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Abstract. Despite the rapid growth in technology and the research effort given on investigating the adoption of
electronic banking services, both banks and academic researchers in developing countries perceive the problem of
low-level adoption of electronic banking. Most studies which have investigated the adoption, acceptance, or intention
to use electronic banking, have agreed that customers «trust is one of the most important impediments that have
frustrated the success of the adoption process. Therefore, in developed countries, customers» trust became the pivot
of research studies that investigated the electronic dealings between customers and new IT/IS innovations. Recently,
a few researchers have started investigating online trust in developing countries. Although electronic banking services
have been widely adopted in developed countries, there is still low usage in developing countries such as Saudi
Arabia. This quantitative research aims to empirically determine the significant antecedents of electronic Banking
Service Adoption, as well as to explain how the Diffusion of Innovation Theory (DOIT) is being used in determining
the antecedent of electronic banking in Saudi Arabia. Using an adopted survey instrument, (5-point-Likert scale) is
used. Were eventually used to further analyse the data using mainly The Partial Least Square (PLS). This study
contribute to the body of knowledge by extending existing literature to identifying the factors influencing the acceptance
of electronic banking among banks customers, developing a comprehensive model which contributes to online
customer literature by extending the Diffusion of Innovation Theory (DOIT) to include trust and system reliability
applying them to the context of electronic banking, extending existing literature by applying the developed model to
Saudi customers, contributing to technology acceptance theories by showing the role of system reliability in the
acceptance of electronic banking, Contributing to the electronic trust literature by examining the role of customer trust
in the context of electronic banking and how it might be increased.

Keywords: electronic banking services, developing countries, Diffusion of Innovation Theory, trust, partial least
square.

Introduction. Saudi Arabia banks have been trying to adopt new technologies to provide updates
services to the government, and both private and public institutions (Tan & chew, 2016). The requirement
is for the banks to adopt new technologies like e-commerce activities and internet technology service to
meet the needs of the public and private banking systems (Teka & Sharma, 2017).

Computer technology development and subsequently, the development of the Internet in the past
century have led to the creation of a new communication system. The Internet community was introduced
to the World Wide Web, a network employed to provide and access information online and following the
launching of Internet browsers, the World Wide Web has proliferated all over the globe (Zahir & Gharleghi,
2014). The power of the Web is evidenced in the educational sector using e-Learning, in governments by
the use of e-government, and in banks by the use of e-banking. To leverage the advantages of such e-
services, user and organization circles alike must cooperate to realize the highest participation and
interaction levels.

Besides, this innovation was expediently taken up by financial organizations, with constant
enhancements made on the delivery of financial services. The main aim of the activity is to mitigate the
marginal cost for every financial transaction to bring about cost savings, and accordingly, banks developed
new channels of service delivery (Aljaafreh et al., 2015). Although the majority of bank customers are
aware of the e-banking transactions, the percentage rate of e-banking services use in developing nations
is still low (Zahir & Gharleghi, 2014).
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Moreover, as mentioned, similar to other service organizations, banks have been considerably
impacted by the technology evolution, coupled with the competitiveness among banking institutions as a
result of which, banks have been attempting to search for the new market to expand to. In this regard,
more and more financial institutions provide e-banking products to effectively distribute channels and
mitigating transaction costs and expedite the service provision (Zhong & Nieminen, 2015). Moreover, e-
banking has been adopted by banking institutions to develop the banking system, and it has proliferated
in the majority of countries. It facilitates the creation of service processes that require few internal
resources and hence, minimizes costs. It also provides extensive availability and the potential to reach
larger numbers of customers.

Literature Review. Based on the viewpoint of customers, e-banking enables access to financial
services with ease and expediency (Aljaafreh et al., 2015; Chauhan and Choudhary, 2015); Romi, 2015).
E-banking has led many banks to develop strategies of marketing and IT to remain competitive in the
market. In this regard, successful IS implementation largely hinges on the level to which a system is utilized
and adopted by the end-users. Although the financial institutions in Saudi have invested significantly in
electronic financial services systems, the consumers’ adoption of such services have not been as
expected — in that they were not as used in a higher rate. Also, while some e-banking services are mature,
others are still in their infancy. In literature, the issues of e-banking services adoption have been largely
studied but in Saudi, only a few studies have been dedicated to it. This highlights the need to investigate
the Internet users’ adoption behaviour when it comes to e-banking services, and to determine the potential
factors contributing to the e-banking services adoption among Saudi Arabia users. Banks are urged to
develop, maintain and improve their e-banking services provision to achieve competitive advantage and
form a niche in a highly competitive banking market, sustain revenues growth, obtain new customers and
retain old ones, achieving significant savings in costs of transaction and staff (Kumar, 2015). Meanwhile,
e-banking is viewed by customers as advantageous primary because of its 24/7 provision of banking
services, time-saving, and access from any location where internet connection exists, ease of use and
ease of carrying credit (Hellenic Bank Association, 2013). Moreover, e-banking supports the dynamic
response to customers' complaints and high services quality (Abu-Shanab & Al-Azzam, 2012). However,
concerns still stem from security in online transactions. According to Gherib (2014), some people are used
to face-to-face personal interaction and hence, steer clear of using internet banking where personal
interaction is lacking. In 2002, Cap Gemini Emst and Young predicted that e-commerce initiatives
spending would experience over 50% increase in the following years (CUTAC, 2002), as a single e-
banking transaction using bank website only costs $0.01. In comparison to traditional banking
transactions, this is quite minimal - teller use incurs $1.07, telephone transactions incur $0.54, and ATM
transactions incur $0.27 each, while PC software transaction (e.g., Quicken) incurs $1.50 for every
transaction. Meanwhile, banks only charge online customer's monthly service fee of $5-$10
(MsMoney.com Inc. 2002). In the context of Saudi Arabia, banks provide e-banking access without charge
to boost the use of this transaction channel. According to Pew Internet and American Life Project, there
are several factors affecting e-banking use and they are; convenience, time-saving, enhanced finances
control, no need to stand in a queue or interact with bank clerks, cost-saving, and easier information
access (Kim, 2012; Yin, 2013). Based on the estimates made by Tower Group (2001), Lin et al. (2011)
and Abbad (2011) related that 13% of U.S. households were active e-banking services users and that by
2015, e-banking will reach over 50 million U.S. households. Such estimation stemmed from the U.S.
households having higher-than-average incomes, more investable assets and higher net worth,
particularly based on age. Also, 65 million U.S. households were predicted to use e-banking by 2015
(Statistics for Online Banking, 2003). This was backed by the International Data Corporation, which
reported a steady increase in the offering of electronic services. True to the prediction, by 1998, 1200 U.S.
banks were offering online services constituting 6% and this increased to 8400 (42%) in 1999, and 12000
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(61.3%) in 2000. Finally, in 2003, a total of 15,845 (75%) U.S. banks offered online services. The above
discussion and presentation of statistics provide an overview of the U.S. scenario when it comes to e-
banking services. In Jordan, on the other hand, the Jordan Times (2001) predicted that e-banking will
become a norm in the region within 3-6 years and the banks who do not respond to the changes will lag
the rest. In the context of Saudi Arabia, e-banking also experienced low adoption when compared to
Western and other Arab countries (e.g., Kuwait with 29%, the UAE with 21% and Bahrain with 17%).

Electronic banking has several benefits for banking and financial institutions as well as for retail
customers and commercial ones as described in this section. For banks and financial institutions, the first
benefit is the notably decreased transaction costs, where transaction costs refer to the delivery cost of the
bank and its facilities. Because of the high cost of mass media advertising in the form of newspaper and
television advertisements, this contributes to the increased delivery cost of the bank products. In contrast,
through the internet web server, a graphic designer also markets for the banks and because the cost will
not be repeated, it is far more useful. Also, advertising is available online for 24 hours and through the
website the customers can access the bank any time they want. Banks can recommend their services
online as a result of which they can minimize their costs, increase savings and minimize labour. The
second bank benefit is higher income in the banks and other institutions of its kind can sell products online
through websites, this will advertise their range of products and attract more customers. For retail
customers, the first benefit is decreased cost, according to the offered banking products offered at a lower
cost online. Another benefit is comfort in that customers can do their bank transactions at the office, at
home or any location at any time, also the speed, where web servers and internet service providers come
into play. Customers will need a shorter time to make informed decisions when it comes to their financial
investments, Moving on to commercial customers, the first benefit has also cost reduction, where
customers can leverage lowest prices using various banking products, Another great benefit for general
e-banking services users is effectiveness in services use. The internet provides users services with an
expedient manner, with businesses allows paying bills via accounts, while earning as much interest as
possible for their cash reserves. Market changes can also be monitored from one minute to the next and
investments can be made based on profitable timings. The most effective solution, in this case, is the
users' awareness and knowledge, and not more money for banking authentication.

The diffusion of innovation theory was first brought forward by Rogers in 1962, where he referred to
diffusion as the process through which innovation is relayed via channels throughout time to the social
system's members. The model proposed that the adoption rate of innovation is influenced by five factors
namely, relative advantage, compatibility, trialability, observability and complexity. Specifically, relative
advantage is the level to which an innovation is viewed to be superior to the idea that came before it,
compatibility is the level to which an innovation is viewed to be consistent with the present values, prior
experiences and the requirements of potential users, complexity is the level to which an innovation is
viewed to be difficult to use and understand while trialability is the level to which an innovation may be
tested on a limited manner. Lastly, observability is the level to which the innovation outcomes can be noted
by others. Notable innovations that have a higher relative advantage, compatibility, trialability and
observability and with less complexity are predicted to be adopted faster compared to other
innovations (Rogers, 2003). Under this variable, consumer behaviour towards e-banking services is
explained. E-banking services adoption is an actual action of consumers and a total of five items were
adopted to measure the variable, gauged on a 5-point Likert scale ranging from 1 (strongly disagree) to 5
(strongly agree). Relative advantage is the level to which an innovation is viewed to be superior to its
predecessor (Moore & Benbasat, 1991). Compatibility is the level to which an innovation is viewed to be
aligned with the potential adopters’ values, past experiences and needs (Moore & Benbasat, 1991). Moore
and Benbasat (1991) referred to complexity as the level to which an innovation is believed to be difficult
to utilize. This is the level to which an innovation can be experimented with based on a limited basis (Moore
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& Benbasat, 1991). Observability was described by Moore and Benbasat (1991) as the level to which the
system can be observed by others in the organization and five items were used to measure it.

Methodology and research methods. The data gathered in a quantitative study is analysed using a
statistical method and in this study, the Partial Least Squares-Structural Equation Modelling (PLS-SEM)
with Smart PLS 3.0 M3 software was used. The PLS model has been extensively utilized in management
research as well as all social science fields (Hair et al., 2012; Lee et al., 2011), where authors made use
of it for the measurement of estimation relating to the relationship of path models made by latent
constructs. PLS-SEM involves two steps namely, the measurement model step and the structural model
step. The reliability and validity of data are measured in the former, while the hypotheses are tested in the
latter.

This study included customers of some selected Al Rajhi Bank branches as the study population,
particularly those banks offering e-banking services located in the Northern Border Region. In this regard,
the customers of 20 branches form the population of this study. Each branch asked its staff who work at
customer service in the twenty branches chosen to aid the researcher by distributing the questionnaires
to the branch customers.

The entire population chosen is homogeneous as the selected branches offer the same services to
their customers. (Barney & Hesterly, 2015), indicated that the homogenous population offers a relaxed
opportunity to conduct the sampling procedure and makes easy generalization to the population.

More specifically, the chosen branches consisted of 1,063,928 from a total of 1,989,928 customers of
the chosen banks. According to Sekaran and Bougie (2010), if the population exceeds 75,000, then the
minimum size of the sample must be 384. Moreover, based on Roscoe's rule of thumb regarding the
sample size, the suitable number of sample units for the majority of studies lies between 30 and 500 (Hill,
1998). Therefore, based on the above rule of thumb, this study's sample size is 384. This study used a
proportionate random sampling procedure for its suitability and its consideration of respondents'
heterogeneity and reduction of common survey bias (Jun et al., 2006). The proportionate random sampling
method enhances the sample representativeness by minimizing the sampling error as explained in
Chen (2015).

Results. The data gathered in a quantitative study is analysed using a statistical method and, in this
study, the Partial Least Squares-Structural Equation Modeling (PLS-SEM) with Smart PLS 3.0 M3
software was used. The PLS model has been extensively utilized in management research as well as all
social science fields (Hair et al., 2012; Lee et al., 2011), where authors made use of it for the measurement
of estimation relating to the relationship of path models made by latent constructs. PLS-SEM involves two
steps namely, the measurement model step and the structural model step. Reliability analysis examines
the measurement scales properties along with the items comprising them. It gauges the variable’s
consistency and stability (Sekaran, 2006). The procedure computes commonly used measures of scale
reliability and furnishes information on the individual items’ relationship with the scale (Teng, 2011). In this
study, Cronbach’s alpha reliability coefficient was obtained to determine the reliability of both dependent
and independent variables via the Likert scale employed. The Cronbach’s alpha value is a measurement
of the way the items are positively correlated to each other. Reliability coefficient that is nearer to 1.00 is
considered to support the goodness of the instrument, while those that are less than 0.6 are poor, and
those higher than 0.8 are considered to be good (Sekaran, 2006). The summarized report on the reliability
of coefficients is displayed below Table 1.

Zikmund and Babin (2013) referred to validity as the level of the measure’s accurate representation of
the characteristics being measured. It is a scale that helps in determining that the measurement measures
what itis supposed to measure (Pallant, 2010). Validity indicates that the scales used are devoid of random
and systematic error (Feinburg et al., 2012). Validity is of two types in PLS-SEM, with the first being
convergent validity and the second being discriminant validity. Convergent validity measures the
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effectiveness of the item in reflecting the factors they are measuring (McDonald et al, 2013), whereas
discriminant validity measures the statistical difference between two factors (Zikmund & Babin, 2013). The
next sub-sections detail the conditions for the two validity types.

Table 1. The Reliability Coefficients of Variable.

Reliability Coefficient Remarks
Less than 0.6 Poor
0.6-0.7 Acceptable
0.7-0.8 Good
0.9 or more Excellent

Source: developed by the author.

The questionnaire sets were distributed to customers to obtain their opinion on e-banking services
adoption. Seven hundred and sixty-eight (768) questionnaire sets were distributed, after which the rate of
response was increased through personal visits and self-administration of questionnaires. As a result of
such efforts, a total of 563 questionnaires were returned. The response rate obtained is aligned with the
definition provided by Jobber (1989). Out of the 563 returned questionnaires, 51 were dropped owing to
missing data, and the remaining 512 questionnaires were found to be relevant for further analysis and
testing of hypotheses. The response rate was noted at 68.2% and this is quite reasonable in the social
science field. Sekaran (2016) related that a rate of response of 35% is enough for survey studies in the
social science field. Holtom (2008) also stated that a rate of response of 35% is considered acceptable.
Table 2 tabulates the rate of response.

Table 2. Response Rate of the Questionnaire

Response Frequency
Distributed 768
Returned 563
Excluded 51
Usable 512
Response Rate 68.2

Source: developed by the author.

Missing data occur from the failure of the respondent to provide an answer to either one or some
questions/items in the questionnaire. This is a situation where a sampled element fails to respond to one
or more questions thereby becoming necessary to resolve before the data analysis process (Bultum,
2014). Arguably, missing data turns out to be a problem to be resolved when it becomes impossible to
recover the actual missing value (Scheffer, 2002). Various reasons were established for the occurrence
of missing data, one of these is the respondent’s inability to understand some questions or deliberately
decided not to respond (Sekaran & Bougie, 2010). Pallant (2011) opines that omission by the researcher
during data entering also causes missing data. Different techniques of treating missing data have been
suggested by scholars. Deb & Agrawal, (2017) and Hair et al. (2014) supported the ignoring of the
treatment of missing data. Takieddine & Sun (2015) advised against the treatment of missing data, arguing
that missing data are treated using different approaches which have varying effects on data analyses.
However, certain criteria were suggested by scholars that advocated for the treatment of missing data.
For example, Hair et al. (2017) study reveal that any questionnaire with missing data exceeding 15%
should be removed from the data file. This study followed the approach of Hair et al. (2017) and thus
removed 16 cases that have more than 15% missing data. After completing the exercise of dropping the
cases with a high percentage of missing data, of Hair et al. (2010) which states that any case of missing
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data with less than 5% can be treated as such. In the original dataset, there were a total of 23040 data
inputs, with 97 missing data, accounting for 0.004% of the data. There is no consensus. As to the
percentage of the missing value that is acceptable to obtain a valid statistical inference. According to
researchers 5% or less missing data rate can be ignored (Schafer, 1999; Tabachnick & Fidell, 2007). In
the present study, the mean replacement was used to address randomly missing values.

Table 3. Missing Values

Latent Variables Number of Missing Values
Adoption of electronic banking 14
Relative advantage 11
Compatibility 9
Complexity 5
Trialability 6
Observability 6
Total 51

Source: developed by the author.

The correlation between the latent independent variables of the study is important as it indicates the
level at which a variable can be explained by other variables in the analysis (Hair et al., 2010). According
to Pallant (2010), multicollinearity involved the relationship between independent variables. The
occurrence of multicollinearity can vehemently jeopardize the quality of estimation of coefficients thereby
affecting the statistical significance (Chauhan & Choudhary, 2015). However, multicollinearity occurs when
there is a high correlation between an unobserved latent independent construct and others (Hair et al.,
2010). It is an unacceptably high level of intercorrelation among the independent variables to the extent
that the effects of the variables cannot be separated Gherib, 2015). The value equal to and greater than
90% (r = 0.9) means that there is multicollinearity among the independent variables (Pallant, 2010).
However, a correlation matrix was examined to identify any occurrence of high correlation, that is,
multicollinearity among the independent latent variables of this study (Peticca et al., 2016; Peterson, &
Kim, 2013). The presence of multicollinearity should be assessed to ensure that multivariate data analysis
method assumptions are met. Multicollinearity refers to the level of the relationship between independent
variables in the proposed model (Hair et al., 2011). With the high value of the correlation between
variables, then multicollinearity may be present — this often arises in regression analysis which leads to
misleading outcomes and difficulty in interpreting variables' effects. Moreover, multicollinearity has also
described the presence of high correlation value between the exogenous latent constructs in the model,
in which case, the estimation of regression coefficients as well as their statistical significance may be
distorted (Hair, Black, Babin, Anderson & Tatham, 2006). It could lead to an exaggerated value of the
standard error of coefficients, which turn, could result in statistically insignificant coefficients (Tabachnick
& Fidell 2007). Several methods have been presented by prior literature for the detection of
multicollinearity, among them, being variance inflated factor (VIF) and tolerance (Kumar, 2015). If VIF
exceeds 5 and the tolerance value remains less than 0.20, then there is multicollinearity (Hair et al., 2011).

The VIF and tolerance values obtained from the exogenous variables are tabulated in Table 4. The
values remained below the cut-off laid down by Hair et al. (2011), indicating that the issue of
multicollinearity is non-existent.

Hair et al. (2006) claimed that aside from histogram use in confirming data normality, a normality
probability plot can be drawn. Data normality can also be determined through the skewness and kurtosis
values, in which case, normally distributed data is confirmed when the skewness and kurtosis values lie
between -2 and +2.
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Table 4. Tolerance and Variance Inflation Factors (VIF)

Constructs Collinearity Statistics
Tolerance VIF

Adoption of Electronic Banking 611 1.637
Relative Advantage .384 2.602
Compatibility 645 1.550
Complexity 690 1.449
Trialability 744 1.345
Observability 333 3.006

Source: developed by the author.

Another take on these values came from Hair et al. (2011) who stated that the skewness values falling
outside the range of -1 to +1 are an indication of data that has a skewed distribution. The skewness and
kurtosis values are presented in Table 5.

Table 5. Skewness and Kurtosis

Variable Mean Std. Deviation Skewness Kurtosis
Statistic Statistic Statistic Std. Error Statistic Std. Error

AEB 3.4062 .93380 -.854 111 479 221
RA 3.1003 .88483 -.289 111 -.827 221

COMPT 3.5107 .91988 -.651 111 =217 221

COMPX 3.0029 .80546 739 111 -174 221
TRI 3.4727 .95590 -.652 111 -134 221
OPS 3.4877 92767 -527 A1 -.035 221

Source: developed by the author.

The author further adds that the standard error is decreased in a large sample, which can inflate the
calculated values of skewness and kurtosis. Hence, it justifies using plots for assessing normality as
compared to other available methods. Following these recommendations made by Field (2009), a
histogram and normal probability plot were examined for ensuring the non-violation of normality
assumptions. The collected data for this study follows the normal pattern as all the bars on histogram were
closed to the normal curve as given in Figure 1 Therefore, the data of present study does not violate the
normality assumption.

The present study ran a detailed descriptive analysis of the respondents’ demographic profile, which
shows that 39.5% of the respondents were male, while the remaining 60.5% were female. As for their
ages, 40.6% of the respondents fell in the age group 31-40 years of age, 33.4% fell in the age group below
30 years of age, and 15.2% were in the age group 41-50 years of age. Lastly, 10.9% of the respondents
were above 50 years of age. As for their monthly income, 93% of the respondents earned JD1000 and
below, 4.7% earned between JD1001 and 2000, 1.6% earned JD2001-300, and finally, 0.6% earned
JD3000 and above. Majority of the respondents had bachelor’s degrees (50%), while the remaining others
had master’s degrees (14.1%), PhD (13.1%) and professional education (22.6%). Based on the frequency
statistics of the demographic variables of respondents, 37.1% of the total respondents had less than a
year experience in using e-banking services, 25.8% had two years of experience, 20.6% had three years
of experience, while 16.1% had over three years of experience in using e-banking services.
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Dependent Variable: AEB
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Figure 1. Histogram and normal probability plot
Source: developed by the author.

Overall, the respondents were from different backgrounds and had varying characteristics that form a

good representative sample to the population.

Table 6. Demographic Characteristics of the Respondents

Demographic Variables Frequency Percentage
Gender
Male 193 39.5
Female 295 60.5
| Age
Below 30 Years 163 334
31-40 Years 198 40.6
41-50 Years 74 15.2
Above 51 53 10.9
Income
Below 1000 JD 454 93.0
10001 - 2000 JD 23 47
2100 - 3000 JD 8 1.6
3100 - 4000 JD 3 6
4100 JD and Above 454 93.0
Education
Bachelor 244 50.0
Master 69 141
PhD 65 13.3
Others 110 22.5
E-Banking experiences
181 37.1
126 25.8
100 20.5
81 16.6

Source: developed by the author.
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The general picture of the tendency of respondents to e-banking adoption was analysed based on
compatibility, complexity, trialability, observability, system reliability, service visibility and perceived trust.
Table —6 shows the mean and standard deviation values, where the minimum value of the entire constructs
is 1.00, and the maximum is 5.00, representing the Likert scale utilized. Data shows that compatibility and
adoption of e-banking obtained the maximum mean of 3.51 and 3.4 respectively (with a standard deviation
of 0.805, and 0.933 respectively. The results show that the respondents tended to have high adoption
levels of e-banking services.

Table 7. Descriptive Statistics for Latent Variables

Construct Mean S. Deviation
Adoption of electronic banking 3.4062 .93380
Relative advantage 3.1003 .88483
Compatibility 3.5107 .91988
Complexity 3.0029 .80546
Trialability 34727 .95590
Observability 3.4877 92767

Source: developed by the author.

The relative advantage of innovation represents the perception level of its superiority over the idea
that came before it (Rogers, 2003). Roger's theory proposes that new technology's relative advantage
encourages the rate of its adoption. E-banking studies in prior literature indicated the positive and
significant influence of relative advantage on e-banking services adoption (e.g., Lee, 2011; Thambiah et
al., 2011; Lu et al., 2011; Chen., 2015) and therefore, this study proposes the following hypothesis for
testing:

H1: Relative advantage has a positive influence on the adoption of e-banking services.

H2: Compatibility positively influences the electronic banking services adoption.

H3: Complexity has a negative influence on e-banking services adoption.

H4: Observability positively influences the electronic banking services adoption.

H5: Trialability positively influences the electronic banking services adoption.

Table 8. Structural Model Assessment

Hypothesis Path coefficient T value P-value Decision
H1 0.126 2.65 0.042 Supported
H2 0.169 3.16 0.001 Supported
H3 -0.293 4.88 0.000 Supported
H4 0.004 0.1 0.457 Not Supported
H5 0.529 9.97 0.000 Supported

Source: developed by the author.

First, in the first hypothesis (H1), it was proposed that relative advantage has a significant relationship
to e-banking adoption and based on the path coefficient, t-value and p-value (3=0.126, t=2.65, p=0.042),
the hypothesis is supported. Additionally, the results evidenced a significant relationship between
compatibility and e-banking adoption ($=0.169, t=3.16, p=0.001), supporting H2 and a negative and
significant relationship between complexity and e-banking adoption (= -293, t=4.88, p=0.000), supporting
Hs. The study also proposed the positive and significant relationship between observability and e-banking
adoption, but the results indicated no significant relationship between the two (3=0.004, t=0.109, p=0.457),
and therefore, Hs is rejected. Moreover, trialability was supported by the results in its significant
relationship with e-banking services adoption, indicating support for Hs.
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Conclusions. Moreover, future research could conduct more related studies in electronic banking
settings in Saudi Arabia, since only a few past studies are investigating the electronic banking in Saudi
Arabia, or a comparative study could be conducted to compare between Saudi Arabia and other countries
using electronic banking. Since this study was based on DOIT theory, future research could extend this
theory and apply it in a new version in electronic banking, or other technology acceptance theories could
be applied in the Saudi Arabia context. The researcher used only one instrument, a questionnaire survey.
Thus, the researcher suggests that the qualitative method — in-depth interview — could be a suitable way
to find more factors that could influence bank customers toward electronic banking services in Saudi
Arabia. This can be better achieved when the researcher builds a trusted relationship with them and
speaks their language. The current study has targeted actual users of electronic banking services and
reported the important features motivating their engagement in electronic banking adoptions in the Saudi
Arabia context. The same approach may also be applied to non- users in a quest for pointing out areas of
design quality that need improvement or increased interactivity to overcome non-users’ apprehension.
The present study is the first that provides a deeper understanding of the influence of task technology fit
on adopting internet banking. The results of Additional research are required to confirm the influence of
these dimensions on accepting other internet technologies, such as electronic government or online
shopping. The present study reports a low variance in behavioural intentions towards the use of electronic
banking. Therefore, further research should attempt to enhance the explanatory power of the proposed
model in this study. One way to increase the explanatory power of the model is to incorporate other issues
found in previous research affecting internet banking acceptance, such as perceived user resources and
customer loyalty Due to the lack of studies conducted in the Saudi Arabia environment regarding the
acceptance of new technologies, the proposed model in the present study can serve as a blueprint for
further exploratory research. As an instrument now exists that can be used in the Arabic environment,
additional research is encouraged to validate the instrument in different settings, such as online shopping.
Moreover, more accurate measurements could be used to clarify whether bank customers are heavy or
dormant users of electronic banking. Itis recommended for future research that to reach the dormant users
of internet banking will depend on objective measures (frequency recorded by the computerized system
of a bank). A final suggestion for future research would be to conduct longitudinal research to find out
whether the customer’s behaviour toward the use of internet banking will change over time. This could
investigate the conceptual model developed in the present study in different periods and make
comparisons, consequently providing more insight into the phenomenon of the acceptance of internet
banking services.
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Xaned AdHaH Oeelic, douyeHm, [igHidHull npukopdoHHull yHieepcumem (Caydigcbka Apasisi);

Odati ®anax AnzacsiHe, ligHiqHul npukopdoHHUl yHieepcumem (Caydigcbka Apasis).

MepepaymoBM BNpoBakeHHs eneKTpoHHOro 6aHkiHra B CayaiBcbkiit Apasii: Teopis andya3ii inHoBauji

Cmpimke 3pocmarHs1 ronynspHocmi iHmepHem-mexHosoeili ma KinbKocmi Haykogux fpaub, UWo
docnidxyromb  ocobnueocmi  8rMposadKeHHsT efleKMPOHHUX  6aHKI8CbKUX mocnye  0byMOoesitoms
akmyarnbHicmb docnioxeHHs1. [pu uboMy asmopamu 3a3Ha4eHo, WO 8 KpaiHax, siki po3guearomscsi, pieeHb
3anpoeadXeHHs elIeKmpoHHO20 baHKiHey € HU3bKuM. [epesaxHa binbwicmb 00CiOXeHb ChOKYyCcOo8aHO Ha
aHanisi pieHs 008ipu KrieHmMa sIK OCHOBHO20 (haKmopy, WO CMPUMYE PO3BUMOK ma MoWUPEHHS
efleKmpoHHo20 baHkiHey. Tak, y po38UHeHUXx KpaiHax doeipa KrieHmie € Ko4o8umM 06’€KmoM HayKoeux
docnidxeHb rpu aHanizi egheKmueHoCMi efleKMpPOHHUX KOMYHIKayil Mix KrieHmamu ma iHHoeauismu IT/IS.
Asmopamu 3a3HayeHo, W0 rocryeu efeKmpoHHOo20 baHKiHey WUPOKO 3acmoCco8yMbCs 8 PO3BUHEHUX
KpaiHax, modi sk y KpaiHax, wo posgusaombcsi, makux sk Caydiecbka Apasisi, pieeHb 8UKOPUCMAaHHS
eriekmpoHHo20 baHKiH2y € Hu3bkuM. OCHOBHOK MEemOoK cmammi € aHarni3 ma emrnipudHe obrpyHmyeaHHs
ghakmopig-cmumynissmopie ernpoeadkeHHs esleKMPOHHUX baHKIBCbKUX MOC/ye i3 ypaxyeaHHsIM crieyucbiku
Teopii duapysii iHHosauili (DOIT) npu eu3HayeHHi nepedymMo8 MOWUPEHHST efTeKMpPOHHO20 baHKiHey 6
Cayadiecbkili Apasii. IHghopmauitiHy 6a3y 00CniOKeHHS CKanu pedynsmamu ornumyeaHHs1 pecrioHoeHmis. Y
cmammi 3acmocosaHo 5-banbHa-nikepmosa wkana. [lepesipky eucyHymux eainome3 30iliCHeHO 3
8UKOpPUCMAaHHAM Yacmkogoeo Memody HalUMeHWuX kKeadpamie cmpykmypHUX pieHsiHb — Partial Least
Squares-Structural Equation Modelling (PLS-SEM). BidrnogidoHo 0o ompumaHux eMnipudHux 0aHux yomupu
i3 m’amu sucyHymux eimome3 docnidxeHHs1 nidmeepdxeHo, wo dae nidcmasu 3pobumu 8UCHOBOK, WO Ha
MOWUPEHHST eneKmpoHHo20 baHKiH2y Mo3umueHO eruearoms maki pakmopu siK: 3py4Hicmb, weuodKicmb
ma 8i0HOCHO niezka anpobauis. pu ybomy ckrnadHicmb ma He 3po3yMiricmb Mocrye enekmpoHHO20
baHKiHey HeeamueHO e6nnuealmb Ha (1020 MOWUPEHHS. AemopaMu 8u3HayeHo, WO einomesa mpo
no3umueHuU 8Mnu8 MOXU8oCMi MOCMIUHO20 KOHMPOIIIO Ha MOWUPEHHS MOCITy2 e1eKMPOHHO20 baHKiHay
He nidmeepdurnacs.

Kntoyosi crosa: nocnyrit enekTpoHHoro 6aHKiHry, Kpaikm, Lo po3BMBaIOTLCS, TEOPIst PO3NOBCHOMKEHHS iHHOBALil, AOBIpa.
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