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Abstract
Purpose – A number of studies have shown that internet banking (IB) implementation is not only
determined by banks or government support, but also by perceptions and experience of IB users.
IB studies have showed encouraging results from academics in developed countries. Yet little is known
about the user adoption of IB in Lebanon. The purpose of this paper is to investigate the factors that
may hinder or facilitate the acceptance and usage of IB in Lebanon.
Design/methodology/approach – A conceptual framework was developed through extending the
unified theory of acceptance and use of technology (UTAUT) by incorporating two additional factors
namely; perceived credibility (PC) and task-technology fit (TTF). A quantitative approach based on
cross-sectional survey was used to collect data from 408 IB consumers. Data were analysed using
structural equation modelling based on AMOS 20.0.
Findings – The results of the structural path revealed that performance expectancy (PE), social
influence, PC and TTF to be significant predictors in influencing customers’ behavioural intention
(BI) to use IB and explained 61 per cent of its variance, with PE was found the strongest antecedent
of BI. Contrary to the UTAUT, the effect of effort expectancy on BI was insignificant. In addition,
both BI and facilitating conditions were found to affect the actual usage behaviour and explained 64
per cent of its variance
Practical implications – This study would be helpful for bank managers and policy makers to
explain the currently relatively low penetration rate of IB in formulating strategies to encourage the
adoption and acceptance of IB by Lebanese customers, where IB is still considered an innovation.
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Originality/value – This study is the first research that extend the UTAUT by incorporating two
additional factors namely; PC and TTF to study the IB in the Lebanese context. This study contributes
to the research on computer technology usage by looking at IB adoption and incorporation into the
lives of customers via the BI to use and actual usage of IB in Lebanon.
Keywords Behavioural theories, Empirical study, Technology adoption, Developing countries,
Human-computer interaction (HCI), Structural equation modelling, Task-technology fit,
Diffusion theory
Paper type Research paper

Introduction
The rapid expansions of internet technologies have a tremendous impact on how banks
operate their business and the way in which consumers conduct their banking
activities (Lee, 2009). Previously, most customers could perform banking transactions
only at bank’s premises, or by automated teller machine (ATM) or telephone, but
nowadays many bank customers are able to benefit from internet banking (IB; also
known as on-line banking) adoption and usage because now they have the option to
perform banking transactions and other related banking activities anytime from any
location (Abu-Shanab and Pearson, 2007; Yousafzai, 2012). Customers can also perform
other transactional services such as paying bills, checking account information,
transferring funds, and utilising investment and check services through bank websites
(Hanafizadeh et al., 2014). There are also numerous benefits for banks in adopting and
incorporating use of IB such as cost-savings, increase service quality and increase their
revenue (Yousafzai, 2012). As such, IB services grew from the necessity to satisfy
consumers’ needs and commercial entities striving to meet consumer needs (Al-Ajam
and Nor, 2013; Alalwan et al., 2013).

Despite the aforementioned advantages, large groups of consumers have shown
reluctance to use IB services (Lee, 2009; Nasri, 2011; Kuisma et al., 2007; Dwivedi et al.,
2014). Consumers may have serious concerns about using internet technology for
banking; much of their concerns illuminates customer’s perceptions of the degree of ease
associated with such use, the perceptions of the required skills, infrastructures
(e.g. computers, internet, etc.), uncertainty such as security risks and trust; the service
effectiveness and the knowledge about transferring online (Eriksson et al., 2005;
Yousafzai, 2012; Kuisma et al., 2007). Therefore, it becomes imperative for bank managers
and policy makers to understand the factors that can hinder or facilitate the acceptance
and usage of IB which enable them to formulate strategies to improve the take up of IB.

The adoption and use of IB by consumers varies from one population group to
another, from one social setting to another and from one cultural context to another
(Alalwan et al., 2014; Venkatesh et al., 2012; Yi et al., 2006). In Lebanon, the number of
internet users increased from 13.3 to 80.4 per cent of the population between 2005 and
2014 (Internet World Stats, 2014) which created opportunities for Lebanese banks to
expend to wider customers. However, despite the relatively advanced and
well-managed banking system and the huge amount of money and resources that
have been projected in this vein by all Lebanese banks (approximately $150 million
were invested to implement the IB services) (Association of Banks in Lebanon, 2013),
online banking is still a relatively new phenomenon in Lebanon and its adoption by the
customers is reported to be very low (Itani, 2008). She indicated that only 3.7 per cent of
the Lebanese population used IB service in 2008, while statistics from the Federal
Deposit Insurance indicates that about 74 per cent of Americans already adopted IB
and 16.9 million customers (one-third of the UK’s adult population) used internet
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services in 2006. This reality implies that IB in Lebanon is still an innovation and lag
very far behind compared to counterparties in other countries (Itani, 2008; Toufaily
et al., 2009). Such a low adoption rate is troublesome for banking institutions (Alalwan
et al., 2014). Furthermore, it is also true that in Lebanese culture a lot of people prefer
the traditional ways (ATM, personal contact) of attaining financial services when doing
business which raise concerns about the low adoption rate of IB (Toufaily et al., 2009).
Without knowing these factors, bank managers are likely to continue floundering,
wasting time and resources. On the other hand, customers need to be made aware of IB
services, and feel secure and comfortable with using IB services as such services are
radically new to them. Thereby, there is a need for research to understand the factors
that influence the adoption and acceptance of IB by customers in Lebanon in order to
formulate strategies that will guarantee effective implementation and adoption of IB.

In recent years, a variety of well-known theories and models have been employed to
explain the relationship between user beliefs, attitudes and behavioural intentions (BI) to
use the technology. From the stream of social psychology, innovation diffusion theory
(IDT), theory of reasoned action (TRA), theory of planned behaviour (TPB), the social
cognitive theory, the motivational model, the model of perceived credibility (PC)
utilisation, technology acceptance models (TAM) and a hybrid model combining
constructs from TAM and TPB, are only a few of the major modular approaches that
have lead the way in analyses and results (Yi et al., 2006; Venkatesh et al., 2012; Yousafzai,
2012). A review and synthesis of these eight models of technology use resulted in the
unified theory of acceptance and use of technology (UTAUT) (Venkatesh et al., 2003).

UTAUT has been proven to be a valid research instrument and tool that is a predictor
of adoption behaviour and BI with emphasis on performance expectancy (PE) and
voluntariness as the most salient drivers of acceptance (Al-Qeisi, 2009). Thus, this model
becomes one of the most widely used models among others due to its simplicity,
parsimony and robustness (Abu-Shanab et al., 2010; Yuen et al., 2010; Foon and Fah,
2011; Venkatesh et al., 2012; Tarhini et al., 2015). It was also proved to be superior to other
prevailing competing models (Venkatesh et al., 2003; Venkatesh and Zhang, 2010).

Despite the fact that the extensive replication, applications and integration of
UTAUT have enabled many researchers to understand technology adoption, there is
still a need for a systematic investigation and theorizing of the salient factors that
apply to a context-based consumer technology use (Venkatesh et al., 2012). Moreover,
there is considerable debate among researchers (for a review, see Venkatesh et al.,
2012) who argue that the UTAUT’s constructs may not be sufficient to explain user
acceptance of new technology in a voluntary context as the initial UTAUT study
focused on large organisations in the business environment which limit its
explanatory power.

In addition, for studying the adoption and acceptance of internet baking, there are
some other factors that should be considered such as the security and the risk
associated with it (PC), as well as how the technology will fit the consumer’s needs
(task-technology fit (TTF)). By extending the UTAUT to include these two factors, a
more comprehensive theoretical perspective of user technology acceptance in the
context of IB will be provided. Indeed, PC appears to be a key factor that made the
customers reluctant from conducting their financial transactions online (Yousafzai
et al., 2010; Kesharwani and Bisht, 2012). This is because in a consumer context, the
users are primarily responsible for their transactions and thus their decisions will be
dominated by issue of security and trust. Kesharwani and Bisht (2012) mentioned that
although customers’ confidence in their bank is strong, their confidence in technology
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is weak due to the high uncertainty, intangibility, heterogeneity and vague outcomes of
using this channel. Therefore, adding PC will complement the existing factors of the
UTAUT and is expected to offer a better prediction of users’ acceptance of online
banking. The rationale behind integrating PC in UTAUT is increasing managerial
focus on critical challenge to offer safe and secure virtual environment that allow their
customers to make full use of IB services. On the other hand, a review of more recent
studies suggests that relevance of a new technology to address a specific need might
importantly shape the adoption behaviour of customers (Lee et al., 2007). In this study,
we integrated the TTF within the UTAUT as an antecedent of BI. The rationale behind
adding TTF is based on the fact that users will not simply accept and use the
technology if it does not fit their needs and improve their performance ( Junglas and
Watson, 2008; Gebauer and Ginsburg, 2009). In other words, these customers may be
utilitarian, and their adoption of IB services will not only determined by their
perception towards the technology but also by a good TTF.

Furthermore, the majority of the technology adoption models and especially UTAUT
have not been widely tested in developing countries such as Arab countries in general
(Abu-Shanab and Pearson, 2009; Al-Ajam andNor, 2013; Kamoun andAlmourad, 2014; Zhao
et al., 2012) and Lebanon in particular (Alsajjan and Dennis, 2010; Tarhini et al., 2014a, b).

To the best of our knowledge, there is no single study that considers the relationship
between BI and adoption of IB in Lebanon. Furthermore, the key and critical
relationships such as between PC, TTF, social influence (SI), facilitating conditions (FC)
and PE have not received any attention from prior studies in the Lebanese context.
Therefore, this study aims to fill this gap by extending the UTAUT to include two
factors namely; PC and TTF.

In order to provide an insight into the most silent factors that can hinder or facilitate
the acceptance and usage of IB by individual users in Lebanon, the following specific
research objectives are employed which are:

(1) to investigate whether PE, effort expectancy (EE), SI, FC, PC and TTF affect
customers’ BI to use IB services in Lebanon;

(2) to detect the nature and strength of the relationship among these factors and
clarify which factors are more influential in affecting the decision to use IB;

(3) to evaluate whether the integration of PC and TTF with UTAUT provide a solid
theoretical basis for examining the adoption of IB; and

(4) to make appropriate recommendations to bank managers on the measures to
employ in order to ensure a successful IB adoption in Lebanon.

Generally, this study would be helpful for bank managers and policy makers to explain
the currently relatively low penetration rate of IB in formulating strategies to
encourage the adoption and acceptance of IB by Lebanese customers, where IB is still
considered an innovation.

This paper also contributes to the literature related to theories and models of
technology adoption and acceptance which have recommended to be expanded to new
contexts by many researchers (e.g. Venkatesh et al., 2012; Bagozzi, 2007; Benbasat and
Barki, 2007) and specifically to the generalisability and applicability of the UTAUT in a
new context (online banking), new user group (consumers) and new cultural setting
(Lebanon), which is a critical step to advance a theory (Alvesson and Kärreman, 2007).
Taking into consideration the fact that Lebanon is a country with a population that is
diverse in terms of culture, education, income and language, these features will add an
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interesting dimension to the work and provide a unique insight into the nature of factors
that are important to banking institutions in such environment.

The structure of the paper is as follows. The first section proposes a theoretical
model of the factors which influence the acceptance of IB. The second section presents
the research methodology used in this work. The third section presents the results of
the statistical data analysis. The fourth section discusses the results, including the
implications for theory and practice. Finally, further possible research directions are
outlined and study’s limitations are presented.

Theoretical background and hypotheses
Figure 1 depicts the proposed research model and a detailed explanation of each
construct is presented in the next subsections.

PE
PE is defined in terms of utilities extracted by using IB service such as saving time, money
and effort, convenience of payment, fast repose and service effectiveness (Venkatesh et al.,
2012; Zhou et al., 2010). In other words, PE measures the degree to which an individual
believes that using the IB services will help him/her attain gain in performing bank tasks.

Reviewing the literature, several studies in the IB context have been found to be
inconsistent. For example, Yu (2012) claims that PE had a significant influence on the
customers’ BI to use the system. Similarly, Lee (2009) and Al-Somali et al. (2009), found
that PU (similar to PE) to be an important factor in understanding IB. In the information
and communication technologies (ICT) acceptance, Tarhini et al. (2014a, b, c) and
Harfouche (2010) found that perceived usefulness was an important factor in explaining
the technology acceptance by Lebanese. Therefore, PE can have an important role in
individual behaviour for accepting or rejecting of IB services in Lebanon. In the context
of this study, it is expected that if the customers find the system to be useful, then they
are more likely to use and adopt the system. Hence, we propose the following hypothesis:

H1. PE will significantly affect customers’ BI to use IB in the Lebanese context.

Performance
Expectancy

(PE)

H1

H2

H3

H4

H5

H6

H7

Effort
Expectancy

(EE)

Social
Influence (SI)

Perceived
Credibility

(PC)

Task
Technology
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Behavior
Intention (BI)

Actual Usage
(AU)

Facilitating
Conditions

(FC)

Figure 1.
The proposed
theoretical model
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EE
EE is the degree of ease associated with customers’ use of technology (Venkatesh et al.,
2003). According to UTAUT, EE positively influence the BI to use the technology
(Venkatesh et al., 2003). If the users found the IB services easy to use and do not require
much effort then they are more likely to adopt it.

In the IB context, mixed results were observed, the degree of differences was based
on the context and the sample size. For example, Lee (2009), Yoon and Steege (2013)
found that PEOU (similar to EE) to have an effect on BI but it was not the strongest
predictor. Similarly, and Martins et al. (2014) found that EE has a significance positive
influence on BI. In contrast, Zhou et al. (2010) and Yu (2012) failed to support the
relationship between EE and BI.

In Lebanon, some researchers proved that the Lebanese is ready to adopt certain
behaviour if it is easy to use (Itani, 2008; Harfouche, 2010). Tarhini et al. (2013a, b)
reconfirmed it when they found that perceived ease of use of e-learning system was a
significant predictor of students’ intention to adopt the system. In the context of this
study, it is expected that if the users find the IB services easy to use, then they
are more likely to use and adopt it. On the contrary, if the users find the IB services to
be difficult to use, then they are less likely to adopt it. Accordingly, we postulate the
following hypothesis:

H2. EE will significantly affects customers’ BI to use IB in the Lebanese context.

SI
SI is defined as “a person’s perception that most people who are import to him
think he should or should not perform the behaviour in question” (Ajzen, 1991) and is
similar to social norm in TRA, TAM2 and TPB; and image in IDT. In other words, SI
refers to the social pressure coming from external environment which surrounds the
individuals and may affect their perceptions and behaviours of engaging in a
certain action such as the opinions of friends, relatives and superiors. Although Davis
(1989) omitted the SI construct from the original TAM due to theoretical and
measurement problems, however SI was added later in TAM2 due to its importance
in explaining the external influence of others on the behaviour of an individual.
Much of the empirical research in information system found that SI to be an
important antecedent of BI (e.g. Venkatesh et al., 2003; Venkatesh and Zhang,
2010; Tarhini et al., 2013c, 2014c) and in IB (e.g. Amin, 2009; Yousafzai
et al., 2010; Kesharwani and Bisht, 2012; Im et al., 2011). These studies empirically
supported the direct positive relationship of SI on the customers’ intention to use
the system.

The rationale is based on the fact that the consumers will be highly influenced by
the uncertainty that will be created from an innovation such as online banking and this
will force these consumers to interact with their social network to consult on their
adoption decisions. This research assumes that the customers will be highly influenced
by others (friends, family, co-workers and media) since relationships are perceived as
an important factor in human behaviour in the Lebanese context (Yahchouchi, 2009;
Fahed-Sreih and Djoundourian, 2006). The rationale is also based on the cultural index
which is proposed by Hofstede (1980). He indicated that power distance, uncertainty
avoidance, femininity and collectivism are high in Lebanon. In the acceptance of
technology, Saleh (2008) found that the Lebanese is ready to adopt and accept certain
behaviours just in order to impress the group he/she belongs to, or because of their
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significant influence on the individual behaviour. Consequently, this research proposes
the following hypothesis:

H3. SI will significantly have an influence on customers’ BI to use IB in the Lebanese
context.

PC
The authors argue that integrating PC into UTAUT will offer better prediction of
customers’ BI towards using IB. Recent research claimed that security and trust
issues plays a major rule on user willingness to engage in online exchanges of money
and personal sensitive information due to the high uncertainty, intangibility,
heterogeneity and vague outcomes of using this channel (e.g. Daniel and Jonathan,
2013; Amin, 2009; Yuen et al., 2010). The rationale is based on the fact that customers
cannot evaluate the transactional situation in online banking services as in a
face-to-face interaction with the physical bank personnel. For example, Yuen et al.
(2010) found that trust and security issues are the most important factor in accepting
the online banking systems in Romania. They concluded that many consumers
refused to use the technology voluntary as they have to provide sensitive information
on the net by which they do not have control over their own behaviour. They
continued to advice that the policy makers should take privacy, security and trust
concerns seriously when implementing the online system. Therefore, it is crucial for
the user to believe that his/her banking transactions can be completed confidentially
and safely via the internet (Amin, 2009). However, Daniel and Jonathan (2013) found
that customers are likely to believe that IB is safe, when their banks tell them is safe
which contradicts the truth about online security, while others claims that they have
confidence in the bank but not in the technology. There is no doubt that
consumers will only take part in the interaction if the perceived rewards exceed their
fears from using the technology. The current study uses PC construct in order to
measure the individual security, privacy and trust issues that may affect his/her
intention to use IB. The rationale is based on the fact that users always fear losing
money with transactions.

We believe that PC will be one of the most influential factors that may affect the
acceptance and adoption of IB acceptance by Lebanese customers. The rationale is
based on the fact that Lebanese are sensitive to the issues of eavesdropping and thus
will have lack of trust in the security and in the privacy in the online environment
(Harfouche, 2010). To this end, we postulate the following hypothesis:

H4. PC will have a positive effect on users’ BI towards using the IB in Lebanon.

TTF
The main aim of this research was not similar to the study of Venkatesh and Zhang
(2010), which is validating the UTAUT in different cultural context. In this research,
we extend the UTAUT to include two additional constructs in order to understand
the key factors that affect the individuals’ BI to use and adopt IB in Lebanon. In this
regard, we integrated the TTF within the UTAUT as an antecedent of BI. Empirical
evidence shows that users will not simply accept and use the technology if it does not
fit their needs and improve their performance ( Junglas and Watson, 2008; Gebauer
and Ginsburg, 2009).
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Research on IB showed that providing the users with real-time services has
significantly enhanced the customers’ experience compared to traditional services
(Alalwan et al., 2014). Therefore, it is assumed that providing a good TTF will
increase the users’ BI to use the technology (Zhou et al., 2010; Lin and Huang, 2008).
This research assumes that this construct will be important in the Lebanese context.
The rationale is based on the fact that implementing a technology from developed
countries such as USA, and simply implements it in a developing country like
Lebanon will boom to failure (Harfouche, 2010; Tarhini et al., 2014a, b, c; Yahchouchi,
2009). For example, if the Lebanese customers do not require IB transactions
(e.g. they are mostly in the office and have a low demand for IB services), then they
will most likely select traditional banking rather than IB services. Hence, we
hypothesis the following:

H5. TTF will have a positive significant influence on customers’ BI towards using
the IB in the Lebanese context.

FC
The FC has been defined as “the degree to which an individual believes that an
organisational and technical infrastructure exists to support the use of the system”
(Venkatesh et al., 2003, p. 453).

There is no doubt that using IB services requires a particular kind of skill, resources
and technical infrastructure and these facilities are not usually free at customer context
(Zhou et al., 2010). Multiple avenues of promotion of IB, and support from the
organisation remove impediments to usage and influence adoption. IB, as a crucial
service, requires the user to have the latest technology to use the system. As previously
mentioned, the Lebanese banks have a relatively advanced and well-managed banking
system and a huge amount of money and resources have been projected in this vein
(Association of Banks in Lebanon, 2013). In the context of this study, FC will be
measured by the perception of customers of whether they are able to access the
required resources and the necessary support to use the IB services. Hence, it is
expected that these external resources will lead the customers to adopt the IB system.
Therefore, we propose the following hypothesis:

H6. FC will have a positive influence on actual usage of IB system in the Lebanese
context.

BI and actual usage
BI is considered to be an immediate antecedent of usage behaviour and gives an
indication about an individuals’ readiness to perform a specific behaviour. Actual
behaviour is “the manifest, observable response in a given situation with respect to a
given target” (Ajzen, 1991). There is considerable evidence of the significant effect of BI
on AU in information technology acceptance studies (e.g. Venkatesh et al., 2003, 2012;
Venkatesh and Zhang, 2010; Tarhini et al., 2013b). This has recently been extended to
the IB context (Im et al., 2011; Ma et al., 2010; Yu, 2012). Thus, the current study
attempts to investigate the following hypothesis:

H7. Customers’ BI will have a positive significant influence on his/her actual usage
of the IB in the Lebanese context.
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Research methodology
Sample and procedure
Similar to previous research in technology acceptance and specifically in IB (Im et al.,
2011), this study employed a quantitative research approach to test the proposed research
model. More specifically, a personally administrated questionnaire containing 38
questions was used to collect a convenient sample from the current users of IB in
Lebanon. Some of the data were collected from students from three universities and some
others from regular customers from service halls of three banks located closely to those
universities in Beirut during October and November 2013. Those participants were
selected for this study for two main reasons. First, it was essential to include university
students in our sample as previous research has confirmed that they are the largest age
group in using the internet and technology (Yu, 2012), so they are most likely familiar with
the IB, and also student sample reflects current and future banking customer (Alalwan
et al., 2014). Second, it was not feasible to collect data from other resources such as
shopping malls, bus stops, etc. Hence, it is reasonable to expect that the experiences of the
participants in this study are representative of what most internet users would experience.

Participation in the study was completely voluntary. Respondents were asked to
complete a survey questionnaire based on their opinions and beliefs towards accepting
and using the system. Those participants were briefed on the aim of this study and told
of their rights to withdraw from the study before, during or after they had completed the
questionnaire. On average, each participant took not more than 12min to complete the
questionnaire. To encourage participation, respondents were entered into a lucky draw to
win various prizes. Out of the 600 distributed questionnaires 422 were returned
indicating a 70.3 per cent response rate. After reviewing the returned questionnaires,
14 invalid questionnaires were excluded due to incomplete data. This left a total number
of 408 responses for final analysis. As can be shown in the Table I, the gender split was
56 per cent males and 44 per cent females, with age range varied from 18 to 65 years old
and their self-rated internet experience was either some or experienced. With respect to
educational level, 9 per cent had secondary education, 37 per cent were diploma holders
and 54 per cent had undergraduate degree or above.

Category Frequency %

Gender
Male 228 55.88
Female 180 44.12

Age
18 years-less than 25 years 153 37.5
25 years-less than 35 years 114 27.95
35 years-less than 45 years 95 23.28
45 years and above 46 11.27

Educational level
Secondary education 37 9.06
Diploma 150 36.77
Bachelor and above 221 54.16

Experience in internet usage
Some experience 15 35.4
Experienced 54 64.6

Table I.
Respondents
demographic profile
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Measurement
All the scales for the current study were adapted from existing studies related to UTAUT
and previous empirical studies carried out in relation to TTF and PC to preserve the
validity and reliability of those items. More specifically, PE and EE were measured using
five items, whereas BI, SI and FC were measured using four items. These items were
adapted from Venkatesh et al. (2003) and related work (Yu, 2012; Venkatesh et al., 2012;
Im et al., 2011; Foon and Fah, 2011; Zhou et al., 2010). Two items for the AU were also
adapted (Venkatesh et al., 2003, 2012). In addition, TTF was measured using five items
and the scale was adapted from the work of Zhou et al. (2010) and Lin and Huang (2008).
Finally, five items were adapted from Yu (2012), Daniel and Jonathan (2013) and Amin
(2009) were used to measure the PC. A seven-point Likert scale ranging from 1, strongly
disagree to 7, strongly agree were used to measure the items that represent each
construct within the proposed research model. The demographic information about the
respondents such as gender, age, experience and educational level were measured using a
nominal scale. It should be noted that AUwas measured using a self-report questionnaire
as it was not feasible to capture the actual use of the system through the users’ log file.
The first question measures how frequently the users use the system, whereas the second
measures the average using of the system.

The questionnaire was first developed in English, and then translated into Arabic
by a professional translator in English-Arabic language. Then the questionnaire was
translated back into English by another expert to ensure translation equivalence.
Although the questionnaire items were adapted from well-developed model, however
prior to further study, we conducted a pilot test with 30 participants randomly chosen
in order to revise and modify the questionnaire items and to establish content validity
and reliability. Some items were reviewed and modified based on the pilot-test results.

Analysis and findings
Descriptive analysis
The descriptive statistics for each factor in the proposed research model is presented
in Table II. All means were greater than 4.37 which indicate that the majority of
participants express positive responses to the constructs that are measured in this
study. Additionally, Cronbach’s α scores indicated that all factors exhibited strong
internal reliability.

Measurement model
As suggested by Anderson and Gerbing (1988) and Schumacker and Lomax (2010), this
study employed a two-step approach to examine the relationship among the factors

Construct Mean SD Cronbach’s α

PE 4.52 1.14 0.908
EE 5.30 1.05 0.905
SI 4.15 1.17 0.829
PC 4.37 1.26 0.904
TTF 4.84 0.97 0.858
FC 5.07 1.13 0.785
BI 4.95 1.23 0.849
AU 5.12 1.25 0.757

Table II.
Descriptive statistics

of the constructs
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within the proposed model. The measurement model was first analysed to assess the
reliability and validity of the instrument before testing our research hypotheses in the
structural model. First, a confirmatory factor analysis based on AMOS 20.0 was used to
first consider the measurement model fit and then evaluate the validity of the
measurement model (Arbuckle, 2009). This study adopts the maximum-likelihood
method to estimate the model’s parameters where all analyses were conducted on
variance-covariance matrices (Hair et al., 2010). However, it was essential to test for
multicollinearity before proceeding with our analysis. According to (Pallant, 2010),
multicollinearity occurs when two or more variables are highly correlated to each other.
Different values were suggested to be satisfactory by different scholars. For instance,
correlations up around 0.8 or 0.9 is considered highly problematic according to
(Tabachnick and Fidell, 2007) while a value 0.7 or higher is considered reason for
concern according to (Pallant, 2010). The presence of multicollinearity is determined by
two values: tolerance and variance inflation factor (VIF) (Pallant, 2010). If the value of
tolerance is greater than 0.10 and VIF value less than 3.0, then there is no
multicollinearity. Given all the independent constructs had VIP value less than 3.0 and
tolerance value above 0.10, this suggests the absence of multicollinearity in our sample.

There are some fit indices that should be considered in order to assess the model
goodness-of-fit (Hair et al., 2010; Kline, 2010). First, it was determined using the minimum
fit function χ2. However, as the χ2 was found to be too sensitive to sample size and is not
always the best indication of model fit (Hu and Bentler, 1999), the ratio of the χ2 static to
its degree of freedom ( χ2/df) was used, with a value of less than 3 indicating acceptable fit
(Carmines and McIver, 1981). This study used a range of additional fit indices as
recommended by Hair et al. (2010), these indices are: “goodness-of-fit index; normed fit
index; parsimony normed fit index; root mean square residuals; comparative fit index;
adjusted goodness-of-fit index; and the root mean square error of approximation”.
We deleted some indicators SI3, FC4, PC4 and TTF5 from the initial measurement model
in order to ensure a good fit between the model and the data. The process was to delete
one indicator at a time and then re-estimate the model. The actual and recommended
values of model fit indices are listed in Table III. It is clear from the table that all fit
indices were in the recommended range. Therefore, we can proceed to assess convergent
validity, discriminant validity in addition to reliability in order to evaluate and validate if
the psychometric properties of the measurement model are adequate.

Fit index Recommended valuea Measurement model Structural model

χ2 NS at po0.05 574 583
df n/a 339 348
χ2/df o5 preferable o3 2.553 2.558
GFI W0.90 0.918 0.920
AGFI W0.80 0.873 0.874
CFI W0.90 0.937 0.936
RMSR o0.10 0.074 0.076
RMSEA o0.08 0.053 0.053
NFI W0.90 0.932 0.928
Notes: AGFI, adjusted goodness-of-fit; CFI, comparative fit index; df, degrees of freedom;
GFI, goodness-of-fit index; NFI, normed fit index; RMSEA, root mean square error of approximation;
RMSR, root mean square residuals
Sources: aHu and Bentler (1999), Kline (2010) and Hair et al. (2010)

Table III.
Fit indices summary
for the final
measurement and
structural model
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Convergent validity confirms whether each construct can be reflected by its own
indicators (Gefen et al., 2000) in order to ensure unidimensionality of the multiple-item
factors and to eliminate unreliable indicators (Bollen, 1989). Discriminant validity
assesses the extent to whether the measures of different concepts are statistically
different (Gefen et al., 2000). As suggested by Hair et al. (2010), reliability, convergent
validity and discriminant validity can be assessed by using composite reliability (CR),
average variance extracted (AVE), maximum shared squared variance (MSV ), and
average shared squared variance (ASV ). To establish reliability, Hair et al. (2010)
suggest that CR should be at least 0.6 and preferably above 0.7. To establish
convergent validity the AVE should be at least 0.5 (50 per cent of the variance of the
indicators has to be accounted for by the latent variables) and CR is greater than the
AVE, whereas discriminant validity is supported if MSV is less than AVE and ASV is
less than AVE (Hair et al., 2010). As shown in Table IV, the CR for all the constructs
were above 0.7 and ranged from 0.76 to 0.91, while the AVE ranged from 0.53 to 0.77
which is well above the threshold value of 0.5, and therefore adequate internal
consistency and convergent validity were supported. Additionally, the MSV for all
constructs is less than AVE and the square root of AVE is higher than their correlation
value and therefore the constructs illustrated sufficient discriminant validity.

Based on the examination of the measurement model, it is concluded that each
variable represents a reliable and valid factor. Therefore, the next step was to assesses
the structural model in order to test the research model and examine the hypotheses.

Structural model
Based on the same criteria used for measurement model to measure the goodness-of-fit
for the proposed model, the results of the structural model were very close to the
measurement model which again indicated good fit of the data (see Table III). Thus, we
proceed to examine the hypothesised relationships within the model.

As can be shown in Table V, except H2, the results of the path coefficient showed
that all other hypotheses were supported. More specifically, PE (α¼ 0.260, po0.01),
SI (α¼ 0.211, po0.01), PC (α¼ 0.131, po0.1) and TTF (α¼ 0.216, po0.01) were found
to have a significant positive influence on BI towards using IB, with PE having the
strongest magnitude on the relationship with BI. These results donate support for H1,
H3, H4 and H5. Surprisingly, the path coefficient from EE to BI was not significant.
As a result, this study failed to find support for H2. PE, SN, TTF and PC explained
61 per cent of the variance of BI, with PE contributing the most to BI than the other
constructs. On the other hand, the results of the statistical analysis of the research

Factor CR AVE MSV ASV PC PE EE SI TTF FC AU BI

PC 0.913 0.772 0.420 0.265 0.877
PE 0.908 0.668 0.319 0.217 0.369 0.820
EE 0.916 0.747 0.327 0.269 0.567 0.562 0.863
SI 0.838 0.534 0.269 0.195 0.489 0.451 0.394 0.712
TTF 0.867 0.612 0.479 0.274 0.470 0.513 0.520 0.423 0.776
FC 0.885 0.745 0.421 0.280 0.645 0.352 0.574 0.454 0.510 0.863
AU 0.768 0.530 0.438 0.234 0.515 0.386 0.393 0.318 0.426 0.582 0.711
BI 0.856 0.705 0.479 0.339 0.513 0.563 0.572 0.526 0.596 0.525 0.562 0.842
Note: Factor correlation matrix with √AVE on the diagonal

Table IV.
Construct reliability,
convergent validity
and discriminant

validity
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model showed that both FC (α¼ 0.194, po0.01) and BI ( β¼ 0.542, po0.001)
significantly influenced the actual usage of the system and jointly accounted for
64 per cent of the variance in AU, with BI contributing the most to AU compared to FC.
Thus, H6 and H7 were supported. It is important to note that our proposed research
model explained more variance of BI and AU compared to the original UTAUT.

Discussion and conclusions
The main aim of this study was to extend the UTAUT by integrating PC and TTF
constructs in order to investigate the factors that affect the consumers’ intention to use
IB in Lebanon. Our findings supports theoretically and empirically the ability of
UTAUT to be a useful theoretical framework for better understanding the customers’
acceptance of IB. Overall, our results showed that IB is well accepted in Lebanon. Most
of the path coefficients in the proposed model were found statistically significant
except the path from EE to BI. More specifically, our results shows that consumers’
intention to use and adopt the IB system was found to be significantly affected by PE,
SI, PC and TTF, while EE did not play a salient role in influencing BI to use the system.
Our results also show that both FC and BI were found to be significant determinants of
the actual usage of IB. Overall, the proposed model achieves acceptable fit and
explained 61 and 64 per cent of the variance of BI and AU, respectively, which is higher
than that of the original UTAUT.

Regarding the PE, this study found that PE was the strongest determinant within
the proposed model. Our results are consistent with those of previous research
(Venkatesh et al., 2012; Venkatesh and Zhang, 2010; Tarhini et al., 2013a; Ezzi, 2014).
Hence, when the users find the system to be useful then they are more likely to have
better perception about using the technology. Therefore, practitioners should improve
the quality of their IB system based on users’ suggestions in order to attract more users
and meet their expectations and needs. In order to achieve this, policy makers should
provide user manual that include a detailed instructions about the benefits of the
system such as services that allows users to perform banking transactions at anytime
from anywhere in the world.

Although users are not affected by referent groups but by individuals’ necessity in a
voluntary context (Venkatesh et al., 2003; Venkatesh and Davis, 2000), our results
indicate that SI has a significant positive influence on BI which is consistent with the
majority of previous studies (e.g. Foon and Fah, 2011; Zhou et al., 2010; Tarhini et al.,
2014a, b, c). In this context, it is advised that practitioners should persuade earlier
adopters of the system to help in promoting it to other users. This is very crucial in the
Lebanese culture which scores high on uncertainty avoidance, power distance, femininity

Path Path coefficient Results

H1 PE→BI 0.260** Supported
H2 EE→BI 0.072 Not supported
H3 SI→BI 0.211** Supported
H4 PC→BI 0.131* Supported
H5 TTF→BI 0.216** Supported
H6 FC→AU 0.194** Supported
H7 BI→AU 0.452*** Supported
Notes: *po0.05; **po0.01; ***po0.001; NS pW0.01

Table V.
Path coefficient and
their significance
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and collectivism (Hofstede, 1980). Generally speaking, in such environments, consumers
may be influenced by positive word-of-mouth from their referent peers. In an attempt to
attract more users, banks are also advised to enhance the use of social websites and
communities such as Facebook, Twitter, Blogs and SMS messages through mobile
phones and e-mail as well as traditional media such as newspapers, television and radio.
This, in turn, will affect customers’ decision to adopt and accept the technology.

A growing number of studies suggest that FC play an important role in the actual
usage behaviour of technology (Venkatesh et al., 2003; Venkatesh and Zhang, 2010;
Yu, 2012) and the findings of this study confirms their studies in the context of IB.
Therefore, banks need to invest more in ICT infrastructure and should also provide all
facilities for the customers such as marketing campaigns, setting up customer service
centres to increase the users’ skills in using computers. By doing so, customers are
more likely to derive interest in accepting IB.

Interestingly, EE has unexpectedly emerged in this research as an insignificant
predictor of customers’ intention to use IB. Even though this finding is inconsistent
with previous research (Venkatesh et al., 2003; Venkatesh and Zhang, 2010),
it is similar to those of Yu (2012), and Koenig-Lewis et al. (2010). A possible reason
is that difficulty in using internet and computers is becoming less of a concern for
the consumers as they become more user-friendly. As a result, the consumers will
mainly use the on-line systems because of its perceived usefulness rather than its ease
of use. Therefore, it is advised that software developers should design more user-
friendly IB interfaces in order to encourage consumers with less computer skills to
adopt and use the system.

Furthermore, this study found that TTF has a significant positive influence on BI
towards using IB. This is consistent with the findings of previous research (Zhou et al.,
2010; Junglas and Watson, 2008). Therefore, it is advised that service providers should
consider the fit between the task required by the users to perform the service and the
system functions before promoting their online services. For example, IB is more
convenient for those always staying in the office and do not have time for traditional
banking services since they can perform banking transactions from anywhere at
any time. As a result, the customers’ intention to such user group will be greater
than otherwise.

Similarly, the empirical evidence of this study revealed that the PC was a significant
factor in influencing intention to use the IB. Our results support the majority of
previous studies (Amin, 2009; Yuen et al., 2010; Daniel and Jonathan, 2013). It is
therefore advised that banks should enhance consumer confidence and trust in using
IB by providing secure and reliable services especially when the use of the system is
voluntary such in the case of Lebanon. For example, safety measures programs such as
firewalls and intrusion detection should be enforced during any IB service.
Accordingly, a major security concern should be given to “Phishing” which was
found in previous research to be the key tool that fraudsters use to attack banks (Amin,
2009). In addition, banks should also emphasise on the positive safety features of the
system during any marketing campaign rather than building brand awareness. Hence,
when IB is secure and builds an innovative reputation, bank customers’ intention to use
the system will be greater.

Limitations and future research
Like any other research using statistical methods, this study has some limitations
that should be considered before interpreting the findings. The first limitation
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concerns generalisability of the results since this study was based on non-
probabilistic sampling technique. Additionally, the users were mostly experienced in
using the technology which could cause a selection bias. Therefore, future research
could include data from users with different background and experience. Second, this
research studied one type of technology (IB) from one country (Lebanon). Future
research can study different technologies (e.g. mobile banking), or be conducted on
different countries. Third, although this study extended the UTAUT to include two
other predictors namely; PC and TTF, the results of the explanatory power of the
research model provide evidence that there still room for improvement. Therefore,
future research could include other predictors (e.g. habit, familiarity with bank) that
may increase the applicability of the UTAUT to a wide range of technology contexts.
Finally, although this study was based on a quantitative research approach and the
research aims and objective were met, it would have strengthened our findings if we
used a mix-method approach.

Reference

Abu-Shanab, E. and Pearson, J. (2007), “Internet banking in Jordan: the unified theory of
acceptance and use of technology (UTAUT) perspective”, Journal of Systems and
Information Technology, Vol. 9 No. 1, pp. 78-97.

Abu-Shanab, E. and Pearson, J. (2009), “Internet banking in Jordan: an Arabic instrument
validation process”, International Arab Journal of Information and Technology, Vol. 6
No. 3, pp. 235-244.

Abu-Shanab, E., Pearson, J.M. and Setterstrom, A.J. (2010), “Internet banking and customers’
acceptance in Jordan: the unified model’s perspective”, Communications of the Association
for Information Systems, Vol. 26 No. 1, p. 23.

Ajzen, I. (1991), “The theory of planned behavior”, Organizational Behavior and Human Decision
Processes, Vol. 50 No. 2, pp. 179-211.

Al-Ajam, A. and Nor, K.M. (2013), “Adoption of Internet banking by Yemeni consumers: an
empirical investigation”, Australian Journal of Basic and Applied Sciences, Vol. 7 No. 2,
pp. 182-189.

Alalwan, A., Dwivedi, Y. and Williams, M. (2014), “Examining factors affecting customer
intention and adoption of internet banking in Jordan”, UK Academy for Information
Systems Conference Proceedings, Paper 3, Oxford, 7-9 April.

Alalwan, A., Dwivedi, Y.K. and Williams, M.D. (2013), “Conceptual framework for the adoption of
SST by Jordanian customers”, Proceedings of the BAM: British Academy of Management
Conference, Liverpool, 9th-12th September.

Al-Qeisi, K.I. (2009), “Analyzing the use of UTAUT model in explaining an online behaviour:
internet banking adoption”, unpublished doctoral dissertation, Brunel Business School,
Brunel University, London.

Alsajjan, B. and Dennis, C. (2010), “Internet banking acceptance model: cross-market
examination”, Journal of Business Research, Vol. 63 No. 9, pp. 957-963.

Al-Somali, S.A., Gholami, R. and Clegg, B. (2009), “An investigation into the acceptance of online
banking in Saudi Arabia”, Technovation, Vol. 29 No. 2, pp. 130-141.

Alvesson, M. and Kärreman, D. (2007), “Constructing mystery: empirical matters in theory
development”, Academy of Management Review, Vol. 32 No. 4, pp. 1265-1281.

844

ITP
29,4



Amin, H. (2009), “An analysis of online banking usage intentions: an extension of the technology
acceptance model”, International Journal of Business and Society, Vol. 10 No. 1, pp. 27-40.

Anderson, J.C. and Gerbing, D.W. (1988), “Structural equation modeling in practice: a review and
recommended two-step approach”, Psychological Bulletin, Vol. 103 No. 3, pp. 411-423.

Arbuckle, J. (2009), Amos 18 User’s Guide, SPSS Incorporated, Armonk, NY.

Association of Banks in Lebanon (2013), “Main characteristics: association of banks in Lebanon”,
15 December, available at: www.abl.org.lb/subPage.aspx?pageid=360

Bagozzi, R.P. (2007), “The legacy of the technology acceptance model and a proposal for a
paradigm shift”, Journal of the Association for Information Systems, Vol. 8 No. 3,
pp. 244-254.

Benbasat, I. and Barki, H. (2007), “Quo vadis TAM?”, Journal of the Association for Information
Systems, Vol. 8 No. 4, pp. 211-218.

Bollen, K.A. (1989), Structural Equations with Latent Variables, John Wiley and Sons, Oxford.

Carmines, E.G. and McIver, J.P. (1981), Analyzing Models with Unobserved Variables: Analysis of
Covariance Structures, Sage, Thousand Oaks, CA.

Daniel, P.E.-Z. and Jonathan, A. (2013), “Factors affecting the adoption of online banking in
Ghana: implications for bank managers”, International Journal of Business and Social
Research, Vol. 3 No. 6, pp. 94-108.

Davis, F.D. (1989), “Perceived usefulness, perceived ease of use, and user acceptance of
information technology”, MIS Quarterly, Vol. 13 No. 3, pp. 319-340.

Dwivedi, Y.K., Tamilmani, K., Williams, M.D. and Lal, B. (2014), “Adoption of M-commerce:
examining factors affecting intention and behaviour of Indian consumers”, International
Journal of Indian Culture and Business Management, Vol. 8 No. 3, pp. 345-360.

Eriksson, K., Kerem, K. and Nilsson, D. (2005), “Customer acceptance of internet banking in
Estonia”, International Journal of Bank Marketing, Vol. 23 No. 2, pp. 200-216.

Ezzi, S.W. (2014), “A theoretical model for internet banking: beyond perceived usefulness and
ease of use”, Archives of Business Research, Vol. 2 No. 2, pp. 31-46.

Fahed-Sreih, J. and Djoundourian, S. (2006), “Determinants of longevity and success in
Lebanese family businesses: an exploratory study”, Family Business Review, Vol. 19 No. 3,
pp. 225-234.

Foon, Y.S. and Fah, B.C.Y. (2011), “Internet banking adoption in Kuala Lumpur: an application
of UTAUT model”, International Journal of Business and Management, Vol. 6 No. 4,
pp. 161-167.

Gebauer, J. and Ginsburg, M. (2009), “Exploring the black box of task-technology fit”,
Communications of the ACM, Vol. 52 No. 1, pp. 130-135.

Gefen, D., Straub, D.W. and Boudreau, M.C. (2000), “Structural equation modeling and regression:
guidelines for research practice”, Commucication of the Association for Information
Systems, Vol. 4 No. 1, pp. 1-77.

Hair, J.F.J., Black, W.C., Babin, B.J., Anderson, R.E. and Tatham, R.L. (2010), Multivariate Data
Analysis, Prentice Hall, NJ, Upper Saddle River.

Hanafizadeh, P., Keating, B.W. and Khedmatgozar, H.R. (2014), “A systematic review of internet
banking adoption”, Telematics and Informatics, Vol. 31 No. 3, pp. 492-510.

Harfouche, A. (2010), “The same wine but in new bottles. Public e-services divide and low citizens’
satisfaction: an example from Lebanon”, International Journal of Electronic Government
Research, Vol. 6 No. 3, pp. 73-105.

845

Use of internet
banking in
Lebanon

www.abl.org.lb/subPage.aspx?pageid=360


Hofstede, G. (1980), Culture’s Consequences: Comparing Values, Behaviours, Institutions and
Organisations Across Nations, Sage Publications, Thousand Oaks, CA.

Hu, L. and Bentler, P.M. (1999), “Cutoff criteria for fit indexes in covariance structure analysis:
conventional criteria versus new alternatives”, Structural Equation Modeling: A
Multidisciplinary Journal, Vol. 6 No. 1, pp. 1-55.

Im, I., Hong, S. and Kang, M.S. (2011), “An international comparison of technology adoption:
testing the UTAUT model”, Information & Management, Vol. 48 No. 1, pp. 1-8.

Internet World Stats (2014), “Lebanon internet usage and telecommunications report”, available at:
www.internetworldstats.com/me/lb.htm (accessed 7 August 2015).

Itani, S.F. (2008), Consumer Behavior Towards Internet Banking in Lebanon, American University
of Beirut, Suliman S. Olayan School of Business, Beirut.

Junglas, I.A. and Watson, R.T. (2008), “Location-based services”, Communications of the ACM,
Vol. 51 No. 3, pp. 65-69.

Kamoun, F. and Almourad, M.B. (2014), “Accessibility as an integral factor in e-government web
site evaluation: the case of Dubai e-government”, Information Technology & People, Vol. 27
No. 2, pp. 208-228.

Kesharwani, A. and Bisht, S.S. (2012), “The impact of trust and perceived risk on internet banking
adoption in India: an extension of technology acceptance model”, International Journal of
Bank Marketing, Vol. 30 No. 4, pp. 303-322.

Kline, R.B. (2010), Principles and Practice of Structural Equation Modeling, The Guilford Press,
New York, NY.

Koenig-Lewis, N., Palmer, A. and Moll, A. (2010), “Predicting young consumers’ take up of mobile
banking services”, International Journal of Bank Marketing, Vol. 28 No. 5, pp. 410-432.

Kuisma, T., Laukkanen, T. and Hiltunen, M. (2007), “Mapping the reasons for resistance to
Internet banking: a means-end approach”, International Journal of Information
Management, Vol. 27 No. 2, pp. 75-85.

Lee, C.-C., Cheng, H.K. and Cheng, H.-H. (2007), “An empirical study of mobile commercein
insurance industry: task – technology fit and individual differences”, Decision Support
Systems, Vol. 43 No. 1, pp. 95-110.

Lee, M.-C. (2009), “Factors influencing the adoption of internet banking: an integration of TAM
and TPB with perceived risk and perceived benefit”, Electronic Commerce Research and
Applications, Vol. 8 No. 3, pp. 130-141.

Lin, T.-C. and Huang, C.-C. (2008), “Understanding knowledge management system usage
antecedents: an integration of social cognitive theory and task technology fit”, Information
& Management, Vol. 45 No. 6, pp. 410-417.

Ma, Z., Ma, L. and Zhao, J. (2010), “Evidence on E-banking quality in the China commercial bank
sector”, Global Journal of Business Research, Vol. 5 No. 2, pp. 73-83.

Martins, C., Oliveira, T. and 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, Vol. 34 No. 1, pp. 1-13.

Nasri, W. (2011), “Factors influencing the adoption of internet banking in Tunisia”, International
Journal of Business and Management, Vol. 6 No. 8, pp. 143-160.

Pallant, J. (2010), SPSS Survival Manual: A Step by Step Guide to Data Analysis using SPSS,
4th ed., Open University Press, Berkshire.

Saleh, H.K. (2008), “Computer self-efficacy of university faculty in Lebanon”, Educational
Technology Research and Development, Vol. 56 No. 2, pp. 229-240.

846

ITP
29,4

www.internetworldstats.com/me/lb.htm


Schumacker, R.E. and Lomax, R.G. (2010), A Beginner’s Guide to Structural Equation Modeling,
Routledge, Lawrence Erlbaum, York.

Tabachnick, B.G. and Fidell, L.S. (2007), Using Multivariate Statistics, 5th ed., Allyn & Bacon,
Needham Height, MA.

Tarhini, A., Hone, K. and Liu, X. (2013a), “Extending the TAM model to empirically investigate
the students’ behavioural intention to use e-learning in developing countries”, Science and
Information Conference (SAI), IEEE, pp. 732-737.

Tarhini, A., Hone, K. and Liu, X. (2013b), “Factors affecting students’ acceptance of e-learning
environments in developing countries: a structural equation modeling approach”,
International Journal of Information and Education Technology, Vol. 3 No. 1, pp. 54-59.

Tarhini, A., Hone, K. and Liu, X. (2013c), “User acceptance towards web-based learning systems:
investigating the role of social, organizational and individual factors in european higher
education”, Procedia Computer Science, Vol. 17 No. 1, pp. 189-197.

Tarhini, A., Hone, K. and Liu, X. (2014a), “A cross-cultural examination of the impact of social,
organisational and individual factors on educational technology acceptance between
British and Lebanese university students”, British Journal of Educational Technology,
Vol. 46 No. 4, pp. 739-755, doi:10.1111/bjet.12169.

Tarhini, A., Hone, K. and Liu, X. (2014b), “Measuring the moderating effect of gender and age on
E-learning acceptance in england: a structural equation modelling approach for an
extended technology acceptance model”, Journal of Educational Computing Research,
Vol. 51 No. 2, pp. 163-184.

Tarhini, A., Hone, K. and Liu, X. (2014c), “The effects of individual differences on e-learning users’
behaviour in developing countries: a structural equation model”, Computers in Human
Behavior, Vol. 41 No. 1, pp. 153-163.

Tarhini, A., Teo, T. and Tarhini, T. (2015), “A cross-cultural validity of the E-learning acceptance
measure (ElAM) in Lebanon and England: a confirmatory factor analysis”, Education and
Information Technologies, Vol. 21 No. 5, pp. 1269-1282, doi:10.1007/s10639-015-9381-9.

Toufaily, E., Daghfous, N. and Toffoli, R. (2009), “The adoption of ‘E-banking’ by Lebanese
banks: success and critical factors”, International Journal of E-Services and Mobile
Applications, Vol. 1 No. 1, pp. 67-93.

Venkatesh, V. and Davis, F.D. (2000), “A theoretical extension of the technology acceptance
model: Four longitudinal field studies”, Management Science, Vol. 46 No. 2,
pp. 186-204.

Venkatesh, V. and Zhang, X. (2010), “Unified theory of acceptance and use of technology:
US vs. China”, Journal of Global Information Technology Management, Vol. 13 No. 1,
pp. 5-27.

Venkatesh, V., Morris, M.G., Davis, G.B. and Davis, F.D. (2003), “User acceptance of information
technology: toward a unified view”, MIS Quarterly, Vol. 27 No. 3, pp. 425-478.

Venkatesh, V., Thong, J. and Xu, X. (2012), “Consumer acceptance and use of information
technology: extending the unified theory of acceptance and use of technology”, MIS
Quarterly, Vol. 36 No. 1, pp. 157-178.

Yahchouchi, G. (2009), “Employees’ perceptions of Lebanese managers’ leadership styles and
organizational commitment”, International Journal of Leadership Studies, Vol. 4 No. 2,
pp. 127-140.

Yi, M.Y., Jackson, J.D., Park, J.S. and Probst, J.C. (2006), “Understanding information technology
acceptance by individual professionals: toward an integrative view”, Information &
Management, Vol. 43 No. 3, pp. 350-363.

847

Use of internet
banking in
Lebanon



Yoon, H.S. and Steege, L.M.B. (2013), “Development of a quantitative model of the impact of
customers’ personality and perceptions on internet banking use”, Computers in Human
Behavior, Vol. 29 No. 3, pp. 1133-1141.

Yousafzai, S.Y. (2012), “A literature review of theoretical models of internet banking adoption at
the individual level”, Journal of Financial Services Marketing, Vol. 17 No. 3, pp. 215-226.

Yousafzai, S.Y., Foxall, G.R. and Pallister, J.G. (2010), “Explaining internet banking behavior:
theory of reasoned action, theory of planned behavior, or technology acceptance model?”,
Journal of Applied Social Psychology, Vol. 40 No. 5, pp. 1172-1202.

Yu, C.-S. (2012), “Factors affecting individuals to adopt mobile banking: empirical evidence
from the UTAUT model”, Journal of Electronic Commerce Research, Vol. 13 No. 2,
pp. 104-121.

Yuen, Y.Y., Yeow, P., Lim, N. and Saylani, N. (2010), “Internet banking adoption: comparing
developed and developing countries”, Journal of Computer Information Systems, Vol. 51
No. 1, pp. 52-61.

Zhao, F., Scavarda, A.J. and Waxin, M.-F. (2012), “Key issues and challenges in e-government
development: an integrative case study of the number one eCity in the Arab world”,
Information Technology & People, Vol. 25 No. 4, pp. 395-422.

Zhou, T., Lu, Y. and Wang, B. (2010), “Integrating TTF and UTAUT to explain mobile banking
user adoption”, Computers in Human Behavior, Vol. 26 No. 4, pp. 760-767.

Further reading

Association of Banks in Lebanon (2012), “The annual report”, available at: www.abl.org.lb/
landingpage.aspx?pageid=419 (accessed 8 February 2015).

Davis, F.D., Bagozzi, R.P. and Warshaw, P.R. (1992), “Extrinsic and intrinsic motivation to use
computers in the workplace 1”, Journal of Applied Social Psychology, Vol. 22 No. 14,
pp. 1111-1132.

El-Masri, M. and Rivard, S. (2010), “Specifying the software project risk construct”, American
Conference on Information System (AMCIS), Lima, 12-15 August, p. 468.

World Bank (2014), “World Bank national accounts data, and OECF national accounts data files”,
available at: http://data.worldbank.org/country/Lebanon (accessed 25 January 2014).

About the authors
Dr Ali Tarhini is an Assistant Professor at the College of Economics and Political Science,
Information Systems Department, Sultan Qaboos University. He holds a PhD in information
systems from the Brunel University, London, UK, and MSc in e-commerce from the University of
Essex, UK. His research interests include knowledge management, social media, ICT in
information systems (technology adoption and diffusion), cross-cultural issues in IS (at individual
and national culture, cross-cultural studies). Ali has published more than 45 articles in leading
academic journals including Computers in Human Behavior, Journal of Enterprise Information
Management, Journal of Management Development, Management Research Review, British
Journal of Educational Technology, Interactive Learning Environments. Dr Ali Tarhini is the
corresponding author and can be contacted at: ali.tarhini@hotmail.co.uk

Mazen El-Masri is an Assistant Professor of information systems in the Department of
Accounting and Information Systems of the College of Business and Economics. He obtained his
PhD in business administration (management information systems) from the HEC, Montréal,
Canada. Mazen’s research appears in a number of AIS conferences including ICIS, AMCIS, ECIS,
PACIS, and ASAC. His research interests include predictive modeling, IT project risk management,
big-data, social networks, semantics, machine learning, security, and crowd-sourcing.

848

ITP
29,4

www.abl.org.lb/landingpage.aspx?pageid=419
www.abl.org.lb/landingpage.aspx?pageid=419
http://data.worldbank.org/country/Lebanon


Dr Maged Ali is a Lecturer of business and IT at the Business School, Brunel University (UK).
Dr Ali has achieved a multi-disciplinary research background in information systems,
cross-cultural studies and business management. He has been a Visiting Lecturer at several
universities in UK and abroad (Egypt, Qatar, France, KSA). He is a Business Consultant for
several companies in UK and abroad (Egypt, Qatar, China, KSA). Dr Ali is in a Member of
Editorial Committee of several journals, as well as the Co-and-Mini-Track Chair to international
conferences. He has edited special issue journals, and publishes his scholarly work in
well-established journals and conferences.

Dr Alan Serrano is a Senior Lecturer at the Brunel University, London. He is interested on
investigating challenges organisations face when adopting information and communication
technologies (ICT) in complex environments. He has more than 26 publications in recognised
journals and international conferences such as the EJIS and Electronic Markets.

For instructions on how to order reprints of this article, please visit our website:
www.emeraldgrouppublishing.com/licensing/reprints.htm
Or contact us for further details: permissions@emeraldinsight.com

849

Use of internet
banking in
Lebanon


