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ABSTRACT

The present research is an attempt to better understand the role of
trust in the adoption of technology-based service channels, namely
Internet and phone banking. The study conceptualizes and measures
trust, distinguishing the cognitive and affective component of trust
(the trusting beliefs), the behavioral component of trust (trusting
intentions), and the purchase behavior (intention to use), suggesting a
mediating role of trusting intentions. Then it tests a model that com-
bines the effect of trusting beliefs and trusting intentions together
with the Technology Acceptance Model variables, privacy, and security
as well as individual characteristics. Results from 762 retail bank cus-
tomers revealed a strong mediating role of trusting intention on the
intention to use and similar patterns of relationship for the two 
technology-based bank channels. Several implications for managers
and further research are discussed. © 2010 Wiley Periodicals, Inc.

The growing importance of the Internet and more generally of information and
communication technologies as new marketing and sales channels and the
opportunities they create for companies have led an important stream of research
to focus on the adoption process of these channels by consumers.
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Especially in the financial sector, new technologies have been recognized as
one of the most important factors that shape the industry trends, provoking
changes in both the structure of banking distribution channels (Barnatt, 1998;
Mols, 1999) and customer behavior (Barnatt, 1998; Jayawardhena & Foley, 2000).
Alternative bank channels, such as Internet, phone, mobile, and TV, can create
a strong competitive advantage through differentiation, value to the customer,
and cost reduction. Thus, the channel mix decisions are among the most com-
plex but also most strategic marketing decisions for bank executives (Mols,
1999; Thornton & White, 2001).

In this context, the building of consumers’ trust in such technology-mediated
environments is pointed as a critical challenge for managers and a key research
topic for academics (e.g., Schlosser, White, & Lloyd, 2006; Yang, et al., 2006). An
important body of research has established the significant role of trust in the
acceptance of e-technologies in general and e-commerce in particular. Yet, one
can observe a great disparity in the approaches of conceptualisation and meas-
urement of trust as well as in the relationship between trust and technology
acceptance variables.

This disparity may be attributed to several reasons. First, trust has been
measured in many different ways, ranging from uni-dimensional scales to two,
three, or four multi-item dimensions (Jarvenpaa, Tractinsky, & Vitale, 2000;
McKnight, Choudhury, & Kacmar, 2002; Pavlou, 2003). Second, trust has been
measured in different technology-related contexts, such as Web sites, e-retailers,
e-banking, e-shops of existing, well-known companies versus pure online play-
ers, as well as in different product categories reflecting various degrees of involve-
ment and risk, pointing that the influence of trust may be contingent upon 
the context of e-technology use (Wang et al., 2003; Schlosser, White, & Lloyd,
2006).

Also, trust has been measured at different levels, namely company level, Web
site, or e-shop level. Particularly in the case of existing, “brick-and-mortar” com-
panies, such as banks, that introduce new sales, distribution, or transaction
channels, trust should be assessed also at the channel level. Finally, the pre-
dictive effect of trust on the adoption of e-channels as well as the total explanation
of the use intention of these channels has been found to be very variable, depend-
ing on the various other factors included in the related empirical studies (Pavlou,
2003; Grabner-Krauter & Kaluscha, 2003; Njite & Parsa, 2005).

This article focuses on two banking channels, phone banking and Internet
banking, and attempts to contribute to the existing body of literature on trust
and the adoption of technology-enabled channels in several ways. First, it con-
ceptualizes and measures separately the cognitive and affective component of
trust (the trusting beliefs), the behavioral component of trust (trusting inten-
tions), and the behavioral intention (intention to use). Trusting intentions have
been given relatively little attention and in some cases have been measured
more as use intention and less as a trust construct (Schlosser, White, & Lloyd,
2006). In this study trusting intentions are tested as a mediator variable between
trusting beliefs and use intentions. Second, the two constructs of trusting beliefs
and intentions are measured at a channel—and not company—level. Such an
approach is particularly meaningful in the banking context, since, for most 
customers, trust in the bank is already established through past experience with
“traditional” channels and other means; what matters in the adoption of tech-
nology-enabled channels are trust attitude and behavior towards this specific
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environment. Third, the proposed model tests together a number of variables that
have been thus far studied mostly in an isolated manner. Finally, it allows us
to establish whether the two channels have similar adoption patterns or not.
Comparative research on alternative technology-based channels has been often
encouraged and some evidence already exists supporting that the adoption of
different channels is explained by different factors (Meuter et al., 2000; Curran &
Meuter, 2005).

The following sections present the conceptual model and state the related
hypotheses, then describe the research methodology and report the results of an
empirical study designed to test the research hypotheses. Finally, the implica-
tions of our study and suggestions for future research are discussed.

CONCEPTUAL BACKGROUND AND RESEARCH 
FRAMEWORK

The research model of the study, together with its hypotheses, is shown in 
Figure 1. Its theoretical background is based on the Technology Acceptance
Model (TAM) and the trust literature, as suggested by previous work combin-
ing these two fields, notably in the context of e-commerce (e.g., Pavlou, 2003,
Gefen, Karahanna, & Straub, 2003).

TAM draws on the fundamental sequence of the Theory of Reasoned Action
(TRA) (Fishbein & Ajzen, 1975), implying that beliefs lead to attitudes which in
turn drive behavioral intentions and finally behavior. TAM introduced the key
beliefs of perceived ease of use and perceived usefulness as predictors of behav-
ioral intentions in the context of technology adoption (e.g., Davis, 1989; Gefen,
Karahanna, & Straub, 2003). Further, most TAM-based studies concentrate on
explaining the intention to use the technology and omit attitude in the model.

Trusting intentions

Intention to use the channel

Trusting beliefs
in the channel

Perceived privacy

Perceived usefulness

Stance to new
technologies 

Information degree

Perceived transaction security

Perceived ease of use

Familiarity
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Figure 1. The research model.
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Attitude, in fact, is not part of Davis’s (1989) own, more concise, version of TAM,
and subsequent research has mainly focused on the direct relationships between
perceived ease of use and perceived usefulness on one hand, and intention to use
on the other (Gefen, Karahanna, & Straub, 2003; Venkatesh & Davis, 2000;
Pavlou, 2003; Taylor & Todd, 1995; Chau, 1996).

Trust-related literature also postulates the sequence of influence of trusting
beliefs on attitude, intention, and behavior and has been extensively used to
confirm the impact of trust, privacy, and security beliefs on behavioral intention,
specifically towards e-technologies (e.g., McKnight, Choudhury, & Kacmar, 2002;
Gefen, Karahanna, & Straub, 2003; Yousafzai, Pallister, & Foxall, 2005).

Finally, individual characteristics have proved to impact intention to use or
actual use of new technologies, especially in the early stages of their introduc-
tion (i.e., Meuter, et al., 2005). Hereafter previous research supporting the vari-
ables included in the model and their relationships is reviewed.

Trusting Beliefs and Trusting Intention

Trust in general has been given many different definitions, depending on the var-
ious angles through which it has been analyzed in disciplines such as econom-
ics (Williamson, 1975), sociology (Lewis & Weigert, 1985), social psychology (Blau,
1964), and marketing (Moorman, Deshpande, & Zaltman, 1993; Ganesan, 1994;
Sirdeshmukh, Sing, & Sabol, 2002). However, because of the multidimensional-
ity of the meaning of trust and its dynamic role, there is no general agreement
on its definition (Young & Wilkinson, 1989; Rousseau et al., 1998).

Trust is most commonly defined as a belief in a person’s competence to per-
form a specific task or an expectancy that the promise of an individual can be
relied upon (Rotter, 1971; Morgan & Hunt, 1994) or as a willingness to rely or to
depend on an exchange partner (Moorman, Deshpande, & Zaltman, 1993; Kim,
Ferrin, & Rao, 2008). As has been pointed out by several researchers, these def-
initions reflect two components of the trust construct, a cognitive aspect (i.e.,
trusting beliefs) and a behavioral aspect (i.e., trusting intentions) (Sirdeshmukh,
Singh, & Sabol, 2002; McKnight, Cummings, & Chervany, 1998; Yousafzai,
Pallister, & Foxall, 2005). The behavioral willingness is proposed as a necessary
ingredient of trust, as it indicates a greater commitment to trust. Thus, it is sug-
gested that trusting beliefs are a necessary but not sufficient condition for trust
to exist, because increasing trusting beliefs will not always have a correspon-
ding positive effect on trusting intentions and thus both belief and behavioral
intention components must be present for trust to exist (Moorman, Deshpande, &
Zaltman, 1993; Schlosser, White, & Lloyd, 2006).

One can observe that there is no general agreement on the components that con-
stitute the trusting beliefs. Building on a synthesis of the conceptual and empir-
ical work on trust adapted to an electronic context, McKnight, Choudhury, and
Kacmar (2002) and McKnight and Chervany (2002) have suggested a typology of
the construct which covers more than 90% of the 65 most important articles and
books on the subject. This conceptualization describes trusting beliefs as one’s
beliefs that the other party has one or more characteristics beneficial to oneself.
Trusting beliefs are described through four distinctive components: Competence,
one’s belief that the other party has the ability or power to do what one needs to
be done; Benevolence, one’s belief that the other party cares about and is motivated
to act in one’s interest; Integrity, one’s belief that the other party makes good-faith
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agreements, tells the truth, acts ethically and fulfills promises; and Predictability,
one’s belief that the other party’s actions are consistent over time and can be fore-
casted in a given situation.

In further discussion of these four components, McKnight and Chervany
(2002) argue that in a context where the subject has low experience with the
object of trust—as in the case of our research, where respondents were non-
users of Internet and phone banking—the dimensions of Benevolence and
Integrity may group to one, and show a greater influence: “Some or all of these
trusting beliefs will probably merge together into one construct when the trustor
knows little about the trustee, but as parties get to know each other, the trustor will
be able to differentiate among the trusting beliefs more discretely. The two most
likely to merge are integrity and benevolence, since they both imply that the trustee
will do the trustor good instead of harm” (p. 50). Their proposition has not been
empirically tested, but is in line with previous work in service (Johnson & Grayson,
2005) and business-to-business (Mollering, 2002) markets, intra-company 
(McAllister, 1995), and social relationships (Lewis & Weigert, 1985) that has referred
to cognition-based (competence) and affect-based (benevolence, integrity) trust.

Taking into account the lack of consensus on the structure of trusting beliefs,
in the present study McKnight and Chervany’s (2002) most exhaustive four-
dimensional definition of trust was adopted and tested in the specific context of
the two technology-based bank channels.

As far as trusting intentions in an e-context are concerned, they have been
defined as a person-specific construct that embodies the readiness to depend
upon or to rely upon another party and a willingness that is not based on hav-
ing control or power over the other party (McKnight, Cummings, & Chervany,
1998; Yousafzai, Pallister, & Foxall, 2005). Also, trusting intentions have been
premised to include not only the willingness to depend but also the subjective
probability of depending (McKnight, Choudhury, & Kacmar, 2002; McKnight &
Chervany, 2002).

Further, causal links can be established between trusting beliefs and trusting
intentions. In fact, beliefs, intentions, and behaviors fit together in a meaning-
ful way as they are defined to be cohesive constructs, one leading to or predict-
ing another.That is, beliefs (trusting beliefs) lead to intentions (trusting intentions)
which, in turn, become manifest in behaviors (trusting behaviors) (McKnight &
Chervany, 2002; Yousafzai, Pallister, & Foxall, 2005; Schlosser, White, & Lloyd,
2006). When one has trusting beliefs about another, one will be willing to depend
on that party (trusting intention) and if one intends to depend on that party,
then s/he will behave in ways that manifest that intention to depend (trusting
behavior).

Coming to the issue of distinguishing trusting intentions from use intentions
(i.e., trusting behaviors), research is rather mixed and ambiguous. While some
authors have measured trust intentions as use intentions (Grabner-Krauter &
Kaluscha, 2003; Schlosser, White, & Lloyd, 2006), others seem to have meas-
ured trust intentions as distinct construct (Kim et al., 2004;Yousafzai, Pallister, &
Foxall, 2005).

However, considering trusting intentions as use intentions seems mixing a will-
ingness to rely or depend on someone or something, a trust-based construct,
with use intentions, such as the specific probability to buy or use something. Use
intention is an integrative construct based on more predictors than trust, which
expresses the discreet probability to use something specific in a representative
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time frame (Fishbein & Ajzen, 1975; Pavlou & Fygenson, 2006). Hence, the pres-
ent work argues for the need to distinguish between the willingness to rely on
the Internet/phone banking medium for making some transactions and the
probability to use the Internet/phone banking for making specific transactions
for the next six- or twelve-month period of one’s life. In this vein, McKnight and
Chervany (2002) and McKnight, Choudhury, and Kacmar (2002) have suggested
that the construct of “trusting intention” is a mediating variable between “trust-
ing beliefs” and “trust-related behaviors.” Such a mediating role of trusting
intentions may explain the weak effect or the absence of direct effect between
trusting beliefs and use intentions observed in some empirical studies (Bhat-
tacherjee, 2002; Pavlou, 2003; Gefen & Straub, 2004).

In the present study these three constructs are measured separately and, accord-
ing to the preceding discussion, their relationships are hypothesized as follows:

H1: Trusting beliefs in each e-banking channel affect positively trusting inten-
tion towards the channel.

H2: Trusting intention towards the channel affects positively the use inten-
tion for the channel.

Perceived Usefulness and Perceived Ease of Use

The Technology Acceptance Model (Davis, 1989) is one of the most widely used
models predicting the use intention of information and communication tech-
nology systems. While it was originally developed to predict the use of infor-
mation systems by users in a work environment, it has, since then, been
extensively applied to explain the factors that influence the adoption of e-com-
merce and other on line systems, either with its original form or in an extended
version (e.g., Davis, 1989; Taylor & Todd, 1995; Venkatesh & Davis, 2000; Gefen,
Karahanna, & Straub, 2003). These studies have repeatedly confirmed the rel-
evance of the TAM model, yet its explanation power varies considerably from
study to study. In line with previous empirical work, in the present study Inter-
net banking and phone banking are considered as information systems incor-
porating new information and communication technologies (Locket & Littler,
1997; Pikkarainen et al., 2004).

Perceived usefulness and perceived ease of use are the two basic variables con-
stituting the beliefs that influence the attitude, the behavioral intention, and
finally, the actual use of the potential information system users. Empirical work
on the relationships among these variables has revealed various results. In
some studies, “usefulness” has no direct affect on attitudes (Davis, 1993;
Venkatesh & Davis, 2000), while it relates to “ease of use” and influences directly
use intention and/or actual use (Venkatesh & Davis, 2000; Pikkarainen et al.,
2004). In other studies, the direct relation of “usefulness” to “use intention” is
not confirmed (Jackson, Chow, & Leitch, 1997). Recently, Ravi, Carr, and Vidya
Sagar (2006), using different classification models to profile users and non-users
of Internet banking found that both perceived usefulness and ease of use pre-
dicted the use of e-banking.

Based on this background, the following hypotheses are posited:

H3a: Perceived usefulness has a positive influence on trusting intention for
each e-banking channel.
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H3b: Perceived usefulness has a positive influence on use intention for each 
e-banking channel.

H4a: Perceived ease of use has a positive influence on trusting intention for
each e-banking channel.

H4b: Perceived ease of use has a positive influence on use intention for each 
e-banking channel.

Perceived Transaction Security and Perceived Privacy

Privacy and security are issues of growing concern for consumers and seem to
be among the main obstacles for e-channels adoption and online transactions
(Kim, Ferrin, & Rao, 2008; De Ruyter, Wetzels, & Kleijnen, 2001). Many
researchers have confirmed that security and privacy have an influence on con-
sumers’ attitudes toward and use intentions of e-commerce (Grabner-Krauter &
Kaluscha, 2003; Yousafzai, Pallister, & Foxall, 2005; Liu et al., 2004). Conse-
quently, the following hypotheses are suggested:

H5a: Perceived transaction security has a positive influence on trusting inten-
tion for each e-banking channel.

H5b: Perceived transaction security has a positive influence on use intention for
each e-banking channel.

H6a: Perceived privacy has a positive influence on trusting intention for each
e-banking channel.

H6b: Perceived privacy has a positive influence on use intention for each 
e-banking channel.

Individual Characteristics

Individual characteristics have proved to impact intention to use or actual use
(Meuter et al., 2005), especially in the early stages of the introduction of new tech-
nologies, as is the case for Internet and phone banking.

Familiarity. Familiarity refers to knowledge and experience of a person with
the technology, in our case the Internet and the phone. Gefen’s empirical find-
ings (2000) supported that familiarity in an online context is one of the factors
that influence—directly or indirectly—the willingness to use a Web site both
for information or transaction purposes. Familiarity has also been studied as a
control variable in the relation between trust and use intention (Gefen & Straub,
2004). The impact of familiarity on the willingness to transact has also been
supported in a retail Internet banking context (Bhattacherjee, 2002). In accor-
dance with the above, the following hypotheses were formed:

H7a: Familiarity with Internet and digital phone services has a positive influence
on trusting intention of Internet banking and phone banking, respectively.
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H7b: Familiarity with Internet and digital phone services has a positive 
influence on use intention of Internet banking and phone banking,
respectively.

Innovativeness. Innovativeness refers to a consumer’s tendency to try or be
the first to buy new products and services and has been examined by many
researchers in different environments (Goldsmith & Hofacker, 1991). In an 
e-commerce context, most researchers have observed a positive relation between
the degree of respondents innovativeness and their attitudes towards 
e-commerce as well as between innovativeness and the use of e-channels 
(Donthu & Garcia, 1999; Blake, Neuendorf, & Valdiserri, 2003; Chang,
Cheung, & Lai, 2005).

H8a: Innovativeness has a positive influence on customers’ trusting intention
of each e-banking channel.

H8b: Innovativeness has a positive influence on customers’ use intention of
each e-banking channel.

Stance to New Technologies. The general attitude of a person towards
new technologies is believed to have a positive influence on the adoption of 
technology-based channels. Studies having examined stance to new technologies
as a factor impacting the adoption and use intention of an innovation, of a new
information system or of a new e-channel have found its influence to be signif-
icant (Dickerson & Gentry, 1983; Marshall & Heslop, 1988). In the present study,
this construct is considered as an important factor for the building of trusting
intention and the prediction of use intention.

H9a: Stance to new technologies has a positive influence on trusting intention
for each e-banking channel.

H9b: Stance to new technologies has a positive influence on use intention for
each e-banking channel.

Level of Customer Information. The lack of knowledge about the avail-
ability and the advantages of e-banking services has been identified as an inhibit-
ing factor in adoption of such channels (Sathye, 1999). Pikkarainen et al. (2004),
in an enhanced TAM study for the adoption of e-banking, revealed that the
awareness of and the amount of information about e-channels that bank cus-
tomers have was a critical factor for its adoption and influenced directly its use
intention. More recently, Gerrard, Barton, and Devlin (2006), in a qualitative
study, found that the third most frequently mentioned reason for not using
Internet banking was the lack of awareness about the service. Furthermore,
the role of information about the existence and the advantages of alternative
bank channels for their adoption was one of the key issues mentioned by bank
managers in the qualitative study preceding the design of the survey.

H10: The level of customer information for each channel has a positive influ-
ence on use intention for the channel.
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RESEARCH METHODOLOGY

In order to test our hypotheses, a large-scale bank customer survey was designed
and conducted under the auspices of the Hellenic Bank Association. The top six
Greek banks, which represent 72% of total bank assets in Greece, agreed to 
participate in the study by giving to the researchers access to their branches
for data collection. Prior to the design of the survey, a qualitative study was con-
ducted with bank managers in order to elicit priority issues regarding alter-
native bank channels, opinions on the factors affecting their adoption by retail
customers, and to obtain input for the questionnaire. Twelve executives (four
senior and eight middle management) coming from the six banks participating
in the data collection were personally interviewed. These interviews revealed
that the two priority channels are Internet and phone banking, which are in
the late introduction–early growth stage, while mobile banking applications
are still in their infancy and are expected to grow rather slowly. Trust was
mentioned as a key factor leading customers to try and adopt these channels,
while privacy and security issues were identified as key concerns for customers,
inhibiting their willingness to use the channels. The amount of information
customers have on the availability and the benefits of e- and phone banking was
also considered by managers as an important factor for accelerating the adop-
tion of these channels.

Data Collection and Sample

Before the data collection, a pilot study was conducted in order to test both the
questionnaire and the customer approach. Seventy-four questionnaires were
filled through personal interviews inside four bank branches. The response rate
of this pilot study was 9% and the mean time of each interview 29 minutes. This
pre-test led to wording corrections and to the improvement of the customer
approach.

For the final survey, retail bank customers of the banks that participated in
the research were personally interviewed. The interviews were conducted inside
20 branches of the six banks in the Attica region, Athens, Greece. The number
of branches per bank was determined according to the population size and the
number of bank branches in this region; branches were selected randomly. Inside
each branch, a random systematic sampling was adopted during the whole work-
ing day and in a fortnight time frame. The sample obtained consisted of 762
usable questionnaires, the response rate was 13.4%, and the mean time of each
interview 23 minutes.

Since the purpose of the study was to investigate the factors that explain
the use intention of two innovative channels, respondents were filtered as
branch and ATM users who do not use any other bank channel. The profile of
the sample is shown in Table 1. The comparison of the demographics of the sam-
ple with those of the population allowed us to conclude that the sample was
representative of banks’ customers at a national level. In addition, the sam-
ple size was large enough to support the needs of the applied multivariate
analysis of Structural Equation Modeling (Bentler & Chou, 1987; Hair et al.,
1998).
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Variables and Their Measures

The items used in the questionnaire are shown in Appendix A.Trusting beliefs in
the channel were measured as mentioned above through the four components of
competence, integrity, benevolence, and predictability on multiple-item scales
(McKnight, Choudhury, & Kacmar, 2002; McKnight & Chervany, 2002). Scales
validated in previous research were used, adjusted to the specific context of
Internet and phone banking (Doney & Cannon, 1997; Mayer & Davis, 1999;
McKnight, Choudhury, & Kacmar, 2002); however, because adjustments of some
items were considerable the scale was considered as new. The “trusting intention”
variable was adapted from McKnight, Choudhury, and Kacmar (2002) and 
McKnight and Chervany (2002), but, for the same reason, it was treated as new
scale. The “use intention” variable was measured as a single element. “Innova-
tiveness” was measured though five items adapted from Oliver and Bearden
(1985) and Goldsmith and Hofacker (1991). “Stance to new technologies” was
measured using five items coming from the work of Dickerson and Gentry (1983)
and Kim and Prabhakar (2002). “Familiarity” items were taken from the scales
of Griffin, Babin, and Attaway (1996). “Perceived transaction security” and “per-
ceived privacy” variables were measured using scales validated in previous
research, adjusted to the specific context of Internet and phone banking 
(Jarvenpaa, Tractinsky, & Vitale, 2000). Finally, “perceived usefulness” and “per-
ceived ease of use” were adopted from TAM (Davis, 1989) and adjusted to the
specific channels context. For all measures a 7-point Likert scale was used.

Measurement Validation, Purification, and Psychometric
Properties

Since some scale items were adapted to the specific context of the research, an
exploratory factor analysis (EFA) was first conducted, followed by a confirma-
tory factor analysis (CFA) (Hair et al., 1998). The EFA method used to extract
the factors was the “Principal Component Analysis” followed by the “Varimax”
rotation. The analysis revealed the following results:

1. The four dimensions of “trusting beliefs” were grouped into two, the first merg-
ing “competence” and “predictability,” and the second grouping “benevolence”

Table 1. Demographics of the Sample and Population.

Population (bank
Sample customers)*

Gender male 50.1% 52%
female 49.9% 48%

Age 18–29 29.1% 28%
30–49 35.3% 40%
50–59 19.6% 18%
60� 16.0% 14%

Education Lower than high school 19.2% 24%
High school 45.4% 48%
College 15.7% 12%
Graduate or higher 19.7% 16%

*Source: Hellenic Bank Federation, 2002.
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and “integrity.”This result is consistent with the cognitive and affective struc-
ture of trusting beliefs, suggested by some authors but not empirically estab-
lished in the context of technology-based channels,as reviewed in the literature
section (McKnight & Chervany, 2002; Johnson & Grayson, 2005; Mollering,
2002; McAllister, 1995; Lewis & Weigert, 1985). Following this finding, in the
subsequent analysis were introduced those two dimensions of cognitive (com-
petence and predictability) and affective (benevolence and integrity) trust-
ing beliefs.

2. “Perceived security transaction” and “perceived privacy” formed two dis-
tinct factors.

3. The “trusting intention” and the “use intention” constructs formed two
distinct factors, confirming the hypothesis that there is a clear distinc-
tion between them.

4. The “familiarity,” “innovativeness,” and “stance to new technologies” con-
structs formed a separate factor each.

It is worth noting that the same factors were formed for both Internet and
phone banking. Following these results, a CFA was carried out, using structural
equation modeling (SEM) (Byrne, 1998), in order to purify the measures employed
in this study, examine the dimensionality of the scales, and assess their psy-
chometric properties. Table 2 presents the results.

All indices of goodness of fit and the psychometric properties of the scales
(composite reliability, convergent validity, and discriminant validity) are within
the accepted levels (Bagozzi & Yi, 1988; Hair et al., 1998).

RESULTS AND HYPOTHESES TESTING

In order to test our hypotheses, a Structural Equation Modeling analysis was
run (AMOS 5.0). Results of the two structural models for Internet and phone
banking are shown on Tables 3 and 4, respectively.

To a large extent similar patterns are observed for Internet and phone bank-
ing. Differences between the two channels concern the role of (a) the two TAM
variables (perceived ease of use and perceived usefulness) and (b) two individ-
ual characteristics, innovativeness and stance to new technologies. Specifically,

• Hypothesis 1, stating the influence of trusting beliefs on trusting inten-
tions, is confirmed for both channels, for the affective component of trust.
The strength of this relationship is not only significant but also quite
strong, among the three strongest of the model.

• H2, stating the influence of trusting intentions on channel’s use inten-
tion, is confirmed for both channels, revealing this link as the model’s
strongest effect for phone and the second strongest effect for Internet
banking.

• H3a, stating the influence of perceived usefulness on trusting inten-
tions, is confirmed for both channels, while H3b stating the influence of
perceived usefulness on use intention is confirmed only for the Internet
banking.
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• H4a, stating the influence of perceived ease of use on trusting intentions,
is rejected for both channels, while H4b, stating the influence of perceived
ease of use on use intention, is confirmed only for the phone banking.

• H5a, stating the influence of perceived transaction security on trusting
intentions, is confirmed for both channels, with a relatively strong impact;
H5b, stating the influence of perceived transaction security on use inten-
tion, is rejected for both channels.

• H6a, stating the influence of perceived privacy on trusting intentions, is
rejected for both channels. H6b, stating the influence of perceived privacy
on use intention, is also rejected for both channels.

• H7a, stating the influence of familiarity on trusting intentions, is rejected
for both channels. H7b, stating the influence of familiarity on use inten-
tion, is confirmed only for Internet banking.

• H8, stating the influence of innovativeness on trusting intentions, is rejected
for both channels. H8b, stating the influence of innovativeness on use inten-
tion, is confirmed for phone banking and rejected for Internet banking.

• H9a, stating the influence of stance to new technologies on trusting inten-
tions, is confirmed for both channels. H9b, stating the influence of stance to
new technologies on use intention, is confirmed only for Internet banking.

Table 3. Results for Internet Banking.

Paths and Significant Loadings Standardized Coefficients

Trusting Intention ← Affective Channel Trust 0.304
Use Intention ← Trusting Intention 0.352
Use Intention ← Perceived Usefulness 0.104
Trusting Intention ← Perceived Usefulness 0.127
Trusting Intention ← Perceived Security 0.355
Use Intention ← Familiarity 0.106
Trusting Intention ← Stance to New Technologies 0.147
Use Intention ← Stance to New Technologies 0.261
Use Intention ← Level of Information 0.174

All coefficients are significant at 0.01. Fit indices: CMIN/d.f.: 2141/754�2.840, RMSEA: 0.049, GFI: 0.875,
AGFI: 0.857, CFI: 0.938, TLI: 0.932.

Table 4. Results for Phone Banking

Paths and Significant Loadings Standardized Coefficients

Trusting Intention ← Affective Channel Trust 0.335
Use Intention ← Trusting Intention 0.401
Trusting Intention ← Perceived Usefulness 0.115
Use Intention ← Perceived Easy of Use 0.076*
Trusting Intention ← Perceived Security 0.358
Use Intention ← Innovativeness 0.103
Trusting Intention ← Stance to New Technologies 0.074*
Use Intention ← Level of Information 0.187

Coefficients are significant at 0.01. * Significant at 0.05. Fit indices: CMIN/d.f.: 1845/753�2.450, RMSEA:
0.044, GFI: 0.888, AGFI: 0.872, CFI: 0.946, TLI: 0.941.



DIMITRIADIS AND KYREZIS
Psychology & Marketing  DOI: 10.1002/mar

812

• Finally, H10, stating the influence of level of customer information on use
intention, is confirmed for both channels.

DISCUSSION AND IMPLICATIONS

The main objective of this paper was to conceptualize and measure trusting
intention as a distinct construct and then to test its mediating role in building
intention to use Internet and phone as bank transaction channels.

Previous studies had addressed this issue in a rather ambiguous way, some
authors having measured trust intentions as use intentions (i.e., Grabner-
Krauter & Kaluscha, 2003; Schlosser, White, & Lloyd, 2006), while others have
considered trust intentions as a distinct construct (Kim et al., 2004; Yousafzai,
Pallister, & Foxall, 2005). Our results show that although related, trusting inten-
tion and trusting behaviors (use intention) are two distinct constructs. Further,
the links between trusting beliefs, trusting intention, and use intention have
the highest coefficients, indicating that this chain of effects constitutes the back-
bone of the model. Trusting intention, as a mediator between trusting beliefs and
trusting behavior (use intention), proved to be the most important variable in
explaining the use intention for both channels.

This finding confirms the mediating role of trusting intention in the trusting
beliefs–use intention relationship suggested by recent research (McKnight &
Chervany, 2002; McKnight, Choudhury, & Kacmar, 2002; Grabner-Krauter &
Kaluscha, 2003). To our knowledge, this is the first time that these three con-
structs have been measured distinctly and their links empirically tested in 
market relationships, particularly in the context of financial services or tech-
nology-enabled channels. The establishment of the mediating role of trusting
intentions contributes to a better understanding of the distinction among trust-
ing beliefs, trusting intentions, and behavioral intentions and enriches both the
TAM-based and the trust-related theoretical background presented in the lit-
erature review section.

Considering the link between trusting beliefs and trusting intention, it proved,
in our case, to be based on the affective beliefs of benevolence and integrity,
while the effect of cognitive trusting beliefs (competence and predictability) was
not significant. This result can be explained by the fact that respondents were
non-users of Internet and phone banking and, thus, knew little about the ben-
efits of these channels and were not familiar with or informed about them. In
the absence of these factors, customers would tend to rely on these new bank-
ing channels mainly if they believe that these channels and the bank that offers
them operate with moral sense, integrity, transparency, and goodwill. This is
consistent with McKnight and Chervany’s (2002) proposition that when some-
one does not know the object of trust (which is the case here), s/he will rely
mostly on the benevolence and integrity beliefs. Probably, when customers
engage in Internet or phone banking transactions in the future and gain expe-
rience with them, different relationships may evolve.

As far as the total model is concerned, the similar patterns of relationships
among variables for Internet and phone banking suggest that the observed pat-
terns are robust. The effects on trusting intention are the same for both chan-
nels: trusting intention is affected by affective trusting beliefs, perceived
transaction security, perceived usefulness, and stance to new technologies.
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Effects on use intention are somewhat different between channels: In the
case of Internet banking, use intention is influenced by perceived usefulness,
familiarity, and stance to new technologies, while the intention to use phone
banking is influenced by perceived ease of use and innovativeness. These dif-
ferences can probably be attributed to the fact that consumers are less famil-
iar with the Internet, as compared to the digital phone technology, and consider
the Internet as a channel that incorporates much more technology than the
phone; consequently the positive stance towards technology and the level of
familiarity play an important role for the Internet as a banking transaction
technology. On the other hand, customers are very familiar with the technology
of the digital phone, but conducting banking transactions with it is something
very new to them; as a result, the degree of innovativeness and the ease of use
become important factors for its bank-use adoption.

Finally, it is worth noting that the level of customer information about the
channel, a variable that has very seldom been studied in relation to e-channels,
proved to have not only a significant effect, but an effect that is stronger 
than that of the TAM variables. This finding confirms earlier preliminary evi-
dence that customers’ awareness of and the amount of information about 
e-channels were critical factors for their adoption (Pikkarainen et al., 2004,
Gerrard, Barton, & Devlin, 2006).

From a managerial perspective, it has been widely stated that marketing
managers face the challenge of establishing consumers’ trust in a variety of
contexts, but doing so in computer-mediated environments may be particularly
difficult (Naquin & Paulson, 2003; Schlosser, White, & Lloyd, 2006). The results
of the present study offer grounds for several propositions for action.

The first substantive issue concerns the building of positive trusting beliefs.
The important role of the affective trusting beliefs revealed by this study can help
managers to find ways to accelerate alternative channels’ adoption. Results
show that customers will be most likely to adopt these channels if they believe
that the bank will treat them fairly, especially in the case of a problem with
their transactions over the new channels, if they believe that banks have estab-
lished rules, polices, and procedures that make the delivery of transactions safe,
and if there is a framework of transparency and integrity for these channels.
These are the key elements to be clearly established and communicated to 
customers.

Then, managers need to consider the other factors that ultimately build inten-
tion to use, through the main driver, trusting intention. The marketing mix
actions should focus on transaction security, on channels’ usefulness (mainly
for Internet banking), and on channels’ ease of use (mainly for phone banking).
In addition, the quality and quantity of information about the advantages of
new channels has to be a communication priority for achieving this goal. Such
information should emphasize arguments such as usefulness (low cost, con-
venience), ease of use, and transparency.

Concerning the important issue of transaction security, to make customers feel
safe in using alternative channels banks should explain the potential risks of
personal data loss, hacking, “phishing,” and other security issues and inform
customers about banks’ procedures to handle privacy and security problems.
Going a step further, managers could educate customers on the security behav-
iors customers themselves should adopt in order to minimize risks associated
with such issues.
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Last but not least, positioning new channels on trust and targeting customers
who are innovative and have a positive stance to new technologies could be sug-
gested as an effective marketing strategy for speeding up the adoption of these
channels and creating a sustainable channel competitive advantage.

Limitations and Future Research

As with any field research, this work and its conclusions are not free of limita-
tions. A first limitation refers to the cultural context of the study. Even if these
results are representative for Greece, it can be expected that cultural differ-
ences influence the individual characteristics of innovativeness and stance to
new technologies as well as the ways trust is built (Cyr, 2008; Kim, 2008). Addi-
tionally, although this study controlled for the familiarity of respondents with
the related technology, the level of Internet penetration and more generally the
stage of development of new technologies in a country may influence the accep-
tance of alternative bank channels.

Finally, another limitation refers to the variables included in the conceptual
framework. Although this study examined many variables derived from refer-
ences on trust, distribution channels, e-commerce, and technology acceptance,
other context-specific or individual variables may contribute to explaining the
use intention.

Thus, the present findings need to be confirmed by replicating the study in
different cultural contexts and in bank markets of various stages of alternative
channels growth. Further confirmation would also include testing the proposed
model for other technology-based bank channels, such as mobile or TV banking
and for specific bank transactions. Different e-banking channels will allow the
validation of the scales used in this study to measure trusting beliefs in a chan-
nel as well as the resulting two-dimensional structure of affective and cognitive
trust. Including different bank transactions would help to better understand
the use intention–building process. Since trust and security are important fac-
tors in shaping use intention, different levels of transaction complexity and
risk—for instance, information versus monetary bank transactions—will prob-
ably yield different levels of use intention.

An extension of the proposed framework could include variables such as cus-
tomer experience, self-confidence, risk taking, products holding, and parallel
use of alternative channels. In fact it would be useful to measure the effect of
trust and the rest of the variables studied not only on use intention but also on
the degree of current use (frequency, number and type of transactions, number
of channels).

REFERENCES

Anderson, R. E., & Srinivasan, S. S. (2003). E-satisfaction and e-loyalty: A contingency
framework. Psychology & Marketing, 20, 123–138.

Bagozzi, R. P., & Yi, Y. (1988). On the evaluation of structural equation models. Journal
of the Academy of Marketing Science, 16, 74–94.

Barnatt, C. (1998). Virtual communities and financial services: Online business poten-
tials and strategic choice. International Journal of Bank Marketing, 16, 161–169.

Bentler, P. M., & Chou, C. P. (1987). Practical issues in structural modeling. Sociological
Methods and Research, 16, 78–117.



LINKING TRUST TO USE INTENTION
Psychology & Marketing  DOI: 10.1002/mar

815

Bhattacherjee, A. (2002). Individual trust in online firms: Scale development and initial
test. Journal of Management Information Systems, 19, 211–241.

Blake, B. F., Neuendorf, K. A., & Valdiserri, C. M. (2003). Innovativeness and variety of
Internet shopping. Internet Research: Electronic Networking Applications and Pol-
icy, 13, 156–169.

Blau, P. (1964). Exchange and power in social life. New York: John Wiley.
Byrne, B. (1998). Structural equation modeling with LISREL, PRELIS and SIMPLIS:

Basic concepts, applications and programming. Mahwah, NJ: Lawrence Erlbaum 
Associates.

Chang, M. K., Cheung, W., & Lai, V. S. (2005). Literature derived reference models for the
adoption of online shopping. Information & Management, 42, 543–559.

Chau, P. Y. K. (1996). An empirical investigation on factors affecting the acceptance of
CASE by systems developers. Information and Management, 30, 269–280.

Curran, J. M., & Meuter, M. L. (2005). Self-service technology adoption: Comparing three
technologies. Journal of Services Marketing, 19, 103–113.

Cyr, D. (2008). Modelling web site design across cultures: Relationships to trust, satis-
faction, and e-loyalty. Journal of Management Information Systems, 24, 47–72.

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of
information technology. MIS Quarterly, 13, 319–339.

Davis, F. D. (1993). User acceptance of information technology: System characteristics,
user perceptions, and behavior impacts. International Journal of Man Machine Stud-
ies, 38, 475–487.

De Ruyter, K., Wetzels, M., & Kleijnen, M. (2001). Customer adoption of e-service: An
experimental study. International Journal of Service Industry Management, 12,
184–207.

Dickerson, M. D., & Gentry, J. W. (1983). Characteristics of adopters and non-adopters of
home computers. Journal of Consumer Research, 10, 225–235.

Doney, P. M., & Cannon, J. P. (1997). An examination of the nature of trust in buyer–seller
relationships. Journal of Marketing, 61, 35–51.

Donthu, N., & Garcia, A. (1999). The Internet shopper. Journal of Advertising Research,
39, 52–58.

Eastlick, M. A., Lotz, S. L., & Warrington, P. (2006), Understanding online B-to-C rela-
tionships: An integrated model of privacy concerns, trust, and commitment. Journal
of Business Research, 59, 877–886.

Fishbein, M., & Ajzen, I. (1975). Belief, attitude, intention and behavior: An introduction
to theory and research. Reading, MA: Addison-Wesley Publishing.

Ganesan, S. (1994). Determinants of long-term orientation in buyer–seller relationships.
Journal of Marketing, 58, 1–19.

Gefen, D. (2000). E-commerce: The role of familiarity and trust. Omega, 28, 725–737.
Gefen, D., Karahanna, E., & Straub, D. W. (2003). Trust and TAM in online shopping: An

integrated model. MIS Quarterly, 27, 52–82.
Gefen, D., & Straub, D. W. (2004). Consumer trust in B2C e-commerce and the importance

of social presence: Experiments in e-products and e-services. The International Jour-
nal of Management Science, 3, 407–424.

Gerrard, P., Barton, J., & Devlin, F. (2006). Why consumers are not using Internet bank-
ing: A qualitative study. Journal of Services Marketing, 20, 160–168.

Goldsmith, R. E., & Hofacker, C. F. (1991). Measuring consumer innovativeness. Journal
of the Academy of Marketing Science, 19, 209–221.

Grabner-Krauter, S., & Kaluscha, E. (2003). Empirical research in online trust: A review
and critical assessment. International Journal of Human-Computer Studies, 58,
783–812.

Griffin, M., Babin, B. J., & Attaway, J. (1996). Anticipation of injurious consumption out-
comes and its impact on consumer attributions of blame. Journal of the Academy of
Marketing Science, 24, 314–327.



DIMITRIADIS AND KYREZIS
Psychology & Marketing  DOI: 10.1002/mar

816

Hair, J. F., Anderson, R. E., Tatham, R. L., & Black W. C. (1998). Multivariate data analy-
sis. Englewood Cliffs, NJ: Prentice-Hall.

Jackson, C. M., Chow, S., & Leitch, R. A. (1997). Toward an understanding of the behav-
ioral intention to use an information system. Decision Sciences, 28, 357–389.

Jarvenpaa, S. L., & Todd, P. A. (1997). Consumer reactions to electronic shopping on the
Word Wide Web. International Journal of Electronic Commerce, 1, 59–88.

Jarvenpaa, S. L., Tractinsky N., & Vitale, M. (2000). Consumer trust in an Internet store.
Information Technology and Management, 1, 45–71.

Jayawardhena, C., & Foley P. (2000). Changes in the banking sector: The case of Inter-
net banking in the UK. Internet Research: Electronic Networking: Application and
Policy, 10, 19–30.

Johnson, D., & Grayson, K. (2005). Cognitive and affective trust in service relationships.
Journal of Business Research, 58, 500–507.

Kim, J. D. (2008). Self-perception-based versus transference-based trust determinants in
computer-mediated transactions: A cross-cultural comparison study. Journal of Man-
agement Information Systems, 24, 13–45.

Kim, K. K., & Prabhakar, B. (2002). Initial trust and the adoption of B2C e-commerce:
The case of Internet banking. The DATA BASE for Advances in Information Systems,
35, 50–64.

Kim, P. H., Ferrin, D. L., Cooper, C. D., & Dirks K. T. (2004). Removing the shadow of sus-
picion: The effects of apology versus denial for repairing competence- versus integrity-
based trust violations. Journal of Applied Psychology, 89, 104–118.

Kim, D. J., Ferrin, D. L., & Rao, H. R. (2008). A trust-based consumer decision-making
model in electronic commerce: The role of trust, perceived risk, and their antecedents.
Decision Support Systems, 44, 544–564.

Kolodinsky, J. M., Hogarth, J. M., & Hilgert, M. A. (2004). The adoption of electronic bank-
ing technologies by U.S. consumers. International Journal of Bank Marketing, 22,
238–259.

Lewis, J. D., & Weigert, A. J. (1985). Trust as a social reality. Social Forces, 63, 967–985.
Liu, C., Marchewka, J. T., Lu, J., & Yu, C. S. (2004). Beyond concern: A privacy-

trust-behavioral intention model of electronic commerce. Information & Management,
42, 289–304.

Locket, A., & Littler, D. (1997). The adoption of direct banking services. Journal of Mar-
keting Management, 13, 791–811.

Marshall, J., & Heslop, L. (1988). Technology acceptance in Canadian retail banking: A
study of consumer motivations and use of ATMs. International Journal of Bank Mar-
keting, 6, 341–359.

Mayer, R. C., & Davis, J. H. (1999). The effect of the performance appraisal system on trust
for management: A field quasi-experiment. Journal of Applied Psychology, 84, 123–136.

McAllister, D. J. (1995). Affect- and cognition-based trust as foundations for interper-
sonal cooperation in organizations. The Academy of Management Journal, 38, 24–59.

McKnight, D. H., & Chervany, N. L. (2002). What trust means in e-commerce customer
relationships: An interdisciplinary conceptual typology. International Journal of Elec-
tronic Commerce, 6, 35–59.

McKnight, D. H., Choudhury, V., & Kacmar, C. (2002). Developing and validating trust
measures for e-commerce: An integrated typology. Information Systems Research, 13,
334–359.

McKnight, D. H., Cummings, L. L., & Chervany, N. L. (1998). Initial trust formation in
new organizational relationships. The Academy of Management Review, 23, 473–490.

Meuter, M. L., Bitner, M. J., Ostrom, A. L., & Brown, S. W. (2005). Choosing among alter-
native service delivery modes: An investigation of customer trial of self-service tech-
nologies. Journal of Marketing, 69, 61–83.

Meuter, M. L., Ostrom, A. L., Roundtree, R. I., & Bitner, M. J. (2000). Self-service tech-
nologies: Understanding customer satisfaction with technology-based service encoun-
ters. Journal of Marketing, 64, 50–64.



LINKING TRUST TO USE INTENTION
Psychology & Marketing  DOI: 10.1002/mar

817

Mollering, G. (2002). Perceived trustworthiness and inter-firm governance: Empirical
evidence from the UK printing industry. Cambridge Journal of Economics, 26, 139–160.

Mols, N. P. (1999). The Internet and the banks’ strategic distribution channel decisions.
International Journal of Bank Marketing. 17, 295–300.

Moorman, C., Deshpande, R., & Zaltman, G. (1993). Factors affecting trust in market
research relationships. Journal of Marketing, 57, 81–101.

Morgan, R. M., & Hunt, S. D. (1994). The commitment-trust theory of relationship mar-
keting. Journal of Marketing, 58, 20–38.

Naquin, C. E., & Paulson, G. D. (2003). Online bargaining and interpersonal trust. Jour-
nal of Applied Psychology, 88, 113–20.

Njite, D., & Parsa, G. H. (2005). Structural equation modelling of factors that influence
consumer Internet purchase intentions of services. Journal of Service Research, 5,
44–59.

O’Cass, A., & Fenech, T. (2003). Webretailing adoption: Exploring the nature of Internet
users webretailing behavior. Journal of Retailing and Consumer Services, 10, 81–94.

Oliver, R. L., & Bearden, W. O. (1985). Crossover effects in the theory of reasoned action:
A moderating influence attempt. Journal of Consumer Research, 12, 324–340.

Pavlou, P. A. (2003). Consumer acceptance of electronic commerce: Integrating trust and
risk with the technology acceptance model. International Journal of Electronic Com-
merce, 7, 101–134.

Pavlou, P. A., & Fygenson, M. (2006). Understanding and predicting electronic com-
merce adoption: An extension of the theory of planned behavior. MIS Quarterly, 30,
115–143.

Pikkarainen T., Pikkarainen K., Karjaluoto H., & Pahnila, S. (2004). Consumer acceptance
of online banking: An extension of the technology acceptance model. Internet Research:
Electronic Networking Applications and Policy, 14, 224–235.

Ravi, V., Carr, M., & Vidya Sagar, N. (2006). Profiling of Internet banking users in India
using intelligent techniques. Journal of Service Research, 6, 62–73.

Rotter, J. B. (1971). Generalized expectancies for interpersonal trust. American Psy-
chologist, 26, 443–452.

Rousseau, D., Sitkin, S., Burt, R., & Camerer, C. (1998). Not so different after all: A cross-
discipline view of trust. Academy of Management Review, 23, 393–404.

Sathye, M. (1999). Adoption of Internet banking by Australian consumers: An empirical
investigation. International Journal of Bank Marketing, 17, 324–334.

Schlosser, A. E., White, T. B., & Lloyd, S. M. (2006). Converting web site visitors into buy-
ers: How web site investment increases consumer trusting beliefs and online pur-
chase intentions. Journal of Marketing, 70, 133–148.

Sirdeshmukh, D., Singh, J., & Sabol, B. (2002). Consumer trust, value and loyalty in rela-
tional exchanges. Journal of Marketing, 66, 15–27.

Taylor, S., & Todd, P. (1995). Understanding information technology usage: A test of com-
peting models. Information Systems Research, 6, 144–176.

Thornton, J., & White, L. (2001). Customer orientations and usage of financial distribu-
tion channels. Journal of Services Marketing, 15, 168–185.

Tyler, K., & Stanley, E. (2007). The role of trust in financial services business relation-
ships. Journal of Services Marketing, 21, 334–344.

Venkatesh, V., & Davis, F. D. (2000). A theoretical extension of the technology acceptance
model: Four longitudinal field studies. Management Science, 46, 186–204.

Venkatesh, V., & Morris, M. G. (2000). Why don’t men ever stop to ask for directions?
Gender, social influence, and their role in technology acceptance and usage behavior.
MIS Quarterly, 24, 115–139.

Wang, Y. S., Wang, Y. M., Lin, H. H., & Tang, T. I. (2003). Determinants of user acceptance
of Internet banking: An empirical study. International Journal of Service Industry
Management, 14, 501–519.

Williamson, O. E. (1975). Markets and hierarchies: analysis and antitrust implications.
New York: Free Press.



DIMITRIADIS AND KYREZIS
Psychology & Marketing  DOI: 10.1002/mar

818

Yang, S.-C., Hung, W.-C., Sung, K., & Farn, C.-K. (2006). Investigating initial trust toward
e-tailers from the elaboration likelihood model perspective. Psychology & Marketing,
23, 429–445.

Young, L. C., & Wilkinson, I. F. (1989). The role of trust and co-operation in marketing
channels: A preliminary study. European Journal of Marketing; 23, 109–122.

Yousafzai, S. Y., Pallister, J. G., & Foxall, G. R. (2005). Strategies for building and com-
municating trust in electronic banking: A field experiment. Psychology & Marketing,
22, 181–201.

The authors thank the anonymous reviewers for their constructive comments and sug-
gestions on earlier versions of this article; they also acknowledge the support of the Fed-
eration of Greek Banks for their technical support in collecting the data.

Correspondence regarding this article should be sent to: Sergios Dimitriadis, Depart-
ment of Marketing and Communication, Athens University of Economics and Business,
Patission 76, 10434, Athens, Greece (dimitria@aueb.gr).



LINKING TRUST TO USE INTENTION
Psychology & Marketing  DOI: 10.1002/mar

819

APPENDIX A

Scale Items Concerning Channel Trust

benev_1 I believe that the [Internet/phone banking] of my bank is designed so
as to meet my needs and wishes.

benev_2 I believe that for the [. . .] my bank has established norms and proce-
dures for my transactions to be secure.

benev_3 I believe that should a problem occur with my transactions through
[. . .], my bank will not exploit me.

benev_4 Generally, I believe that the [. . .] of my bank is designed to operate in
good will regarding my transactions.

integr_5 I believe that the [. . .] of my bank keeps its promises.
integr_6 I believe that the transactions via my bank’s [. . .] are characterized by

integrity.
integr_7 I believe that should a problem occur with my transactions via [. . .],

my bank will treat me fairly.
integr_8 Generally, I believe that my transactions via [. . .] of my bank are char-

acterized by transparency.
compet_9 I believe that the [. . .]  of my bank is fast and efficient.
compet_10 I believe that the [. . .] of my bank is designed so as to manage my

transactions reliably.
compet_11 I believe that the [. . .] of my bank is capable of providing me with the

desired service level.
compet_12 Generally, I believe that the [. . .] of my bank can effectively process

my transactions.
predict_13 I believe that my transactions via my bank’s [. . .] are always managed

in the same manner.
predict_14 I believe that the [. . .] operates as expected, according to my banks

promises.
predict_15 Generally, I know what to expect from my bank’s [. . .].

Scale Items Concerning Perceived Privacy and Security

secur_1 The existing technology guarantees secure banking transactions via
[Internet/phone banking].

secur _2 Most banks provide the procedures needed for secure banking transac-
tions via [. . .].

secur _3 The existing legal and institutional framework guarantee sufficiently
the security of banking transactions via [. . .].

secur _4 Generally, I believe that the banking transactions via [. . .] are secure.
priva_5 The existing technology guarantees privacy via [. . .].
priva_6 Most banks provide the procedures needed for privacy via [. . .].
priva_7 The existing legal and institutional framework guarantee sufficiently

the privacy of banking transactions via [. . .].
priva_8 Generally, I believe that personal information that is carried via [. . .]

is secure.

Scale Items Concerning Perceived Usefulness and Ease of Use

pusef_1 The use of [Internet/phone banking] would help me perform my bank-
ing transactions faster.

pusef_2 The use of [. . .] would help me save money in my banking transactions.
pusef_3 The use of [. . .] would facilitate the delivery of my banking transactions.

(Continued)
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APPENDIX A (Continued)

pusef_4 Generally, the use of [. . .] would be useful in performing my banking
transactions.

pease_5 It would be easy for me to learn how to use [. . .].
pease_6 It would be easy for me to develop skills in order to use [. . .] for my

banking transactions.
pease_7 It would be easy to remember how to use [. . .] for my banking transac-

tions.
pease_8 Generally, I would find it easy to process my banking transactions via

[. . .].

Scale Items Concerning Trusting Intention and Use Intention

trint_1 In order to deliver some of my banking transactions, I feel that I could
trust the  [Internet/phone banking] of my bank.

trint_2 In order to deliver some of my banking transactions, I feel that I could
rely on the [. . .] of my bank.

trint_3 In order to deliver some of my banking transactions, I would hesitate
to trust the [. . .] of my bank.

usint_gen What is the probability to start using each one of the following chan-
nels of your bank in order to process some of your banking transac-
tions in the next 12 months?

Scale Items Concerning Familiarity

fam_1 I have experience in using the [Internet/phone services].
fam_2 I know very well to handle the [. . .].
fam_3 Generally, I am familiar with the use of [. . .].

Scale Items Concerning Innovativeness

inno_1 I like to try new and different things.
inno_2 Usually, I am among the first ones who try new products.
inno_3 I like to experiment with new ways of doing things.
inno_4 I like taking risk when I buy something.
inno_5 I am among the last among my friends who buy a new product.

Scale Items Concerning Stance to New Technologies

ntech_1 I prefer to handle my money affairs without using any electronic
medium.

ntech_2 One has to be very cautious when using new technologies.
ntech_3 I do not like things that are automated or depend on new technologies.
ntech_4 I feel comfortable using technology.
ntech_5 I prefer the comfort of technology to the personal face-to-face service.

Scale Items Concerning Level of Customer Information on the Channel

ninfo_1 I believe to be (totally . . . not at all) informed about the possibilities
offered by phone/Internet banking (i.e., banking transactions through
phone and Internet).
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