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Abstract: There continues to be a gap in understanding ofwhat makes an individual reject using Internet
banking service. This is the primary research question of this study. So far, very few academic studies have
been done on internet banking adoption in Arab countries. Hence, this research aims to investigate factors that
influence the behavioral intention to use Internet banking in Yemen. Cross-sectional data were collected
from1286 respondents through a survey. Data were then analyzedby structural equation modeling. The
findingsverified the research hypotheses and confirmed that perceived ease of use and perceivedusefulness,
compatibility and trialabilityall impact attitude toward intentionof adopting Internet banking. 
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INTRODUCTION Theoretical Background

Internet banking is the most advance channel in acceptance model or TAM as it is commonly known
financial  service.  Internet banking offers many benefits wasadapted from the theory of reasoned action [1].
to banks, as well as to customers. However, when Anextension of studieshad been conducted to revise
comparing globally, the percentage of Internet banking in TAM or test its applicability in different settings [2-4].
Yemen users is not as high in the USA as in other regions According to the above discussion, TAM has been
of the world. There can be several reasons for this extended by various factors and as well was applied in
phenomenon. Consumer’s use of Internet banking various environments. However, very few studies used
requires acceptance of the technology, which can TAM in Arab countries, in general and in Yemen, in
becomplicated because it involves the changing of particular. Therefore, this study attempts to fill this gap
behavioral pattern. Moreover, internet technology could via extend TAM by compatibility and trilabilityto
bedifficult for some consumers to understand. Besides determine factors that influence individuals’ intention to
that the consumers also need to understand the use Internet banking service in the Republic of Yemen.
complexnature of financial services. At the same time,
Internet banking service must be compatiblewith the Research Model Andhypotheses Development: The
individuals’ values,  customs  and past experiencesin objective of this study is to provide a theoretically
order toadopt it. The combined effect of consumers' justified research model that extends TAM by proposing
understanding of factors could contribute to the the addition of perceived compatibility and trialability.
acceptance level of the intention of internet banking
usage.Therefore, Internet banking acceptance as studied Relative Advantages: Relative advantages refer to the
by examining the causes behind reluctant customersto degree to which an innovation provides benefits, which
use Internetbanking. This identifies the perceived supersede those of it precursor.. The positive influence of
usefulness, perceived ease of use of a technology, relative advantage on individuals’ intention to adopt
perceived compatibility andtrilabilityas determining Internet banking has been found in several previous
individual intention. studies [5,6].

Technology Acceptance Model (TAM): Technology
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H 1: Perceived relative advantage of using Internet
banking positively affects the attitude toward using the
technology.

Perceived Ease of Use: Perceived ease of use is defined as
the degree to which a person believes that using a
particular system would be free from effort. Perceived ease Fig. 1: Research Model
of use was found to influence the adoption of Internet
banking service [7-9].

H 2: Perceived ease of use of using Internet banking
positively affects the attitude toward using the
technology.

Compatibility: Compatibility refers to the extent
individuals perceive that new products or services have questionnaires  were  returned,   indicating   a  96.4
no conflict with their needs, beliefs, values and percent  rate  of  return.  The  final  count  for  this  study
experiences [10]. Several researchers have shown that was 1286 cases after  excluding incomplete
perceived compatibility has a significant direct influence questionnaires, responses from users of IB, missing data
on individuals’ intention to adopt Internet banking and outliers.
services [11].

H 3: Perceived compatibility of Internet banking with collected  data  was  employed  in  this study as
one’s values positively affects attitude toward using the suggested by [21]. First, we examined the measurement
technology. model to measure reliability and validity. Then, we

Trialability: Previous studies indicate that if the user got and direction of the relationships among the theoretical
the chance to try a new technology, this would lessen constructs.
his/her feelings of fear concerning the usage of this
technology [12, 13]. Measurement Model: A confirmatory factor analysis

H 4: Trialability of Internet banking positively affects measurement model. Table 1 shows CFA result of
attitude toward using the technology. measurement model. This finding suggests that the

Attitude: Attitude is defined as “the degree to which a The reliability and discriminant validity of the
person has a favorable or unfavorable evaluation or constructs were estimated by Cronbach alpha, composite
appraisal of the behavior in question” [14]. The effect of reliability and average variance extracted, respectively, as
attitude on intention has been confirmed in the Internet shown in Table 2.
banking domain [15-20]. Discriminant  validity  assesses  the  extent  to  which

H5: Attitude about Internet banking positively affects the concept  and  its  indicators  [24]. As shown in Table 3,
intention to use the technology.The research model for the square root of the variance shared between a
this study is shown in Figure 1. construct and its items constructed greater than the

Research Methodology: Data Collection: A total of 1500 the  model,  satisfying  criteria  for discriminant validity.
questionnaires was distributed in this study. Assigned All diagonal values exceeded the inter-construct
counter staffs requests the customer to respond the correlations.
questionnaires   and  collects  them  immediately before In brief, the measurement model demonstrated
the customers leave the bank after finishing their adequate  reliabilityand  validity.  Therefore,  we  can shift
transactions.      Using       these       procedures,       1446 to the second stage of testing the structural model.

Fig. 2: Structural model and findings

Data Analyses: The two-step procedure in analysing the

examined the structural model to investigate the strength

(CFA) using AMOS version 18, was used totest the

measurement model fits the sample data well [22, 23].

a  conceptand  its  indicators  differ  from   another

correlations  between  the  construct  and  any  other in
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Table 1: Fit Indices for the Measurement Model
Model X df X /df GFI NFI IFI TLI CFI RMSEA2 2

Measurement Model 961.127 265 3.754 .934 0.966 0.973 0.968 0.973 0.055

Table 2: Cronbach’s alpha,Composite reliability and Average variance extracted
Code Variable CA CR AVE
AT Attitude 0.948 0.904 0.760
RA Relative Advantage 0.921 0.946 0.853
EU Perceived Ease of Use 0.949 0.949 0.824
CO Compatibility 0.961 0.961 0.861
TL Trialability 0.926 0.926 0.759
IN Behavioral Intention 0.906 0.902 0.700
CA: cronbach’s alpha, CR: composite reliability, AVE: average variance extracted

Table 3: Discriminant validity.
Construct AT RA EU CO TL IN
AT 0.872
RA 0.450 0.924
EU 0.591 0.499 0.908
CO 0.545 0.353 0.518 0.928
TL 0.515 0.452 0.463 0.411 0.871
IN 0.770 0.405 0.592 0.516 0.430 0.836
Note: All correlations significant at p < 0.05. Diagonal elements are square rootsof the average variance extracted.

Table 4: Fit Indices for the Structural model
Model X df X /df GFI NFI IFI TLI CFI RMSEA2 2

Structural Model 1428.064 292 4.891 0.899 0.943 0.950 0.942 0.950 0.056

Table 5: Regression Weights
Independent Relationship Dependent Estimate S.E. C.R. P Result
AT IN 0.697 0.025 27.392 *** Supported
RA AT 0.075 0.018 4.254 *** Supported
EU AT 0.270 0.022 12.440 *** Supported
CO AT 0.221 0.020 11.094 *** Supported
TL AT 0.198 0.023 8.702 *** Supported
C.R.: Critical Ratio or t-value

Structural Model: In the second step of the structural customers' attitude. The significant effect of the perceived
equation  model,   we  run  CFA  to  test  structural  model. relative advantage on attitude is not surprising given the
A similar set of indices was used to evaluate the structural fact that the extrinsic benefits of using Internet banking
model. Table 4 present structural model test results, which are numerous. Banks should publicize these benefits to
revealed that model fit very well. create a positive attitude amongst its customer towards

As we can be seen inTable 5 and Figure 2, the Internet banking.
strength of the relationships among the constructswas Perceived easeof use ( = 0.270) significantly
represented by the respective standardized path influence attitudes towardbehavior intention to
coefficient. useInternet banking service. The positive attitude to use

RESULTS AND DISCUSSION individual’s learned to use Internet bankingquickly and

The results show that all hypotheses were supported expectations, compatibility had a strong positive and
In addition, the explanatory power of our research model highly significant influence on attitude. In Yemen, it
is estimated that the predictors of behavioral intention seems thatthe setup of the Internet banking services will
explain  56.7  percent  of its variance.Relative advantage be compatiblewith the customers, value and lifestyle and
(  = 0.075) has a direct positive and significant effect on are more likely to adopt this service.

Internet banking services is due to the reasons that

unearth that it is easy to use it. In line with the theoretical
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Next, H4 exhibited a significant relationship between 5. Kolodinsky, J.M., J.M. Hogarth and M.A. Hilgert,
trialability   and   attitude  toward  behavioral  Intention 2004. The adoption of electronic banking
( = 0.198). This finding suggests that a positive effect on technologies by US consumers, The International
intention to adopt Internet banking can be formed if Journal of Bank Marketing, 22(4): 238-259.
potential users have the opportunity to test-drive the 6. Md  Nor,  K.and  J.M.   Pearson,   2007.  The
technology. To encourage the acceptance, banks should Influence  of  Trust  on  Internet Banking
allow potential customers to try Internet banking by Acceptance. Journal of Internet Banking and
providing step-by-step demonstration on how to use Commerce, 12(2): 1-10.
Internet banking on their website. 7. Lee, M., 2009. Factors influencing the adoption of

The final hypothesis, H5 proposed that attitude will internet banking: An integration of TAM and TPB
have a positive effect on behavioral intention to use with perceived risk and perceived benefit. Electronic
Internet  banking  services.  H5  was  also  supported  as Commerce Research and Applications, 8: 30-141.
( = 0.697). Attitude had a strong positive and highly 8. Wu, J. and S. Wang, 2005. What drives mobile
significant influence on Intention to use Internet banking commerce? An empirical evaluation of the revised
services. Encouragingly, banks’ customers believe that technology acceptance model. Information and
using the Internet banking would be a pleasantexperience Management, 42: 719-729.
for them, as it is a good idea. They would be able to use 9. Wei, T.T., A.Y. Chong, K. Ooi and S. Arumugam,
the Internet banking well because they have the 2009. What drives Malaysian m-commerce adoption?
resources, knowledge and ability to use it successfully. An empirical analysis”, Industrial Management and

CONCLUSIONS 10. Rogers, E.M., 2003. Diffusion of Innovations, 5 th ed.

This paper has examined the relationship between 11. Hernandez, J.M.C. and J.A. Mazzon, 2007. Adoption
perceived relative advantage, perceived ease of use, of internet banking: proposition and implementation
compatibility, trialability, attitude and customers’ of an integrated methodology Approach.
intention to use Internet banking service.The results International Journal of Bank Marketing, 25(2): 72-88.
provide evidence for the theoretical model embracing 12. Tan, M. and T.S.H. Teo, 2000. Factors Influencing the
TAM and the constructs perceived compatibility and Adoption of Internet Banking. Journal of the
trialability. The results support the view that perceived Association for Information Systems, 1(5): 1-42.
relative advantage, perceived ease of use, compatibility, 13. Md Nor, K., E. AbuShanab and M.J. Pearson, 2008.
trialabilityare predicting variables. They have played a Internet banking acceptance in Malaysia based on
significant role in influencing individuals’ attitude toward the theory of Reasond Action. Journal of Information
adoption of Internet banking. All hypotheses were Systems and Technology Management, 5(1): 03-14.
supported. 14. Ajzen, I., 1991. The theory of planned behaviour.
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