; Laukkanen and 

Cruz, 2009; Wessels and Drennan, 2010). Moreover, by increasing the number of mobile 

subscribers worldwide, the potential market of Mobile banking services is more likely to 

expand and attract more customers, thus serving the aspirations of both customers and banks 

in this respect as well (Alalwan et al., 2016c; Gu et al., 2009; Lee et al., 2014; Lin, 2013; 

Wessels and Drennan, 2010). For example, the number of Mobile banking users is expected 

to reach 1 billion by 2017 as reported by Compete Pulse (2013).  

With regards to the implementation of Mobile banking channels in the Jordanian banking 

context, it is important initially to consider that Jordan has one of the fastest growing mobile 

and telecommunication technology sectors of the countries in the Middle East (The Gulf 

Today, 2012). For instance, there are four mobile service providers working within the 

Jordanian mobile market (The Jordan Times, 2013). This is also accompanied by the 

increasing penetration rate of mobile services. For instance, the number of Mobile phone 

subscribers in Jordan has exceeded 10 million by the end of 2014 (BuddeComm, 2014). 

Accordingly, as a competitive necessity as well as to improve customer satisfaction and 

loyalty, out of the 26 banks in Jordan, 15 banks have introduced Mobile banking services 

(Migdadi, 2012).   

However, the adoption rates of the Mobile banking services do not reach the expected level 

especially in the developing countries and customer express less interest toward such services 

(Alalwan et al., 2016a; Hanafizadeh et al., 2014; Hossain and Dwivedi, 2014; Lin, 2011, 

2013; Purwanegara et al., 2014; Püschel et al., 2010; Zhou, 2011, 2012; Weerakkody et al., 

2013). For example, based on KPMG International’s (2009, cited by Cruz et al., 2010) 

survey, which polled nearly 4,000 subscribers of mobile services in 19 countries around the 



world, the number of users of Mobile banking was 19% of the users of mobile phones. 

Likewise, Jordanian banking customers express less interest and motivation toward online 

banking channels in general and Mobile banking as more new banking technology in 

particular (Alalwan et al., 2015a; Alalwan et al., 2016b; Alalwan et al., 2014; Awwad and 

Ghadi, 2010; Khraim et al., 2011).   

Accordingly, it could be argued that the biggest challenge for the success of this technology 

is in convincing the consumers to use it as a full alternative for traditional channels 

(Laukkanen et al., 2007). In fact, as Mobile banking is in the early stage of its implementation 

in Jordan, quite a few numbers of researchers (i.e. Alalwan et al., 2016b; Awwad and Ghadi, 

2010; Khraim et al., 2011) have addressed the related issues of such technology. Even though 

these studies enriched the understanding the main predictors of the adoption of Mobile 

banking in Jordan, there are other relevant factors such as the roles of the external 

environment (e.g. facilitating conditions), service value (price value), and intrinsic motivation 

(hedonic motivation) call for further explanation in the Jordanian context. Thus, the gap 

relating to Mobile banking literature could be summarised in a necessity of proposing a 

parsimony conceptual model, which can accurately clarify the adoption of Mobile banking 

from the perspective of Jordanian customers. In addition, there is a need to apply 

sophisticated statistical approaches such as structural equation modelling (SEM) to 

empirically test the most important factors affecting intention and usage of Mobile banking in 

Jordan.  Hence, in order to fill this gap, this study aims to empirically examine the most 

important factors that could shape the Jordanian customers’ intention and adoption of Mobile 

banking.  

2. Literature Review  

Examining and explaining customer intentions and the adoption of Mobile banking have been 

recently the focus for scholars and practitioners worldwide, and this issue has seen a dramatic 

growth in the relevant literature of online banking channels (Gu et al., 2009; Lin, 2011; 

Purwanegara et al., 2014; Püschel et al., 2010; Zhou, 2012). Indeed, by using different 

approaches and according to a variety of theoretical foundations, researchers progressively 

attempt to explain how customers formulate their perceptions, attitudes, intention and 

behaviour toward Mobile banking (Alalwan et al., 2016a; Lee et al., 2014; Hanafizadeh et al., 

2014; Lin, 2011; Lin, 2013; Purwanegara et al., 2014).  



For instance, according to a qualitative study was conducted early by Lee et al. (2003),  

innovation characteristics - relative advantage, compatibility, trialability and complexity - 

play a considerable role in forming customer attitudes to adopting Mobile banking. Likewise, 

Püschel et al. (2010) claimed that Brazilian customers' attitudes towards Mobile banking 

were significantly affected by relative advantage, followed by compatibility; ultimately 

enriching the customers’ intention to adopt Mobile banking. In South Africa, Brown et al. 

(2003) found that banking customers are more enthused to adopt Mobile banking by relative 

advantage, trialability, and consumer banking needs. Similarly, ease of use, customer trust 

(integrity and competence), relative advantage, and compatibility were found by Lin (2011) 

to be key drivers of customers' attitudes towards Mobile banking, and ultimately facilitated 

the customers' willingness to adopt Mobile banking.  

Recently, Purwanegara et al. (2014) assured the important role of perceived benefits and 

governmental regulations in forming customer attitudes towards Mobile banking in 

Indonesia. Other studies conducted by Hanafizadeh et al. (2014) in Iran and Wessels and 

Drennan (2010) in Australia found that customers seem to be more motivated to use Mobile 

banking if they recognised Mobile banking as being useful in their daily life, compatible with 

their habits and other technologies, and less expensive. In Singapore, Riquelme and Rios 

(2010) revealed that customer willingness to adopt Mobile banking was positively influenced 

by the role of perceived usefulness and social norms, and negatively predicted by increasing 

the level of perceived risk. Zhou (2012) empirically supported the considerable role of a 

bank's reputation, information quality, self-efficacy, service quality, and system quality in 

shaping the customers' initial trust in Mobile banking. Nevertheless, Cruz et al. (2010) 

recognised that the issues of lack of information, lack of observability, and unsuitable devices 

received less attention from non-users of Mobile banking.  

The customers' apprehensions regarding safety issues and initial costs pertaining to setting up 

the Internet connections were seen by Yang (2009) as key hindrances to the adoption of 

Mobile banking. According to Yu (2012) and Hanafizadeh et al. (2014), customers are less 

likely to accept Mobile banking if they perceive a higher monetary cost in comparison with 

other traditional channels. Further, Jeong and Yoon (2013) found that financial cost was the 

least important factor when predicting a customer’s intention to adopt Mobile banking. 

Perceived risk has been commonly observed as a negative factor hindering the customers’ 

tendency to adopt Mobile banking (Brown et al., 2003; Hanafizadeh et al., 2014; Jeong and 

Yoon, 2013; Lee et al., 2003; Lee et al., 2007; Luo et al., 2010; Purwanegara et al., 2014).  



In conclusion, despite these studies providing a further understanding regarding the main 

factors predicting customer intention and usage of Mobile banking, there are still other 

important aspects that have to be explained. 

Firstly, Mobile banking is considered as a novel and pioneer technology and therefore, as 

stated over the IS/IT literature (i.e. Brown and Venkatesh 2005; van der Heijden 2004; 

Venkatesh et al., 2012), intrinsic motivation could play a crucial role in motivating customer 

intention to adopt. However, the role of intrinsic motivation has still not been fully addressed 

in the relevant studies into Mobile banking.  

Secondly, according to Venkatesh et al. (2012), in the customer context, price issues were 

found to be critical and received particular interest from customers when they were in the 

process of accepting or rejecting innovations. In addition, customers seem to be weighing up 

the utilities received and the financial cost of using a new technology (Dodds et al. 1991; 

Venkatesh et al., 2012). Yet, the vast majority of prior studies into Mobile banking have 

concentrated on the functional and non-monetary value (e.g. mobility, usefulness, 

performance expectancy) (e.g. Zhou, 2012), or focused on the associated financial cost as a 

barrier to using Mobile banking (e.g. Hanafizadeh et al., 2014) while the price or monetary 

value of using Mobile banking has not been covered well. Therefore, as an innovation 

technology comprising of different values as well as using it could carry a further cost to the 

customers; it is necessary to explain the role of monetary value on the customers' intention to 

use such technology. Moreover, it could be worth seeing how the functional and intrinsic 

utilities can enhance the price value of using Mobile banking; and ultimately, contribute to 

the role of price value on customer intention.       

More importantly, researchers have formulated different models and theories from the IS/IT 

area such as: the Innovation Diffusion Theory (IDT) (Rogers, 2003) by Lin (2011) and Kim 

et al. (2009); the Technology Acceptance Model (TAM) (Davis et al., 1989) by Gu et al. 

(2009); the Theory of Planned Behaviour (TPB) (Ajzen, 1991) by Luarn and Lin (2005); the 

Decomposed Theory of Planned Behaviour (DTPB) by Püschel et al. (2010); the Unified 

Theory of Acceptance and Use of Technology (UTAUT) (Venkatesh et al., 2003) as by Zhou 

et al. (2010). However, upon further reflection, it became apparent that most of these theories 

and models were originally proposed in an organisational context (e.g. TAM and UTAUT) 

(Venkatesh et al., 2012). This leads to a concern regarding their applicability in customer-

focused contexts (Venkatesh et al., 2012). Therefore, due to a variance between the 

customers and the organisational context in terms of which and how factors can form the 



individual’s intention and behaviour towards technology, there is a need to select the 

theoretical framework that is appropriate for the customer (i.e. individual consumer) context 

(Venkatesh et al., 2012). This framework should also be able to cover the main aspects 

relating to the individual customers’ intention and adoption of Mobile banking.  

3. Conceptual Model  

The extended Unified Theory of Acceptance and Use of Technology (UTAUT2) is 

specifically proposed to clarify the technology acceptance from the customer perspective. 

Therefore, in quest of selecting an appropriate model covering almost all constructs 

determining Jordanian consumer intention and adoption of Mobile banking, the UTAUT2 has 

been found as a theoretical foundation for proposing the conceptual model utilised in this 

study. As shown in Figure 1, the main constructs in the UTAUT2: performance expectancy 

(PE), effort expectancy (EE), social influence (SI), hedonic motivation (HM), and price value 

(PV) were proposed as direct determinants of customers’ intention to adopt Mobile banking. 

In keeping with Venkatesh et al. (2012), two factors: behavioural intention (BI) and 

facilitating conditions (FC) both were identified as key predictors of adoption behaviour of 

Mobile banking. Instead of what has been proposed by Venkatesh et al. (2012), current 

research model does not consider the role of habit. This was based on the fact that in order to 

examine the role of habit, customers should have a rich experience in using such technology. 

A large number of respondents of current research are potential users who have not yet tried 

or used such system. Further, Mobile banking has been newly introduced by Jordanian banks 

(Alalwan et al., 2016b), which require a sufficient time by Jordanian customer to formulate a 

habitual behaviour toward such application. Therefore, it was difficult to examine the role of 

habit in the current study and the decision was made to exclude the role of habit.               

According to prior literature of Mobile banking, trust (TR) has been highly approved as 

crucial factor determining customer’s perception and intention to adopt such technology 

(Alalwan et al., 2015b; Hanafizadeh et al., 2014; Luo et al., 2010; Zhou, 2011; 2012). This 

interest could be attributed to the particular nature of electronic banking services that are 

characterized with the high uncertainty coupled with the nature of the financial service, which 

could be characterized as high risky product (Hanafizadeh et al., 2014; Luo et al., 2010; 

Zhou, 201). Therefore, as external factor, TR has been included as an extension to the 

UTAUT2 in the same conceptual model as highly recommended by Venkatesh et al. (2012) 

to broaden the theoretical horizon of UTAUT2. 



 

Figure 1:  Proposed Conceptual Model (Adapted from Gefen et al., 2003; Venkatesh et al., 2012) 

3.1. Performance Expectancy 

PE is conceptualised “as the degree to which an individual believes that applying the 

technology will help him or her to attain gains in job performance” (Venkatesh et al., 2003, p. 

447). Broadly speaking, customers seem to be more motivated to use and accept new 

technology if they perceive that this technology is more advantageous and useful in their 

daily life (Alalwan et al., 2016b; Davis et al., 1989; Venkatesh et al., 2003). According to 

prior Literature, Mobile banking has also been widely attributed as a more convenient 

channel that allows customers to access a wide range of services with flexibility in time and 

place (Alalwan et al., 2016a; Gu et al., 2009; Luarn and Lin, 2005; Riquelme and Rios, 

2010). Particularly, in their study to investigate the acceptance of Mobile banking, Zhou et al. 



(2010) concluded that the clients’ intention to use Mobile banking is significantly predicted 

by the performance expectancy. 

Therefore, this study articulates the following hypothesis:           

H1: Performance expectancy will positively influence Jordanian customers’ 

intention to adopt Mobile banking.   

3.2. Effort Expectancy 

Venkatesh et al. (2003, p.450) defined EE as “the extent of ease connected with the use of a 

system. In line with Davis et al. (1989), the individual’s intention to accept a new system is 

not only predicted by how much the system is positively valued but also by how much using 

this system is not difficult and requires free efforts. Therefore, due to the particular nature of 

Mobile banking, which require a certain level of knowledge and skill, effort expectancy could 

play a crucial role in determining the customers’ intention to use such technology (Alalwan et 

al., 2016a). Several authors over the relevant area of interest have validated the impact of 

effort expectancy on the customer’s intention to use online banking channels (Alalwan et al., 

2016b; Riffai et al., 2012; Martins et al., 2014). The captured factors of EE (i.e. perceived 

ease of use) have been verified by different Mobile banking studies to have a crucial role in 

predicting customers intention to use Mobile banking (Gu et al., 2009; Riquelme and Rios, 

2010; Luarn and Lin, 2005). Thus, this study assumes the following hypotheses.  

H2: Effort expectancy will positively influence Jordanian customers’ 

intention to adopt Mobile banking.  

H3: Effort expectancy will positively influence performance expectancy of 

Mobile banking.  

3.3. Social influence   

According to the UTAUT model, social influence is characterised as “the extent to which an 

individual perceives that important others believe he or she should apply the new system” 

(Venkatesh et al., 2003, p. 450). As for the Mobile banking, social influence could be 

conceptualised as the influence of the surrounding social environment on a customers’ 

intention to adopt Mobile banking; for example, reference groups, family, opinionated 

leaders, friends and colleagues (e.g. Zhou et al., 2010). In different words, the information 

and encouragements provided by people surrounding customers could play a dynamic role in 



contributing to the customers’ awareness as well as the intention toward technology (Alalwan 

et al., 2016b; Alalwan et al., 2015a). The selection of social influence as a key determinant of 

the behavioural intention is built on prior literature which supports the impacting role of 

social influence on customers’ propensity to use online banking channels (Alalwan et al., 

2016b; Martins et al., 2014; Riquelme and Rios, 2010; Yu, 2012; Zhou et al., 2010). 

Consequently, this study postulates the next hypothesis:  

H4: Social influence will positively influence Jordanian customers’ 

intention to adopt Mobile banking. 

3.4. Facilitating Conditions 

Facilitating conditions are defined as “the degree to which an individual believes that an 

organizational and technical infrastructure exists to support the use of the system” (Venkatesh 

et al., 2003, p. 453). Indeed, using online banking channels usually require a particular kind 

of skill, resources and technical infrastructure (Alalwan et al., 2016b; Alalwan et al., 2015; 

Zhou et al., 2010). Therefore, customers could be more motivated to use Mobile banking if 

they have an certain level of support service and resource as well as perceive Mobile banking 

as compatible with other technologies already used by them. Theoretically, the impacting role 

of facilitating conditions on the usage behaviour toward using Mobile banking has been 

supported by different online banking studies (Alalwan et al., 2015b; Alalwan et al., 2016b; 

Alalwan et al., 2014; Yu, 2012; Zhou et al., 2010). Accordingly, this study proposes the 

following hypothesis:   

H5: Facilitating conditions will positively influence Jordanian customers’ 

adopt Mobile banking. 

3.5. Hedonic Motivation  

Basically, Venkatesh et al. (2012) proposed a direct link between hedonic motivation and 

customer intention to use technology. Intrinsic utilities (i.e. joy, fun, playfulness, entraining, 

and enjoyment) have been included Venkatesh et al. (2012) under the concept of hedonic 

motivation alongside extrinsic utilities (i.e. efficiency, usefulness, performance expectancy) 

in the same model (Venkatesh et al., 2012). Indeed, over the IS literature, it has been highly 

argued that intrinsic utilities could have a curial role in accelerating individuals intention to 

adopt the emerging systems (i.e. Van der Heijden, 2004). This role seems to be more 

powerful in the case of hedonic systems that characterize high degree creativity and 



uniqueness as in the case of Mobile banking in Jordan (Alalwan et al., 2014; Brown and 

Venkatesh, 2005; Püschel et al., 2010; Van der Heijden, 2004). For instance, Alalwan et al., 

(2016b) provided strong evidences supporting the role of hedonic motivation in shaping customers’ 

decision to adopt Telebanking by Jordanian customers. Accordingly, this study proposes the 

following hypothesis:   

H6: Hedonic motivation will positively influence Jordanian customers’ 

adopt Mobile banking. 

3.6. Price Value  

In comparison with organisational sitting, using technology over the customers context could 

carry customers further financial cost. Therefore, customers could cognitively compere the 

utilities comprised in using new systems with the financial cost that should be paid for using 

such systems (Venkatesh et al., 2012). To put differently, with the higher positive level of 

price value, customers will be more enthused to adopt new technology. This, in turn, requires 

customers that using technology should be perceived as more advantageous and useful than 

the monetary cost paid (Venkatesh et al., 2012). More importantly, the facilities and 

resources required (e.g. 4G services, smart phones, Wi-Fi) to run Mobile banking could 

attach customers further financial cost, thus, enhancing the important role of price value 

among the conceptual model (Alalwan et al., 2016b; Riquelme and Rios, 2010; Gerrard et al., 

2006; Sathye, 1999). In the line with this assumption, according to Yu (2012) and Luarn and 

Lin (2005), the customers’ predisposition to adopt Mobile banking is strongly determined by 

budget constraints. Yang (2009) also argued that while the cost of mobile services was found 

to be the most negative determinant to the adoption of Mobile banking, lower costs of 

financial transactions applied by Mobile banking were found to be one of the positive 

influences on the adoption of Mobile banking.  

The relationship between service value and price value has been argued and addressed over 

the relevant studies of online banking channels. For instance, Ho and Ko (2008) empirically 

proved the role of perceived value in contributing the customers’ intention to use Internet 

banking. Likewise, monetary value is recognised as a critical influence on the adoption of 

Internet banking, particularly for potential adopters who are more likely to accept this 

channel over a year (Lee et al., 2005). Consequently, this study proposes that: 

H7: Price value will positively influence Jordanian customers’ intention to 

Mobile banking.   



3.7. Trust   

In the line with Gefen’s et al., (2003) definition of trust, customer trust in Mobile banking can 

be operationalised as the accumulation of customer beliefs of integrity, benevolence and 

ability that could enhance customer willingness to depend on Mobile banking to attain the 

financial transactions. Trust has been widely examined and proven to be a crucial factor 

predicting customer’s perception and intention toward Mobile banking (Hanafizadeh et al., 

2014; Luo et al., 2010; Zhou, 2012). For instance, trust was empirically supported by Luo et 

al. (2010) to have significant influence not only on the customer’s intention but also on 

performance expectancy. In his study to examine the factors predicting customers' initial trust 

in Mobile banking, Zhou (2011) also confirmed trust as key factor determining the likelihood 

of customers using Mobile banking. The role of trust and perceived credibility have been 

sustained by Hanafizadeh et al. (2014) as key drivers for the adoption of Mobile banking by 

Iranian bank customers as well. In the current study and as proposed by Gefen et al. (2003), 

trust is supposed to have a direct effect on the customers’ intention to adopt Mobile banking 

or it could indirectly influence BI via facilitating the role of performance expectancy.   

Therefore, this study proposes the following hypotheses:        

H8: Trust will positively influence Jordanian customers’ intention to adopt 

Mobile banking. 

H9: Trust will positively influence the performance expectancy associated 

with using Mobile banking. 

3.8. Behavioural Intention  

Over the prior literature of IS/IT, behavioural intention has been largely and repetitively 

reported to have a strong role in shaping the actual usage and adoption of new systems 

(Ajzen, 1991; Venkatesh et al., 2003, 2012). Accordingly, the current study supposes that the 

actual adoption of Mobile banking could be largely predicted by the customers’ willingness 

to adopt such system. This relationship has also been largely proven by many online banking 

studies such as in the studies of Jaruwachirathanakul and Fink (2005), Martins et al. (2014), 

and many others.  

Consequently, this study proposes that: 

H10: Behavioural intention will positively influence Jordanian customers’ 

adoption of Mobile banking.  



4.  Methodology  

So as to obtain the empirical data needed to validate the conceptual model and examine the 

research hypotheses, 500 self-administered questionnaires were allocated to derive responses 

from Jordanian banking customers regarding their perception of the aspects related to 

behavioural intention and adoption of Mobile banking. As shown in Table 1, 36 scale items 

have been used in the current study to measure the fundamental constructs in the conceptual 

model. Particularly, the main constructs of UTAUT2 (PE, EE, SI, FC, HM, PV, and BI) were 

measured by same items used by Venkatesh et al. (2012) in validating their new model 

(UTAUT2). Customers’ trust in Mobile banking was measured by six items taken form Gefen 

et al. (2003). Conceptually, Gefen (2000; 2002) and Gefen et al. (2003, p.161) have defined 

trust as “individual willingness to depend based on the beliefs in ability, benevolence, and 

integrity”. In the line with Gefen (2000; 2002) and Gefen et al. (2003), customer trust in the 

current study was operationalized as accumulation of trust beliefs: integrity, benevolence, and 

ability that relate with the bank and Mobile-banking channel. Therefore, items of trust 

selected in a manner to cover the main aspects of customers’ perception of trust: ability, 

benevolence, and integrity as documented by Gefen et al. (2003). To measure the respondents’ 

responses on items of UTAUT2 constructs and trust, the seven-point Likert scale with anchors 

ranging from strongly agree to strongly disagree was adopted in this study. As for the 

adoption of Mobile banking, this study adopted five of the most frequently used Mobile banking 

services to measure the adoption behaviour toward Mobile banking services (see Table 1). 

Actually, such services have been adopted according to recommendations introduced by online 

banking experts in the largest banks in Jordan such as Bank of Jordan, Housing Bank, Arab 

Bank, Kuwait Bank, Jordan Islamic Bank, and Cairo Amman Bank. To measure the extent of 

how much respondents use these services, this study used the seven-point time scale with 

anchors ranging as follows: never, once a year, several times a year, once a month, several 

times a month, several times a week, several times a day (Venkatesh et al., 2012). Finally, six 

close-ended questions were devoted for demographic variables: age, gender, income, 

education level, Internet experience, and computer experience. Bearing in the mind the main 

language of participates (Jordanian banking customers) in the current study is Arabic as well 

as to avoid the impact of cultural and language differences, back translation method was 

adopted to transform the targeted questionnaire to Arabic language (Brislin, 1976).  



5. Results  

5.1. Respondents’ Profile and Characteristics 

Three hundred forty-three valid questionnaires of Mobile banking were completed by 

Jordanian banking customers. 65.6% of the respondents were male compared to 34.4% 

of the total respondents who were female. Relating to respondents age, it was noticed 

that the age group of 25-40 captured the largest part of the total valid sample (65%). 

With reference to the monthly income level, as seen in Table 5.14, the vast majority of 

respondents (32.4%) had a monthly income level ranging from 400-600 Jordanian Dinar 

(JOD) followed by those (21%) who had a monthly income ranging from 601-800 JOD. 

The descriptive statistics also show that the most prominent educational level of 

respondents (72.3%) was the Bachelor Degree. In relation to computer experience, it 

was noticed that the great mass of respondents (92.8%) were observed to have a 

sufficient level of computer experience and Internet (more than 3 years).  

5.2. Normality  

A skewness-kurtosis approach was adopted to test univariate normality for each variable 

(Byrne, 2010; Hair et al., 2010; Kline, 2005). Using AMOS 21.0, the statistical values 

of skewness and kurtosis were tested and found they were within their respective levels. 

As reported in Table 1, all the values given support the normality of univariate 

distribution due to all values of skewness were recognised to be below their cut-off 

point of ‘3’ as well as all values of kurtosis were found to be not more than ‘8’ (Kline, 

2005; West et al., 1995).    

 

 



Table 1: Assessment of Normality 

Constructs Items Skewness Kurtosis 

Performance Expectancy 

PE1 -1.118 1.149 

PE2 -0.751 0.231 

PE3 -1.159 1.177 

PE4 -0.763 0.394 

Effort Expectancy 

EE1 -1.252 1.752 

EE2 -1.151 1.107 

EE3 -1.069 1.103 

EE4 -0.947 0.643 

Social Influences 

SI1 -0.557            -0.344 

SI2 -0.535            -0.375 

SI3 -0.591 -0.236 

Facilitating Conditions 

FC1 -0.671 0.012 

FC2 -0.721 -0.056 

FC3 -0.692 -0.008 

FC4 -0.779 0.239 

Hedonic Motivation 

HM1 -0.864 0.549 

HM2 -0.648 0.031 

HM3 -0.589 -0.227 

Price Value 

PV1 -0.584 0.213 

PV2 -0.502 -0.173 

PV3 -0.661 0.041 

Trust 

TR1 0.639 0.310 

TR2 0.595 -0.018 

TR3 0.657 0.178 

TR4 0.507 -0.013 

TR5 0.181 -0.915 

TR6 0.547 -0.161 

Behavioural Intention 

BI1 -0.956 0.786 

BI2 -0.801 0.267 

BI3 -0.748 0.065 

BI4 -0.966 0.852 

Use Behaviour 
 

Service1 -0.301 -1.196 

Service2 0.796 -0.221 

Service3 0.802 -0.716 

Service4 0.155 -1.257 

Service5 1.670 1.843 

Service6 1.214 0.078 

5.3. Structural Equation Modelling Analysis 

The collected data has been subjected for further analyses in the structural equation modelling 

(SEM). Indeed, the two-stage SEM approach was employed to begin with by evaluating the 

measurement model and then estimating the structural model. All the UTAUT2 constructs 

and trust were subjected to the measurement model analyses followed by the structural model 

analyses. Noteworthy, an examination of structural model was conducted including the 

UTAUT2 constructs without trust. Such process was important to be conducted to see how 

the predictive power of the model could be different with and without trust.   



5.3.1. Measurement Model: Confirmatory Factor Analysis  

Model fitness (unidimensionality) was tested initially in the CFA followed by evaluating the 

constructs reliability and validity.  

5.3.1.1. Model fitness  

The main fit indices including CMIN/DF, AGFI, GFI, NFI, CFI, and RMSEA have all been 

tested to evaluate the model fitness. As seen in Table 2, the yielded fitness indices regarding 

the initial measurement model of Mobile banking were realised as follow: CMIN/DF was 

2.066, GFI=0.85, AGFI=0.81, NFI=0.89, CFI=0.945 and RMSEA=0.057. Owing to the fact 

that some of these indices were not able to reach their threshold value (i.e. GFI, NFI) (Hair et 

al., 2010), further purifications and reassessments were done so as to enhance the model 

fitness (Anderson and Gerbing, 1988; Bagozzi and Yi, 1988; Byrne, 2010;). Fundamentally, a 

refinement process followed a number of criteria to enhance the model’s fitness including 

inspection of standardised regression weights (factor loading), modification indices, and 

standardised covariance matrix (Byrne, 2010; Hair et al., 2006; Holmes-Smith et al., 2006).     

By inspecting of standardised regression weights (factor loading), one items (Service5) from 

adoption behaviour and one item (TR3) from trust were observed to be under their cut-off 

value (higher than 0.50) (Hair et al., 2010; Byrne, 2010). Hence, the decision was to remove 

these two items. Besides, according to the modification indices, it was observed that one item 

of behavioural intention (BI4), one item of performance expectancy (PE1), one item of 

facilitating conditions (FC4), one item of hedonic motivation (HM3), one item of social 

influence (SI2), and one item of price value (PV1) had a higher unacceptable value. Thus, a 

decision was taken to remove these six items. By looking at standardised residual covariance, 

one item of effort expectancy (EE2) and one items of trust (TR1) had residual values of 3.171 

and 3.412 respectively and were higher than their respective level of ±2.58 (Hair et al., 1995). 

Therefore, these two items were subjected as removable items.     

By doing so, the CFA was tested again without these redundant items, and as expected the 

model fitness improved considerably. Even though the value of chi-square (CMIN=484.182, 

DF=263, P=0.000) is still significant, the rest of the fit indices of the modified measurement 

model, as seen in Table 2, were found to be within their recommended values: CMIN/DF was 

1.841, GFI= 0.903, AGFI= 0.87, NFI= 0.932, CFI= 0.968 and RMSEA= 0.050 (Anderson and 

Gerbing, 1988; Hair et al., 2010). Accordingly, demonstrating that the modified measurement 



model had a high adequate goodness of fit to the data, there is no longer a need for re-

specifying and improving the model (Byrne 2010; Hair et al., 2010).   

Table 2: Results of Measurement Model 

Fit indices Cut-off point Initial measurement model Modified measurement model 

CMIN/DF ≤3.000 2.066 1.841 

GFI ≥ 0.90 0.85 0.903 

AGFI ≥ 0.80 0.81 0.87 

NFI ≥ 0.90 0.89 0.932 

CFI ≥ 0.90 0.945 0.968 

RMSEA ≤ 0.08 0.057 0.050 

5.3.1.2. Construct Reliability 

As shown in Table 3, all constructs were tested to ensure an adequate level of scales reliability 

using Cronbach’s alpha (α), composite reliability (CR), and average variance extracted 

(AVE). Statistical findings in this regards indicted that all latent constructs have Cronbach’s 

alpha (α) value above the cut-off point of 0.70 ranging between 0.77 for social influence and 

0.93 for behavioural intention (Nunnally, 1978). By the same token, CR for all latent 

constructs existed within their respective level of 0.70 as reported by Hair et al. (2010). Table 

3 indicates that while the highest value of CR (0.92) was noticed for both facilitating 

conditions and behavioural intention, the minimum value was exhibited by social influence 

(0.78). Moreover, as seen in Table 3, the AVE value of the latent constructs ranged from 0.57 

(social influence) to 0.80 (behavioural intention) which all are above the cut-off value of .50 

as recommended by Hair et al. (2010).  

Table 3: Constructs Reliability 

Latent Construct Cronbach’s alpha 

(α) 

Composite Reliability (CR)  Average Variance 

Extracted (AVE)  

PE 0.90 0.89 0.69 

EE 0.87 0.87 0.69 

SI 0.77 0.78 0.57 

FC 0.92 0.91 0.79 

HM  0.84 0.85 0.73 

PV 0.88 0.88 0.79 

TR 0.89 0.88 0.65 

BI 0.93 0.92 0.80 

UB 0.80 0.80 0.60 

5.3.1.3. Construct Validity 

Both convergent and discriminant validities were inspected to measure the construct validity. 

Relating to the convergent validity, the statistical findings noted that all un-removable items 



had a significant standardised regression weight with their latent constructs. In addition, all 

undeleted items had a factor loading as low as 0.54 which surpasses their cut-off point of 

0.50; they were also found to be statistically significant with a p value less than .0001 

(Anderson and Gerbing, 1988; Hair et al., 2010). By investigating the correlation estimates 

among the latent constructs, the highest value of inter-correlation estimates was less than 0.72 

which is below its maximum level of 0.85 (Kline, 2005). Furthermore, as seen in Table 4, all 

latent constructs had the squared root of AVE higher than their inter-correlation estimates 

with other corresponding constructs. 

Table 4: Discriminant Validity 

LV PE EE SI FC HM PV TR BI AD 

PE 0.83         

EE 0.69 0.83        

SI 0.56 0.63 0.75       

FC 0.44 0.57 0.41 0.89      

HM 0.64 0.70 0.70 0.55 0.85     

PV 0.58 0.68 0.69 0.49 0.70 0.89    

TR 0.54 0.54 0.65 0.43 0.65 0.65 0.80   

BI 0.67 0.68 0.61 0.50 0.72 0.70 0.70 0.89  

AD  0.45 0.36 0.33 0.50 0.37 0.41 0.43 0.58 0.77 

Note: Diagonal values (in bold) are squared roots of AVE; off-

diagonal values are the estimates of inter-correlation between 

the latent constructs [AD: Adoption, LV: Latent Variable] 

5.3.1.4. Common Method Bias 

To make sure that the dataset is free from common method bias, an inspection of Harman’s 

single-factor with nine constructs (PE, EE, SI, FC, HM, PV, TR, BI and adoption) and 26 

scale items was conducted (Harman, 1976; Podsakoff et al., 2003). The statistical results in 

this respect indicated that no single factor was able to emerge as well as the first factor was 

able to which accounted for 45.78% of variance which is less than the cut-off value of 50% as 

suggested by Podsakoff et al. (2003). Thus, the data set of Mobile banking does not have any 

concerns regarding the common method bias.  

5.3.2. Structural Model 

The yielded of fit indices of the structural model imply that the structural model had sufficient 

goodness of fit to observed data. Indeed, despite the fact that the chi-square was significant 

(χ2=749.279, DF=278, P=0.000), the other fit indices were found to be within their threshold 



value as follows: CMIN/DF=2.695, GFI=0.901, AGFI=0.837, NFI=0.913, CFI=0.952 and 

RMSEA=0.065.     

Pertaining to the path coefficient analyses, most of the causal paths proposed over the 

conceptual model were supported to be significant. Accurately, behavioural intention was 

found to be significantly predicted by UTAUT2 factors: performance expectancy (γ=0.19, 

p<0.001), effort expectancy (γ=0.18, p<0.016), hedonic motivation (γ=0.20, p<0.000) and 

price value (γ=0.15, p<0.041). Yet, social influence were not approved to have a significant 

path with behavioural intention (γ=0.026, p<0.606). As for the main predictors of 

performance expectancy, both trust (γ=0.24, p<0.000) and effort expectancy (γ=0.56, 

p<0.000) were proven to have a significant influence on performance expectancy. Finally, 

adoption of Mobile banking was also found to be significantly predicted by both behavioural 

intention γ=0.467, p<0.001) and facilitating conditions (γ=0.153, p<0.021). Accordingly, the 

research hypothesises: H1, H2, H3, H5, H6, H7, H8, H9 and H10 all were confirmed while 

only one hypothesis: H4 was rejected. The R2 values extracted in the endogenous factors were 

found as follows: 65% for behavioural intention; 49% for performance expectancy; and 31% 

for adoption behaviour.  

It is also worth mentioning that an examination of structural model was conducted without 

trust. As expected, the main constructs of the UTAUT2 (without trust) were able to predict 

about 59% of variance in behavioural intention. However, R2 value accounted for behavioural 

intention was enhanced by the inclusion of trust along with the UTAUT2 constructs in the 

same structural model to reach 65%. Accordingly, it could be concluded that the structural 

model seems to have more power in predicting the behavioural intention once trust is 

comprised together with the UTAUT2 constructs.    

6. Discussion 

According to the statistical results presented above, it seems obviously that the model being 

examined in the current study has been able to reach an accepted level in the terms of 

predictive power in all endogenous factors: behavioural intention (65%), adoption behaviour 

32%) and performance expectancy (49%). This is also in addition to the fact all criteria 

related to measurement model: model fitness, construct reliability and validity were 

successfully achieved. By including trust along with UTAUT2 factor the R2 value extracted in 

BI increase to reach 65%, which in turn, supports comprising trust as external factor among 

the conceptual model.  



Such value of R2 accounted in behavioural intention was also observed within a highly 

acceptable level, which exceeded all the recommended values in this regard, such as: 40% 

(Straub et al., 2004) and 30% (Holmes-Smith et al., 2006; Kline, 2011). Moreover, this value 

of variance is fairly close to those accounted for by other studies formulating UTAUT. For 

instance, study of adoption Mobile banking carried out by Luo et al. (2010) accounted 60% of 

variance in behavioural intention to use Mobile banking.  

In relation to path coefficient analyses, trust was found to be the most significant factor 

predicting the customers’ intention to adopt Mobile banking with a coefficient value of 0.26. 

As well as, trust was able to have a significant path with performance expectancy with 

regression weight of 0.24. This, in turn, implies the important role of trust not only in 

motivating the customer to use Mobile banking but also in shaping their perception toward 

such technology as more productive and novel technology. This could be return to the 

sensitive nature of financial transactions that are conducted by electronic channels (Eriksson 

et al., 2005; Riffai et al., 2012). Such results are in the line with what has been approved by 

prior IS and Mobile banking studies regarding the role of trust (Gefen et al., 2003; 

Hanafizadeh et al., 2014; Luo et al., 2010; Riffai et al., 2012; Zhou, 2012).     

 

 

Figure 2: Validated Research Model 



Statistical results also provide strong proofs confirming the causal path between behavioural 

intention and performance expectancy with weight of 0.19. This clearly implies that aspects 

related to the functional utilities (performance expectancy) are the focus of attention for the 

Jordanian consumers in formulating their intention to adopt Mobile banking. Theoretically, 

the vast majority of studies that have applied UTAUT as a theoretical foundation in their 

conceptual models have confirmed performance expectancy as a significant factor influencing 

behavioural intention (Alalwan et al., 2014; Luo et al., 2010; Martins et al., 2014; Riffai et al., 

2012; Yu, 2012; Zhou et al., 2010).  

The empirical results have supported the significant relationship between effort expectancy 

and behavioural intention to adopt Mobile banking with regression weight of 0.18. This 

means that Jordanian customers seem to be concerned about the extent of simplicity or 

difficulty in using Mobile banking. Such relationship could be reasoned to the fact that the 

particular nature of Mobile banking requires customers to have a certain level of knowledge 

and skill, let alone, using these channels requires customers to perform all tasks alone without 

any assistance (Gu et al., 2009; Riquelme and Rios, 2010; Luarn and Lin, 2005).  

Along with its direct influence on the behavioural intention, effort expectancy was approved 

to have a significant impact on performance expectancy. In other words, if the customers 

perceive that using technology needs less effort and is not difficult, they will perceive to use 

technology more advantageously and be useful in their life (Davis et al., 1989). Over the prior 

IS/IT literature, it has been largely argued that individuals’ perception of the system 

usefulness is strongly influenced by the extent of how much such system is ease to use and 

does not require too much efforts (Davis et al., 1989; Eriksson et al., 2005). By the same 

token, several studies in the area of Mobile banking that reported a strong relationship 

between system ease of use and the usefulness of this systems (i.e. Luarn and Lin, 2005; Gu et 

al., 2009; Riquelme and Rios, 2010).  

As for the role of social influence, the results have been noticed in a different manner for what 

has been proposed in the conceptual model of the current study. Indeed, social influence were 

not able to account for any statistical variance in the behavioural intention to adopt Mobile 

banking which means that Jordanian banking customers seem to be less interested to the 

recommendations and attitudes of their references groups (i.e. family, friends, colleagues) in 

formulating their intention to adopt technology. In fact, the results exhibited in this study 

regarding the social influence were found to be different in comparison with other studies that 

have applied UTAUT as a guiding model in their studies such as Yu (2012) and Zhou et al. 



(2010); they all supported the role of social influence on the behavioural intention. However, 

there are other studies in the relevant area that have disapproved the impact of social 

influence. For instance, a study employed UTAUT as a ground theory to predict the 

customers’ intention to adopt online banking by Riffai et al. (2012) who found that social 

influence were the least non-significant factors predicting behavioural intention with a 

coefficient value of 0.10. Such other examples pertaining to online banking channels found 

that social influence or similar factors (e.g. subjective norm, image, social desirability, and 

reference group) do not have a significant impact on the customers’ intention to use these 

channels (Gerrard and Cunningham, 2003).     

Statistical results empirically approved the considerable influence of facilitating conditions on 

adoption of Mobile banking (γ=0.153, p<0.021). This demonstrates that respondents pay a 

particular interest in the existence of facilities, resources, and skills that are required to use 

Mobile banking successfully and effectively. Indeed, the nature of the facilities that are 

required in the case of Mobile banking (i.e. smart phones, 4G services, Internet access, Wi-Fi, 

secured applications) are fundamental aspects to have a smooth and easy access to the 

financial services. Results of facilitating conditions are parallel with other results witnessed in 

the prior studies that have examined facilitating conditions or their captured factors (i.e. 

Alalwan et al., 2016b; Yu, 2012; Zhou et al., 2010).  

As expected, hedonic motivation was empirically evidenced to be crucial factor influencing 

Jordanian customers ‘intention to adopt Mobile banking (γ=0.20, p<0.000). This strong 

association echoes that the likelihood of adopting Mobile banking could reach the highest 

level among banking clients who perceive further joy, entertaining, pleasure and enjoyment in 

using such novel channels. Indeed, intrinsic motivation enjoys a particular interest in the 

customers’ context and its impact becomes more effective in the case of hedonic technology 

that comprises of novelty seeking and uniqueness (Brown and Venkatesh 2005; van der 

Heijden, 2004). Jordan is considered as one of the fastest growing countries in the Middle 

East in terms of mobile and telecommunication technology; using these channels (e.g. Internet 

banking, Mobile banking) represents an added value in the terms of novelty and modernism 

for the people there. This plausibly illustrates the active role of hedonic motivation in shaping 

the Jordanian customers’ intention to use Mobile banking. Existing literature related to the 

information system area (Brown and Venkatesh, 2005; van der Heijden, 2004; Venkatesh, 

1999) has largely supported the crucial role of intrinsic motivation in predicting the 

behavioural intention.  



As proposed in the conceptual model, statistical results affirmed a significant path between 

price value and customers ‘intention to adopt Mobile banking with weight of 0.15. 

Accordingly, it could be concluded that price value issues receive a particular interest from 

banking customers in Jordan to form their decision to adopt or reject Mobile banking. In 

different words, by increasing the level of the benefits and utilities perceived in using Mobile 

banking relative to the financial cost paid to use such systems, customer are more likely to be 

motivated to adopt Mobile banking. This is in line with Venkatesh et al.’s (2012) thought 

ensuring that the financial issues usually draw considerable attention to the customer context 

rather than the organisational context where the cost is comprised in terms of time and effort.  

Besides, given the previous results regarding hedonic motivation and performance 

expectancy, it seems that Jordanian customers perceived Mobile banking channel as efficient 

and an entertaining way to produce financial services which, in turn, facilitated the impacting 

role of price value in predicting the customers’ intention. Moreover, a large number of 

respondents are on a medium-sized income and consequently are more sensitive to price 

issues (Brown and Venkatesh, 2005; Dwivedi and Lal, 2007; Jaruwachirathanakul and Fink, 

2005; Riffai et al., 2012; Sathye, 1999). In agreement with this assumption, Cruz et al. (2010) 

argued that the monetary cost was found to be the most important barrier mitigating the 

intention to adopt Mobile banking among the younger customers who have a lower income 

and enjoy a higher education level. The important influence of perceived value or price value 

has been empirically supported over prior literature of online banking channels (Ho and Ko, 

2008).  

6.1. Theoretical Contributions 

Having studied the most important factors predicting Jordanian customers’ intention and 

adoption of Mobile banking, the current study represents a substantial contribution to existing 

knowledge regarding online banking channels and technology acceptance area in general. In 

fact, this study represents a worthwhile direction by examining Mobile banking which, so far, 

has not been well evaluated in the Jordanian context. Thus, this study significantly contributes 

to the knowledge and literature in Jordan by focusing more on Mobile banking as more novel 

technology in Jordan and is calling for further understanding; examining other important 

aspects; and applying advanced statistical analyses method (e.g. SEM). 

As the UTAUT2 is precisely theorised to explain technology acceptance from the customers’ 

perspective (Venkatesh et al., 2012), it has been selected as a fitting theoretical foundation for 

the conceptual model. Therefore, this study comprises a substantial contribution by being the 



initiator in building the conceptual model based on a theoretical foundation appropriate with 

the customers’ context and being able to capture the most important aspects forming customer 

intention and behaviour toward Mobile banking as well. It is also worth indicating that 

Venkatesh et al. (2012) empirically examined the validity of UTAUT2 to explain the 

acceptance of mobile Internet services in Hong Kong, a highly developed country. Thus, this 

study is one of the forefront studies extending the applicability of UTAUT2 by examining new 

technologies (Mobile banking) in a new context (banking industry) in developing countries 

(Jordan).  

This study also goes beyond what Venkatesh et al. (2012) proposed in UTAUT2 by including 

a new construct (trust) alongside the UTAUT2 constructs; and proposing new causal paths 

between the main antecedences of behavioural intention (EE→PE and TR→PE). This, in turn, 

demonstrates a significant contribution to the expansion of the theoretical horizon of 

UTAUT2. Further, using Mobile banking as a novel and innovative technology could 

accelerate the customers’ feeling of pleasure, fun, and enjoyment; however, hedonic 

motivation has derived less attention from prior studies that have examined Mobile banking. 

 6.2. Implications to Practice  

From practical perspective, the statistical results support the crucial role of the following 

factors: behavioral intention, performance expectancy, effort expectancy, facilitating 

conditions, price value, hedonic motivation, and trust. Hence, aspects relating to these factors 

must be the focus of attention of any bank in their endeavour to motivate their customers to 

use Mobile banking.  According to Laukkanen et al. (2009), personal communication (one-to-

one marketing actions) is one of the best ways to persuade potential users that using the online 

banking channels is be more useful and advantageous compared with traditional encounters. 

Besides, allowing customers to try using these applications through experimental accounts 

rather than using their own accounts could create a positive experience and let customers 

actually experience how much they will benefit by using these valuable, useful and easier 

applications (Dwivedi and Irani, 2009; Ho and Ko, 2008; Jaruwachirathanakul and Fink, 

2005).  

The results of this study also provided clues for Jordanian banks about the important influence 

of trust. Therefore, banks have to initially be sure that Mobile banking channels are able to 

conduct financial transactions efficiently, securely, and within less time along with the 

availability of information required by customers to successfully use these channels (Chiu et 

al., 2010; Jaruwachirathanakul and Fink, 2005; Simintiras et al., 2014). Practically, expanding 



the range of financial services provided by the SSTs and maintaining the permanency of their 

performance efficiently and effectively 24/7 will positively reflect on the customers’ 

perception toward Mobile banking as more useful and trustworthy channel to produce the 

banking services support the role performance expectancy (Simintiras et al., 2014; Zhou, 

2012; Zhou et al., 2010).  

Noteworthy, Jordanian banks could also utilise breakthroughs in the social media to conduct 

their campaigns in a more influential and cost-effective way. In this respect, attractive videos 

posted on YouTube, Facebook, Twitter could explain how these channels are contemporary 

and breaking new ground; this could contribute to hedonic values related to such system 

(Chen et al., 2014). Customizing a smart, high quality and creative interface design based on 

the customers’ preferences will lead to adding value in the terms of innovativeness and 

uniqueness (Dwivedi et al., 2013; Simintiras et al., 2014). This may accelerate further hedonic 

motivation in using SSTs (Dwivedi and Irani, 2009).       

This study also indicated that Jordanian customers’ intention seems to be derived by the role 

of price value. Banks could enhance the price value by convincing their customers that 

implementing this technology will provide them with a better quality of life and will save 

them time, cost, and effort which makes using SSTs more valuable relative to the cost paid in 

this regard. In addition, special price discounts or using these services for free could be 

another effective tactic in contributing to price value; this could increase customers’ intention 

(How and Koi, 2008; Venkatesh et al., 2012; Wessels and Drennan, 2010) as well as 

motivating potential adopters to be actual adopters of  Mobile banking (Laukkanen et al., 

2009).  

7.  Limitations and Future Research Directions   

Even though this study represents a fruitful attempt over the area of adoption and use of 

Mobile banking, it is restricted by the number of limitations. For instance, the data of the 

current study was obtained by using a convenience sample of Jordanian banking customers in 

only two Jordanian cities (Amman and Al-Balqa), which in turn, could negatively reflect on 

the generalisability of results across other cities. The sample description also showed that the 

largest segment of the respondents in the current study were young, have a medium-sized 

income, well-educated, and have adequate experience with the computer and Internet. 

Therefore, this raises concerns regarding the applicability of the results for other segments of 

the current population that have different characteristics (e.g. age, income, education level, 

gender, and technology experience). This study only covered one online banking channel (i.e. 



Mobile banking). This could mitigate the applicability of the current study’s results to other 

types of electronic channels across other contexts.  Further, the results of the current study 

were based on cross-sectional data, and therefore, raising question about the applicability of 

these results in the long term. Indeed, this concern could be attributed to the fact that the 

customers’ predisposition, beliefs, and awareness toward such technologies are more likely to 

change in the passage of time (Agarwal and Karahanna, 2000; Lee et al., 2003). By the same 

token, the impacting role of the national culture on the Jordanian customers’ intention and use 

of Mobile banking was not measured in the current study. In essence, examining the aspects 

related to the prevailing culture (e.g. masculinity, femininity, collectivism, individualism, 

uncertainty avoidance, and power distance) could be more useful to know more on how 

customers formulate their intention, behaviour, and beliefs towards such innovative systems  

(Al-Sukkar and Hasan, 2005; Constantiou et al., 2009).    

Given that the results of the current study are based on cross-sectional data, a longitudinal 

study could provide further understanding regarding this problem and the extent of how much 

the effect of the proposed factors could be stabilised or changed over time. Moreover, as this 

study collected the required data from only two cities in Jordan (Amman and Al-Balqa`), 

future studies in Jordan should expand to the whole of the geographical coverage by including 

other cities and covering both urban and rural areas. Having a systematic process in proposing 

and validating the conceptual model of the current study, opening prospects to reapply and 

retest this model to explain customers’ intention and behaviour towards different technologies 

(e.g. e-learning, online shopping, mobile payment, mobile government, airline self-service 

check-in, kiosk) in different contexts (government, health informatics, education, hotels) 

would be beneficial. Owing to the fact that an SST (e.g. Mobile banking) is the new 

technology in Jordan and its adoption rate is still sluggish, Jordanian customers have not yet 

formulated a habitual behaviour toward this technology; habit was excluded from the 

conceptual model of this study. However, in the long term, once the Jordanian customers get 

used to dealing with online banking channels and formulating habitual behaviour towards this 

technology, it becomes possible for future studies to address the role of habit on both 

intention and actual behaviour. 

8.  Conclusion  

Mobile banking technology represents an attractive area of interest to be examined and 

studied especially considering the main challenges accompanied by introducing such 

technology. Taking in to account the lower adoption rate of Mobile banking by Jordanian 



customers, this study realised the necessity of examining the main factors that could shape the 

Jordanian customers’ intention and adoption of Mobile banking. This is in addition to the fact 

that there are a quite few studies that have addressed the related issues of Mobile banking in 

Jordan.  Furthermore, there was a need to select the theoretical foundation which is able to 

capture the most important aspects associated the adoption of Mobile banking by Jordanian 

banking customer. Thus, a new model of Venkatesh et al. (2012) UTUAT2 was selected to 

propose the conceptual model   of the current study. This was extended by including trust as 

external factor have been extensively citied as one of the most important predictor of the 

customers intention and adoption of online banking channels. The main statistical results 

supported the predictive validity of the conceptual model by accounting about 64% of 

variance in the Jordanian customers’ intention to adopt Mobile banking. Performance 

expectancy, effort expectancy, hedonic motivation, price value and trust all were approved to 

be significant predictors of the behavioural intention. Both behavioural intention and 

facilitating conditions were also supported to be significant factor predicting the actual 

adoption of Mobile banking.   
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Appendix  
 

Table 1: Measurement Items 

Constructs Items Sources 

 

 

Performance 

Expectancy 

PE1 I find Mobile banking useful in my daily life.  Venkatesh et al. (2012) 

PE2 
Using Mobile banking increases my chances of achieving tasks that 

are important to me. 

Venkatesh et al. (2012) 

PE3 Using Mobile banking helps me accomplish tasks more quickly.  Venkatesh et al. (2012) 

PE4 Using Mobile banking increases my productivity.   Venkatesh et al. (2012) 

 

Effort 

Expectancy 

EE1 Learning how to use Mobile banking is easy for me.  Venkatesh et al. (2012) 

EE2 My interaction with Mobile banking is clear and understandable.    Venkatesh et al. (2012) 

EE3 I find Mobile banking easy to use.   Venkatesh et al. (2012) 

EE4 It is easy for me to become skilful at using Mobile banking.  Venkatesh et al. (2012) 

 

Social 

influence 

SI1 
People who are important to me think that I should use Mobile 

banking.   

Venkatesh et al. (2012) 

SI2 
People who influence my behaviour think that I should use Mobile 

banking.   

Venkatesh et al. (2012) 

SI3 People whose opinions that I value prefer that I use Mobile banking.  Venkatesh et al. (2012) 

 

 

Facilitating 

Conditions 

FC1 I have the resources necessary to use Mobile banking.  Venkatesh et al. (2012) 

FC2 I have the knowledge necessary to use Mobile banking.    Venkatesh et al. (2012) 

FC3 Mobile banking is compatible with other technologies I use. Venkatesh et al. (2012) 

FC4 
I can get help from others when I have difficulties using Mobile 

banking.    

Venkatesh et al. (2012) 

 

Hedonic 

Motivation 

HM1 Using Mobile banking is fun.   Venkatesh et al. (2012) 

HM2 Using Mobile banking is enjoyable. Venkatesh et al. (2012) 

HM3 Using Mobile banking is entertaining.   Venkatesh et al. (2012) 

 

Price Value 

PV1 Mobile banking is reasonably priced. Venkatesh et al. (2012) 

PV2 Mobile banking is good value for the money. Venkatesh et al. (2012) 

PV3 At the current price, Mobile banking provides good value.   Venkatesh et al. (2012) 

 BI1 I intend to use Mobile banking in the future.  Venkatesh et al. (2012) 



 

 

 

Behavioural 

Intention 

BI2 I will always try to use Mobile banking in my daily life. Venkatesh et al. (2012) 

BI3 I plan to use Mobile banking in future.   Venkatesh et al. (2012) 

BI4 I predict I would use Mobile banking in the future.  Venkatesh et al. (2003) 

 

 

 

 

Trust  

TR1 I believe that Mobile banking is trustworthy.  Gefen et al. (2003) 

TR2 I trust in Mobile banking. Gefen et al. (2003) 

TR3 I do not doubt the honesty of Mobile banking. Gefen et al. (2003) 

TR4 
I feel assured that legal and technological structures adequately protect 

me from problems on Mobile banking. 

Gefen et al. (2003) 

TR5 
Even if not monitored, I would trust Mobile banking to do the job 

right. 

Gefen et al. (2003) 

TR6 Mobile banking has the ability to fulfil its task. Gefen et al. (2003) 

 

 

Adoption 

Service 1  Balance enquiries and downloaded bank statements    Püschel et al. (2010), Zhou et al. (2010) 

Service 2 Funds transfer Püschel et al. (2010), Zhou et al. (2010) 

Service 3 Requesting cheque book or bank certificates Püschel et al. (2010), Zhou et al. (2010) 

Service 4 Paying bills Püschel et al. (2010), Zhou et al. (2010) 

Service 5 Request increase in credit card(s) limit or pay any balance due Püschel et al. (2010), Zhou et al. (2010) 


