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 The aim of this study was to examine and determine the impact of electronic banking services on 
the use of technology by customers of conventional and Islamic banks in Jordan. For the current 
study, a random sample of 580 customers in Jordanian conventional and Islamic banks was se-
lected using the quantitative research methodology, and in order to gather the necessary data, the 
study employed a survey questionnaire instrument that was developed based on the earlier rele-
vant literature and studies. The results of this study showed that perceived ease of use (PEU), 
perceived utility (PU), simplicity of use (SU), and social influence (SI) all significantly affected 
the use of technology in Jordanian conventional and Islamic banks. 
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1. Introduction 
 

The Internet and current technological advancements can allow banks to stay ahead of the competition, with a focus on the 
quality of e-banking services and client contact points (Al-Hattami et al., 2021). People may now learn about events happening 
across the world in real-time thanks to technological improvements. Over the past few years, technology's rapid advancement 
has had an impact on virtually every industry, including banking services (Arshad Khan & Alhumoudi, 2022). By giving more 
comfortable banking services in established nations and new services to under-banked and unbanked persons in emerging 
areas, fintech has revolutionized the international financial and banking sector (Namahoot & Jantasri 2022). However, since 
their goods and services are very identical, the best way for banks and financial services to achieve a competitive edge is via 
the quality of services given to the consumers. High-quality service has been found to increase customer satisfaction and their 
propensity to return by lowering the perceived risk (Albort-Morant et al., 2022; Almatarneh et al., 2022). Where banks play 
a significant role in a country's economic growth, banks are undergoing rapid transformation as a result of the market's ongoing 
innovation and growing usage of electronic services (Rahi et al., 2019). Therefore, in the world of fintech, the effort required 
to use a service is a consideration related to ease of usage, complexity, simplicity, and how simple it is to understand (Al-
Zaqeba et al., 2022). Additionally, an easy-to-use banking service will encourage personal clients to embrace this technology 
(Pham et al., 2022). When a client perceives new technology as being SU, the probability that they will adopt a banking 
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service is significantly increased. Despite the potential advantages that Internet banking may provide customers (Kusumawati 
& Rinaldi, 2020). It is important for banks and users to comprehend the key factors of Internet banking adoption. Many 
financial institutions in Jordan launched mobile banking as a service as a result of technological development. It simplified 
banking for the general public and increased geographic coverage within the area (Sarfaraz, 2017). 

2. Literature Review 
 

That the era of international economic integration, the growth of technology-based financial services is a necessary and ob-
jective development, as a result, the way banks approach offering simple, dependable, and fast services to customers has 
changed as a consequence of the use of technology and the internet to generate new products (Pham et al., 2022). The number 
of fintech companies is gradually increasing in Jordan, despite the reality that the initiative is still relatively new. Financial 
technology significantly affects the banking industry (Alsmadi et al., 2022). Customers' confidence, PEU, and customer cre-
ation in fintech services have a significance on their attitude toward adoption and intention to use the fintech platform, ac-
cording to Shahzad et al., (2022), but perceived usefulness had little effect on adoption attitudes or behavioral intentions to 
use the technology. As a result, Jordanian banks have begun to voice worries about the cheap adoption rate of creative channels 
and cast doubt on their viability, especially given the enormous resources spent on them (Alsmadi et al., 2022).  

Due to this, Internet banking is now thought to have both benefits and drawbacks. Islamic banks must provide online banking 
options since clients don't want to utilize this technology (Jarah et al., 2023 and Al-Jarrah et al., 2023). Instead, they must 
continue providing their services in person and absorb the associated operational and personnel costs (Hung et al., 2010). 
Information and transmission technology has been one of the main foundations supporting human welfare during the past two 
decades (Peral-Peral et al., 2020). For Islamic banks, technology has become an essential instrument for increasing output, 
profitability, operational management, and efficiency (Jarah et al., 2022). Customers may now realize their goal of banking 
at any time, any place. Internet banking can, at its most fundamental level, refer to a bank creating a web page to supply details 
about its offerings (Rahi et al., 2018). According to the research by Sarfaraz (2017), m-banking firms should concentrate on 
improving the functionality, security, and usability of the mobile banking system. 

As the number of internet users increases globally and its advantages become more apparent, online banking is gaining atten-
tion (Foon & Fah, 2011). According to Ghalandari (2012), consumers' behavior and desire to utilize e-banking services were 
significantly and favourably impacted by performance expectation, effort expectancy, SI, and enabling factors. The use of 
technology has made digital banking the latest technology in banking. One smartphone app can handle all of your banking 
needs; an offline branch is not even offered (Kusumawati & Rinaldi, 2020). According to Alkhowaiter's (2022) and Upadhyay 
et al., (2022), findings facilitating conditions  and performance expectancy are factors that structure the dependent variables. 
It has been found that behavioral intention and usage are closely related to trust. The connection between behavioral intentions 
to utilize m-payments has also been shown to be favorably moderated by Islamic beliefs. According to the findings of Peral-
Peral et al. (2020), there are significant disparities in self-efficacy has a beneficial impact on how useful and effective online 
banking is judged to be. Therefore, the researchers have even used TAM in consumer acceptability studies in online environ-
ments, such as mobile internet services, while the initial goal of the Technology Acceptance Model was to imitate the usage 
of technology in simulated situations (Fedorko et al., 2021). The use of the technology model was originally designed to 
replicate the usage of technology in simulated situations (2021). According to Hossain et al., (2021) research, client loyalty 
and service satisfaction are significantly influenced by service fairness and quality. Customer loyalty is significantly impacted 
by SI impact, although service satisfaction is unaffected. According to Abdul-Rahim et al., (2022), perceived advantages have 
a substantial impact on fintech adoption, while perceived risk does not, and fintech adoption has a big impact on sustainability. 
The study by Mindra et al. (2022) demonstrates that attitude and desire to adopt Islamic banking are closely related; the price 
of traditional bank products and SI both control and reinforce this relationship. According to Anggraeni et al. (2021), habit is 
the primary factor in influencing behavioral intention and use behavior, and SI. 

E-banking is a method that banks and other financial service providers are increasingly using to offer their services (Wang et 
al., 2017). Using technology for secure and useful services, the bank aims to provide the convenience of service. Additionally, 
the bank offers ease of service in terms of adaptability, effectiveness, and simplicity (Usman et al., 2020). According to Al-
Sharafi et al. (2017), the perceived usefulness of online banking enhances user trust, while PEU is unable to predict Jordanians' 
willingness to accept and utilize banking. Mutahar et al. (2018) observed that self-efficacy had a significance on PU and PEU. 
Furthermore, the SU and utility of technology have a direct influence on the intention to utilize technology. According to 
Andavara et al., (2021), findings PU and perceived usefulness of using both have a large direct effect on the attitude to use 
technology; additionally, PEU has a strong indirect influence on mobile payment system intention through the mediating 
component, perceived usefulness. According to Nugroho and Apriliana (2022), PU and convenience of use affected the desire 
to utilize Go-Pay. Rezvani et al., (2022) discovered that PEU had a significance on perceived usefulness, user happiness, and 
application usage behavioral intention. Sathar et al., (2022) revealed that PU and PEU are related to customers' propensity to 
utilize banking. According to Almaiah et al., (2022), SI, perceived risk, and SI, all have a beneficial impact on satisfaction 
with the safety of near-field communication electronic payment. Furthermore, Namahoot and Rattanawiboonsom (2022) re-
vealed that perceived usefulness, PEU, attitude, perceived risk, and bitcoin platform acceptability all had a significant influ-
ence. The findings of the study by Saleem et al., (2022) and Shanmugam et al., (2014) revealed that an augmented actuality 
app directly affects perceived usefulness, PEU, and perceived enjoyment. Prastiawan et al., (2021) discovered that PU, PEU, 
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and SI had both direct and indirect effects on mobile banking usage via attitude toward use as a mediator. The findings of 
Kumar and Krishnan (2020) indicated that the independent factors had a strong association and impact on the intention to use. 

To enable the effective adoption of e-banking services, thorough, engaging, and informative actions should be accomplished 
to increase users' understanding of these benefits, and e-banking services should be developed in such a way that users en-
counter no problems when utilizing such services (Mufarih et al., 2020). According to Patel and Patel (2018), perceived 
security has a heightened effect on the intention to use online banking, followed by perceived value, PEU, and SI. Singh et 
al. (2020) observed that SU, usefulness, perceived risk, and attitude all had an impact on user intention and that stress to use 
and SI had a moderating effect on users' subjective satisfaction and endorsement of money services. Fedorko et al. (2021) 
discovered that the influence of PEU on behavioral intent and usage is inconsistent with the capacity of system sophistication. 
According to the findings of Susanto et al. (2016), consumers' confirmation following the first usage of smartphone banking 
benefits has a substantial influence on perceived safety, and PU, the most important component in the results of Martins et 
al., (2014) that explain Internet banking usage behavior intention. The findings of Usman et al., (2020) have substantial im-
portance for the promotion of use intention behavior through the adoption of technology by bank e-banking consumers. Rahi 
et al., (2021) discovered that the recently established integrated technology continuation study model has significant predictive 
value for Internet banking user continuation intention. 

3. Methodology 
 

The aim of the current study is to determine the impact of electronic banking services on the use of technology by customers 
of conventional and Islamic banks in Jordan. Currently, both conventional and Islamic banks in Jordan are included in the 
research population. The researchers devised a standardized table to determine the study sample size. For the current study, a 
random sample of 580 customers in Jordanian conventional and Islamic banks was selected using the quantitative research 
methodology. The independent variable was measured using four constructs based on the literature: Perceived Ease of Use 
(Andavara et al., 2021؛ Nugroho & Apriliana, 2022؛ Namahoot & Rattanawiboonsom, 2022), Perceived Utility (Prastiawan 
et al., 2021 ؛ Patel & Patel, 2018), Simplicity of Use (Sathar et al., 2022; Namahoot & Rattanawiboonsom, 2022; Singh et al., 
2020), and Social Influence (Ghalandari, 2012; Prastiawan et al., 2021; Mindra et al., 2022, Anggraeni et al., 2021; Almaiah 
et al., 2022; Singh et al., 2020), while the dependent variable Use of Technology, measured based on (Mutahar et al., 2018; 
Andavara et al., 2021; Usman et al., 2020; Rahi et al., (2021). 

The following is a summary of the hypotheses: 

H1: Perceived Ease of Use has a significant effect on the Use of Technology. 

H2: Perceived Utility has a significant effect on the Use of Technology. 

H3: Simplicity of Use has a significant effect on the Use of Technology. 

H4: Social Influence has a significant effect on the Use of Technology. 

The study was interested in acquiring the required number of responses from a diverse sample of customers in Jordanian 
conventional and Islamic banks in order to accurately depict the target audience. The study used a survey questionnaire in-
strument built based on previous relevant literature and studies to collect the essential data. A five-point scale from strongly 
agree to strongly disagree was used so that respondents could easily pick the proper response. The current study sought to 
explore two commonly used models, the measurement model and the structural model, which are frequently used to assess 
the validity of research models and hypotheses (Hair et al., 2019). Another reason for doing this research is the approach's 
capacity to give significant tests for the model with crucial elements such as the bootstrapping procedure for research hypoth-
esis evaluation. 

4. Theoretical Framework 
 
Fig. 1 presents the structure of the proposed study.  
 
 

 

 

 

 

 

Fig. 1. The proposed method 
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5. Results 
 

The study was carried out in two steps: first, the measurement model was used to assess the validity and reliability of the 
created variable, and then the structural model was used to examine the hypotheses. Table 1 summarizes the measurement 
model outcomes. 

Table 1  
Results of the Measurement Model Assessment 

Variables Items Mean S.D Cronbach’s  CR AVE 

PEU 

PEU1 3.87 0.73 

0.824 0.791 0.652 

PEU2 3.91 0.60 
PEU3 3.93 0.89 
PEU4 3.82 0.81 
PEU5 3.80 0.92 
PEU6 3.73 0.94 

 PU 

PU1 3.69 0.82 

0.848 0.804 0.521 

PU2 3.76 0.83 
PU3 3.89 0.63 
PU4 3.78 0.92 
PU5 3.81 0.81 
PU6 3.91 0.52 

SU 

SU1 3.86 0.73 

0.892 0.907 0.608 

SU2 3.88 0.66 
SU3 3.80 0.90 
SU4 3.82 0.80 
SU5 3.90 0.88 
SU6 3.73 0.93 

 SI 

SI1 3.78 0.82 

0.819 0.775 0.702 

SI2 3.76 0.81 
SI3 3.79 0.65 
SI4 3.96 0.75 
SI5 3.70 0.93 
SI6 3.80 0.90 

 UT 

UT1 3.82 0.80 

0.876 0.808 0.607 

UT2 3.92 0.54 
UT3 3.86 0.73 
UT4 3.88 0.66 
UT5 3.80 0.90 
UT6 3.82 0.80 
UT7 3.92 0.88 
UT8 3.72 0.93 
UT9 3.76 0.82 

UT10 3.82 0.64 
 

The mean values of the six indicators used to measure PEU ranged from 3.73 to 3.93. The same six indications that were used 
to gauge PU were also employed, and the resulting mean values ranged from 3.69 to 3.89. Meanwhile, six factors with mean 
values ranging from 3.73 to 3.90 were used to evaluate the SU. The six SI measures were also employed, and the resulting 
mean values ranged from 3.70 to 3.96. The dependent variable, the use of technology, was evaluated using ten indicators, 
with mean values ranging from 3.72 to 3.92. In this study, a number of common tests that have been published in the literature 
and often utilized were employed. In this study, the factor loadings for the items are shown first to demonstrate their validity. 
The factor loading values should be larger than 0.7 to obtain strong indication validity, but the lowest acceptable value was 
(0.4), and any indications with a factor loading below 0.4 should be removed. Additional reliability and validity measures 
were Cronbach's alpha, AVE, and composite reliability (CR). The results of this investigation, which were positive and sur-
passed the low cut-offs (AVE>0.50), CR >0.70, and Cronbach's alpha >0.7), are shown in Table 1. The measuring model's 
findings supported every assumption and established the constructs' reliability and validity (Afthanorhan et al., 2020). Pear-
son's correlation indicates that there is a statistically significant association between PEU and UT at the significance level of 
(0.05), with Pearson Correlation reaching (0.871). Pearson Correlation reaches (0.000) at the significance level (0.05), indi-
cating a substantial positive association between PU and UT (0.838). Pearson Correlation reaches (0.000) at the significance 
level (0.05), indicating a substantial positive association between SU and UT (0.837). As demonstrated in Table 2, there is a 
substantial positive connection between SI and UT, with Pearson Correlation reaching (0.745), which is significant (0.000). 
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Table 2  
Pearson Correlation between Variables 

Variables PEU PU SU SI UT 
PEU - 0.746** 0.732** 0.874** 0.871** 
 PU  - 0.751** 0.726** 0.838** 
 SU   - 0.780** 0.837** 
 SI    - 0.745** 
 UT     - 

*(α≤0.05)   ** (α≤0.00)       
 

The Kolmogorov-Smirnov Z test was used to determine if dependent and independent variables' distributions were normal 
and whether their curves were normal. (Z) As shown in Table 3, each variable's value is below the cutoff value (1.96), demon-
strating that the data is distributed regularly. 

Table 3  
The Normal Distribution of the Variables of the study 

Variables Positive trend Negative trend Kolmogorov-Smirnov Z Sig. 
PEU 0.141  -0.132 1.781 0.02 
PU 0.156  -0.187 1.212 0.03 
SU 0.142  -0.114 1.485 0.05 
SI 0.139  -0.168 1.362 0.01 
UT 0.161  -0.155 1.810 0.01 

                                                      
Table 4  
Hypotheses Testing 

Path Hypotheses Path Coefficient T P Decision 

H1 Perceived Ease of Use → Use of Technology 0.601 5.507 0.000 Supported 
H2 Perceived Utility → Use of Technology 0.506 5.901 0.000 Supported 
H3 Simplicity of Use → Use of Technology 0.408 6.308 0.000 Supported 
H4 Social Influence → Use of Technology 0.503 4.418 0.000 Supported 

 

The association between electronic banking services and technology used by customers of conventional and Islamic banks in 
Jordan was investigated using the bootstrapping approach. The path coefficients, T-value, and p-value are the most often 
encountered outcomes in the structural model to comprehend the significance levels (Hair et al., 2017). PEU, PU, SU, and SI 
all significantly influenced the use of technology in Jordanian conventional and Islamic banks, according to the results of the 
direct effects shown in Table 3 (p≤0.05). 

6. Discussion  and Conclusions 
 

The development of technology has made digital banking a new technology in banking (Kusumawati & Rinaldi, 2020). Ad-
ditionally, the study by Upadhyay et al., (2022), found that attitude has an impact on attitude to use; attitude to use has an 
impact on intention to use, and performance expectancy. According to Abdul-Rahim et al., (2022), perceived advantages have 
a substantial impact on fintech adoption, while perceived risk does not, and FinTech adoption has a big impact on sustaina-
bility. According to the findings of the researchers Andavara et al., (2021), PU and perceived usefulness of using both have a 
large direct effect on the Attitude to Use Technology mobile payment. Rezvani et al., (2022) discovered that PEU had a 
significance on perceived usefulness, user happiness, and application usage behavioral intention. Furthermore, Sathar et al., 
(2022), Namahoot and Rattanawiboonsom (2022), Patel and Patel (2018), Saleem et al., (2022), Singh et al. (2020), Almaiah 
et al., (2022), Shanmugam et al., (2014) and Prastiawan et al., (2021) discovered that PU, PEU, and SI had both direct and 
indirect effects on mobile banking usage via attitude toward use. Therefore, the aim of this study was to examine and determine 
the impact of electronic banking services (including PEU, PU, SU and SI) on the use of technology by customers of conven-
tional and Islamic banks in Jordan. For the current study, a random sample of 580 customers in Jordanian conventional and 
Islamic banks was selected using the quantitative research methodology. The results of this study showed that PEU, PU, SU, 
and SI all significantly affected the use of technology in Jordanian conventional and Islamic banks at the level (p≤0.05). 



 742 

References 

Abdul-Rahim, R., Bohari, S. A., Aman, A., & Awang, Z. (2022). Benefit–Risk Perceptions of FinTech Adoption for Sustain-
ability from Bank Consumers’ Perspective: The Moderating Role of Fear of COVID-19. Sustainability, 14(14), 8357. 

Afthanorhan, A., Awang, Z., & Aimran, N. (2020). An extensive comparison of CB-SEM and PLS-SEM for reliability and 
validity. International Journal of Data and Network Science, 4(4), 357-364.  

Albort-Morant, G., Sanchís-Pedregosa, C., & Paredes Paredes, J. R. (2022). Online banking adoption in Spanish cities and 
towns. Finding differences through TAM application. Economic Research-Ekonomska Istraživanja, 35(1), 854-872. 

Al-Hattami, H. M., Abdullah, A. A. H., & Khamis, A. A. A. (2021). Determinants of intention to continue using internet 
banking: Indian context. Innovative Marketing, 17(1), 40. 

Al-Jarrah, M., Hailat, K., & Jarah, B. (2023). Total quality management and its role in improving customer relations in Jor-
danian Islamic banks. Uncertain Supply Chain Management, 11(1), 119-126. 

Alkhowaiter, W. A. (2022). Use and behavioural intention of m-payment in GCC countries: Extending meta-UTAUT with 
trust and Islamic religiosity. Journal of Innovation & Knowledge, 7(4), 100240. 

Almaiah, M. A., Al-Rahmi, A., Alturise, F., Hassan, L., Lutfi, A., Alrawad, M., ... & Aldhyani, T. H. (2022). Investigating 
the Effect of Perceived Security, Perceived Trust, and Information Quality on Mobile Payment Usage through Near-
Field Communication (NFC) in Saudi Arabia. Electronics, 11(23), 3926. 

Almatarneh, Z., Ineizeh, N., Jarah, B., & Al-Zaqeba, M. (2022). The relationship between corporate social responsibility 
accounting and supply chain management. Uncertain Supply Chain Management, 10(4), 1421-1426. 

Al-Sharafi, M. A., Arshah, R. A., Herzallah, F. A., & Alajmi, Q. (2017). The effect of perceived ease of use and usefulness 
on customers intention to use online banking services: the mediating role of perceived trust. International Journal of 
Innovative Computing, 7(1). 

Alsmadi, A., Alfityani, A., Alhwamdeh, L., Al_hazimeh, A., & Al-Gasawneh, J. (2022). Intentions to use FinTech in the 
Jordanian banking industry. International Journal of Data and Network Science, 6(4), 1351-1358. 

Al-Zaqeba, M., Ineizeh, N., Jarah, B., Hamour, H., & Zeyad, Z. (2022). Intelligent matching: Supply chain management and 
financial accounting technology. Uncertain Supply Chain Management, 10(4), 1405-1412. 

Andavara, V., Sundaram, B., Bacha, D., Dadi, T., & Karthika, P. (2021). The Impact of Perceived Ease of Use on Intention 
to Use Mobile Payment Services for Data Security Applications. In 2021 Second International Conference on Electronics 
and Sustainable Communication Systems (ICESC) (pp. 1875-1880). IEEE. 

Anggraeni, R., Hapsari, R., & Muslim, N. A. (2021). Examining Factors Influencing Consumers Intention and Usage of 
Digital Banking: Evidence from Indonesian Digital Banking Customers. Asia Pacific Management and Business Applica-
tion (APMBA), 9(3), 193-210. 

Arshad Khan, M., & Alhumoudi, H. A. (2022). Performance of E-banking and the mediating effect of customer satisfaction: 
a structural equation model approach. Sustainability, 14(12), 7224. 

Fedorko, I., Bačik, R., & Gavurova, B. (2021). Effort expectancy and social influence factors as main determinants of perfor-
mance expectancy using electronic banking. Banks and Bank Systems, 16(2), 27. 

Foon, Y. S., & Fah, B. C. Y. (2011). Internet banking adoption in Kuala Lumpur: an application of UTAUT model. Interna-
tional Journal of Business and Management, 6(4), 161. 

Ghalandari, K. (2012). The effect of performance expectancy, effort expectancy, social influence and facilitating conditions 
on acceptance of e-banking services in Iran: The moderating role of age and gender. Middle-East Journal of Scientific 
Research, 12(6), 801-807. 

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to report the results of PLS-SEM. 
European business review, 31(1), 2-24.  

Hossain, M. A., Yesmin, M. N., Jahan, N., & Kim, M. (2021). Effects of service justice, quality, social influence and corporate 
image on service satisfaction and customer loyalty: moderating effect of bank ownership. Sustainability, 13(13), 7404. 

Hung, W. T., Tsang, S. S., & Liu, H. Y. (2010). Website characteristics and the impact of user perceived value on user 
behavior in Web 2.0. Academy of Information & Management Sciences Journal, 13(1). 

Jarah, B. A. F., AL Jarrah, M. A., Al-Zaqeba, M. A. A., & Al-Jarrah, M. F. M. (2022). The Role of Internal Audit to Reduce 
the Effects of Creative Accounting on the Reliability of Financial Statements in the Jordanian Islamic Banks. International 
Journal of Financial Studies, 10(3), 60. 

Jarah, B., Jarrah, M., Almomani, S., AlJarrah, E., & Al-Rashdan, M. (2023). The effect of reliable data transfer and efficient 
computer network features in Jordanian banks accounting information systems performance based on hardware and soft-
ware, database and number of hosts. International Journal of Data and Network Science, 7(1), 357-362. 

Kumar, M. S., & Krishnan, D. S. G. (2020). Perceived Usefulness (PU), Perceived Ease of Use (PEOU), and Behavioural 
Intension to Use (BIU): Mediating effect of Attitude toward Use (AU) with reference to Mobile wallet Acceptance and 
Adoption in Rural India. 

Kusumawati, N., & Rinaldi, A. A. (2020). Trust Role in Acceptance of Digital Banking in Indonesia. International Journal 
of Trade, Economics and Finance, 11(1), 13-18. 

Martins, C., Oliveira, T., & Popovič, A. (2014). Understanding the Internet banking adoption: A unified theory of acceptance 
and use of technology and perceived risk application. International journal of information management, 34(1), 1-13. 



K. Q. Hailat  et al. / International Journal of Data and Network Science 7 (2023) 743

Mindra, R., Bananuka, J., Kaawaase, T., Namaganda, R., & Teko, J. (2022). Attitude and Islamic banking adoption: moder-
ating effects of pricing of conventional bank products and social influence. Journal of Islamic Accounting and Business 
Research. 

Mufarih, M., Jayadi, R., & Sugandi, Y. (2020). Factors influencing customers to use digital banking application in Yogya-
karta, Indonesia. The Journal of Asian Finance, Economics and Business, 7(10), 897-907. 

Mutahar, A. M., Daud, N. M., Thurasamy, R., Isaac, O., & Abdulsalam, R. (2018). The mediating of perceived usefulness 
and perceived ease of use: the case of mobile banking in Yemen. International Journal of Technology Diffusion (IJTD), 
9(2), 21-40. 

Namahoot, K. S., & Jantasri, V. (2022). Integration of UTAUT model in Thailand cashless payment system adoption: the 
mediating role of perceived risk and trust. Journal of Science and Technology Policy Management. 

Namahoot, K. S., & Rattanawiboonsom, V. (2022). Integration of TAM Model of Consumers’ Intention to Adopt Crypto-
currency Platform in Thailand: The Mediating Role of Attitude and Perceived Risk. Human Behavior and Emerging 
Technologies. 

Nugroho, A. P., & Apriliana, R. M. (2022). Islamic Financial Literacy and Intention to Use Gopay in Yogyakarta: Extended 
Theory of Acceptance Models. KnE Social Sciences, 329-338. 

Patel, K. J., & Patel, H. J. (2018). Adoption of internet banking services in Gujarat: An extension of TAM with perceived 
security and social influence. International Journal of Bank Marketing, 36(1), 147-169. 

Peral-Peral, B., Villarejo-Ramos, Á. F., & Arenas-Gaitán, J. (2020). Self-efficacy and anxiety as determinants of older adults’ 
use of Internet Banking Services. Universal Access in the Information Society, 19, 825-840. 

Pham, A. H. T., Pham, D. X., Thalassinos, E. I., & Le, A. H. (2022). The Application of Sem–Neural Network Method to 
Determine the Factors Affecting the Intention to Use Online Banking Services in Vietnam. Sustainability, 14(10), 6021. 

Prastiawan, D. I., Aisjah, S., & Rofiaty, R. (2021). The effect of perceived usefulness, perceived ease of use, and social 
influence on the use of mobile banking through the mediation of attitude toward use. Asia Pacific Management and Busi-
ness Application (APMBA), 9(3), 243-260. 

Prastiawan, D. I., Aisjah, S., & Rofiaty, R. (2021). The effect of perceived usefulness, perceived ease of use, and social in-
fluence on the use of mobile banking through the mediation of attitude toward use. Asia Pacific Management and Busi-
ness Application (APMBA), 9(3), 243-260. 

Rahi, S., Ghani, M., Alnaser, F., & Ngah, A. (2018). Investigating the role of unified theory of acceptance and use of tech-
nology (UTAUT) in internet banking adoption context. Management Science Letters, 8(3), 173-186. 

Rahi, S., Khan, M. M., & Alghizzawi, M. (2021). Extension of technology continuance theory (TCT) with task technology fit 
(TTF) in the context of Internet banking user continuance intention. International Journal of Quality & Reliability Man-
agement, 38(4), 986-1004. 

Rahi, S., Mansour, M. M. O., Alghizzawi, M., & Alnaser, F. M. (2019). Integration of UTAUT model in internet banking 
adoption context: The mediating role of performance expectancy and effort expectancy. Journal of Research in Interactive 
Marketing, 13(3), 411-435. 

Rezvani, S., Heidari, S., Roustapisheh, N., & Dokhanian, S. (2022). The effectiveness of system quality, habit, and effort 
expectation on library application use intention: the mediating role of perceived usefulness, perceived ease of use, and 
user satisfaction. International Journal of Business Information Systems, 1-18. 

Saleem, M., Kamarudin, S., Shoaib, H. M., & Nasar, A. (2022). Retail consumers’ behavioral intention to use augmented 
reality mobile apps in Pakistan. Journal of Internet Commerce, 21(4), 497-525. 

Sarfaraz, J. (2017). Unified theory of acceptance and use of technology (UTAUT) model-mobile banking. Journal of Internet 
Banking and Commerce, 22(3), 1-20. 

Sathar, M. B. A., Rajagopalan, M., Naina, S. M., & Parayitam, S. (2022). A moderated-mediation model of perceived en-
joyment, security and trust on customer satisfaction: evidence from banking industry in India. Journal of Asia Business 
Studies, (ahead-of-print). 

Shahzad, A., Zahrullail, N., Akbar, A., Mohelska, H., & Hussain, A. (2022). COVID-19’s Impact on Fintech Adoption: Be-
havioral Intention to Use the Financial Portal. Journal of Risk and Financial Management, 15(10), 428. 

Shanmugam, A., Savarimuthu, M. T., & Wen, T. C. (2014). Factors affecting Malaysian behavioral intention to use mobile 
banking with mediating effects of attitude. Academic Research International, 5(2), 236. 

Singh, N., Sinha, N., & Liébana-Cabanillas, F. J. (2020). Determining factors in the adoption and recommendation of mobile 
wallet services in India: Analysis of the effect of innovativeness, stress to use and social influence. International Journal 
of Information Management, 50, 191-205. 

Susanto, A., Chang, Y., & Ha, Y. (2016). Determinants of continuance intention to use the smartphone banking services: An 
extension to the expectation-confirmation model. Industrial Management & Data Systems, 116(3), 508-525. 

Upadhyay, N., Upadhyay, S., Abed, S. S., & Dwivedi, Y. K. (2022). Consumer adoption of mobile payment services during 
COVID-19: Extending meta-UTAUT with perceived severity and self-efficacy. International Journal of Bank Marketing, 
40(5), 960-991. 

Usman, O., Monoarfa, T., & Marsofiyati, M. (2020). E-Banking and mobile banking effects on customer satisfaction. Ac-
counting, 6(6), 1117-1128. 

Wang, M., Cho, S., & Denton, T. (2017). The impact of personalization and compatibility with past experience on e-banking 
usage. International Journal of Bank Marketing, 35(1), 45-55. 

 



 744 

 

 

© 2023 by the authors; licensee Growing Science, Canada. This is an open access article distrib-
uted under the terms and conditions of the Creative Commons Attribution (CC-BY) license 
(http://creativecommons.org/licenses/by/4.0/). 

 


