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Abstract The presumed dominant role of usability attributes (ie usefulness and ease of use)
in predicting consumer adoption of a technologically based innovation (eg internet banking —
IB) is reexamined, by using an extended framework, which, apart from usability, incorporates
the social and psychological aspects of the adoption process. Furthermore, given that IB has
been around for almost a decade, it is high time to update the profile of the potential
adopters. Results, underscore the role of social factors as predictors of potential IB adopters,
whereas the demographic profile of future IB adopters displays important differences
compared to that of those already using IB. Possible explanations are discussed, along with
implication for practitioners and suggestions for future research.
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INTRODUCTION the maintenance and development of their

distribution channels.! This is due to the fact
that the nature of new distribution channels,
such as the internet, has cast doubt regarding

the new channels’ ability to serve the banks’

Among the most challenging strategic
decisions that banks have to make every year
is the amount of resources to be invested on
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strategic goals, such as operational cost
reductions, and delivery of products/services
that genuinely address consumer needs.”

At the same time competitive pressures
stemming from the deregulation of domestic
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and international financial markets press
financial institutions to incorporate into their
distribution mix almost every new channel
without prior systematic examination of

(1) the possibility that the bank customers
will adopt the channel and (i) the
characteristics distinguishing channels that
customers adopt from channels they do not.

Scholarly research in marketing has just
recently started to focus on consumer
attitudes and behaviours towards internet
banking (IB).®> The vast majority of the
research in this area has concentrated on
understanding the impact of customers’
perceptions of IB attributes and his/her
personal characteristics on the decision to
adopt IB.*

A thorough examination of this research
stream, however, leads to the following
conclusions. First, the attributes that have
been considered, revolve mainly around
the utilitarian aspects of banking activity
(ie TAM— usefulness and ease of use). This
focus leads to overlooking the influence of
the consumers’ perceptions regarding the
social and psychological attributes still present
on the adoption decision.>°

Secondly, while some studies rely on IB
user samples’ and others on IB nonuser
samples,® a comparison of the two
populations in a single integrated research
design, with samples representative of the
respective populations, has not been
considered yet. Thirdly, as a result of the
research designs usually employed, it becomes
impossible to use statistical techniques such as
logistic regression, that allow for a more
accurate, valid and reliable profile of potential
IB adopters.”! Finally, extant empirical
investigation has failed, with only a few
notable exceptions,'’!? to address the
relevance and significance of consumer
personal characteristics such as innovativeness
and shopping orientation.

Having identified these gaps in existing
literature, this study seeks to make a
contribution by examining consumers’
perceptions not only for utilitarian but for

social and psychological attributes of IB as
well. Furthermore, in an effort to provide a
richer profile of potential adopters apart from
demographics, a number of consumer
psychographics is considered. Finally, by
drawing two different representative samples,
and utilising an efficient and robust statistical
technique such as logistic regression, this
study provides not only an updated profile of
potential IB adopters, but also a more
accurate, valid and reliable one.

The remaining text is organised as follows.
First we review existing literature in order to
substantiate specific research hypotheses.
Then, we present the methodology of our
study followed by a presentation of the data
analyses. The last two sections of this paper
cover the discussion of our findings, the
limitations as well as some interesting
directions for future research.

RELEVANT LITERATURE AND
RESEARCH HYPOTHESES

Understanding the IB adoption process has
attracted considerable research effort mainly
due to the large diversity of diffusion rates
worldwide. For instance, while half of the US
population has already adopted IB,'* only

14 per cent of Chinese consumers have done
s0.'* The focus of this research activity has
primarily been* traditional factors that

>0 such as

explain adoption of innovations
innovation attributes and consumer personal
(mainly demographic) characteristics.

Within this context, TAM" is the
dominant research framework, which
however, has failed to give strong results, in
terms of explanatory power, which is typical
of online contexts.'®'® Consequently, in
order to improve predictive power, various
researchers attempted to do so by adding
variables as antecedents, covariates or
outcomes of TAM.

For example, Chan and Lu'” report that
subjective norms and computer self-efficacy have
a significant effect on intentions to adopt 1B,
whereas, perceived ease of use had only an
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indirect significant eftect on intention to
adopt IB, through perceived usefulness. Other

studies, "2

report similar results. Only a
recent study by McKechnie et al.,>> reports
findings supporting the TAM framework but,
even in this case, the authors suggest adding
more parameters in order to derive a clearer
picture of the IB adoption decision.

Nevertheless, in adding parameters as a
way of improving the explanatory power, one
has to ensure that by doing so the resulting
conceptualisation grounds sufficiently on
relevant theory and retains content validity.**
Along these lines, Moore and Benbasat™
elaborated on TAM and included specific
attributes that ground on relevant research
with theoretically grounded relationships that
have been empirically validated. More
specifically, when the two TAM beliefs and
the five innovation attributes (relative
advantage, compatibility, observability, trialability
and complexity), suggested by Rogers>°
in his Diffusion of Innovations theory, are
examined more closely it becomes clear that
relative advantage and complexity are
conceptually tautological with usefulness and
ease of use.”

Moreover, Moore and Benbasat®>suggest
that the adoption of an innovation takes
place within a certain social context and
consequently the adoption decision influences
the adopter’s image. Furthermore, the authors
note that the adoption of innovations,
especially in work contexts, may be
compulsory. Thus, the degree of voluntariness
of adoption>® will have a direct effect on
innovation adoption and as such it should be
incorporated among the innovation attributes
that influence the adoption process.

The resulted conceptual framework,
(Perceived Characteristics of the Innovation
— PCI) consists of eight attributes namely:
relative advantage (usefulness), ease of use
(complexity), compatibility, trialability, result
demonstrability, visibility and image, voluntariness.
PCI has been validated in a number of
research studies,>™" and according to
Rogers’lit represents a theoretically sound

Predictors of internet banking adoption -

and operationally useful development in the
area of diffusion of innovations.

The PCI model has been among the
catalysts that have triggered the research
effort towards the investigation of social and
psychological aspects of the technological
innovations adoption process. For instance,
Venkatesh et al.®" suggested the Unified
Theory of Acceptance and Use of
Technology, while Konana and
32 incorporated social,
economic and psychological factors, as
deterministic parameters of the adoption
of a technological innovation.

All these research efforts over the last 15
years managed to improve the predictive
power of the various models used to explain
the adoption of an innovation by
incorporating the social (image, visibility and
result demonstrability) as well as psychological
(voluntariness, trialability) aspects that influence
the adoption process.>>>® More importantly,
the improvement of the explanatory power
did not come at the expense of the
conceptual framework’s theoretical relevance
and content validity.>* On these grounds, we

Balasubramanian

suggest the following hypothesis:

H;: Social and psychological type of innovation
attributes will have a significant contribution

in the prediction of IB adoption.

Another significant research stream
investigating IB adoption process incorporates
the consumer’s demographic profile as part of
the explanatory variables.?!33+11:2> The
results from these studies are, however, mixed.
This may well be the result of the research
population definition. More specifically,
certain studies profile future adopters of IB
based on samples drawn from the population
of the IB users, whereas others® obtain
sample units from the population of the IB
nonusers in order to derive the profile of
future adopters.

But, as the innovation diffuses beyond the
initial adoption groups (ie innovators and
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early adopters), the ability to distinguish
adopters from nonadopters based on their
demographic profile, becomes very difficult.
Furthermore, even though a few studies have
included both IB users and nonusers, the
composition of the samples departs from the
characteristics of the general populations from
which the samples were drawn.’

Moreover, by incorporating in the analyses
the demographic profile of the IB users or
nonusers these attempts cannot use
appropriate statistical techniques (eg logistic
regression analysis) that allow for a more

35,5,6

accurate profiling of the potential IB
adopters.”!"3%37 In other words, although the
empirical investigation has failed to
demonstrate the importance of the consumer
demographic profile in explaining his/her
decision to adopt an innovation, the
theoretical justification for this investigation
(which originally stimulated the empirical
examination) remains since the lack of
empirical support may well be the result of
the research design of these efforts. On theses
grounds, we consider the following
hypothesis:

H,: Addition of demographic characteristics
(gender, age, education, occupation and
income) will improve significantly the
predictive accuracy of PCL.

Another interesting observation stemmed
from the review of the literature in the area
of consumer adoption of IB is the scant use
of psychographic characteristics as predictors
of IB adoption. More specifically, with the
exception of innovativeness'' and shopping

12 no other psychographic
characteristic has been considered as
explanatory variable of consumer adoption of
IB. Lassar ef al.,'' however, came up with an
unexpected result regarding the effect of
innovativeness whereas Mienpii et al.'? based
their findings on samples drawn from only
one population (IB nonusers). Thus, in order
to clarify previous results and provide further

orientation

support for the significant role of those two
important psychographic variables we suggest
that:

Hj: Addition of innovativeness and shopping
orientation will improve significantly the
predictive accuracy of PCIL

RESEARCH METHODOLOGY

Given the aims of the study, we collected
data from both IB users and nonusers.
Missing a reliable sampling frame to identify
sample units for the sample of IB users we
contacted the four leading banks in Greece
that jointly represent about 73 per cent (or
165,000 customers) of all Greek IB users and
asked them to place a link to a web-based
questionnaire at the login page of their IB
system. The banks’ officials agreed and invited
their customers to participate in our study.

With regards to the sample of IB nonusers,
we contacted, via e-mail, 1,085 full-/part-
time postgraduate students in business and
management who use the internet but with
no previous experience of IB. The lack of a
representative sampling framework of Greek
internet users compels towards a more
convenient sampling approach.”® Having
informed them of the purpose of the
research, we asked them to fill in the same
web-based questionnaire that we administered
with the IB users sample. After one month,
we secured 858 usable questionnaires from IB
users and 418 from nonusers. Despite the
convenient nature of the sampling process
used for the creation of the IB nonusers
sample, their demographic profile almost
mirrors the demographic composition of
the population of Greek internet users
during the period of the research study”’

(see Table 1).

To measure perceptions of the eight
innovation attributes for both IB users and
nonusers we employed the PCI scale
developed by Moore and Benbasat,?
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Table 1 Composition of consumer personal characteristics and innovation attributes means
Users  Nonusers  ICT Users Nonusers ICT
(%) (%) (%)
Sex Monthly personal income
Female 16.1 38.4 35.4 Up to € 500 0.8% 3.3% 4.5%
Male 83.9 61.6 64.6 € 500—€ 900 10.7%  31.7% 33.6%
€ 900-€ 1.500 24.9% 38.1% 39.1%
Age € 1.500—€ 2.000 19.0% 19.2% 16.3%

18-24 years 7.3 34.9 37.1 More than € 2.000 44.7% 7.6% 6.5%

25-34 years 47.7 30.1 29.2 Innovativeness (means) 6.25 557 NA

35-44 years 30.6 20.5 19.1

45-54 years 11.5 11.2 10.6 Shopping orientation (means)

55-64 years 223 813 3.1 Economic 6.09 2.29 NA
More than 65 years 0.6 0.0 0.9 Recreational 4.38 5.12 NA
Education Innovation attributes (means)

Elementary 11.6 1.6 1.2 Relative advantage 6.39 4.85 NA

Professional 10.2 271 24.6 Ease of use 6.19 4.74 NA

Undergraduate 45.7 21.7 74.22 Compatibility 5.63 4.68 NA

Graduate 325 49.6 Result demonstrability 5.71 4.83 NA

Image 3.96 3.56 NA
Occupation Visibility BY5 3.18 NA

Self-employed 34.9 12.0 18,9 Voluntariness 6.32 6.03 NA

Public sector 174 106 9.2 Trialability 4.65 4.06 NA

Private sector 38.3 51.5 49.2

Unemployed 0.4 1.4 1.1

Retired 2.8 0.0 0.9

Housekeeping 0.1 0.6 0.7

Student 6.0 24.0 25.8

aThe Annual National Survey of ICT Usage considers undergraduate and postgraduate education as belonging to the same highest

educational level

anchored at a seven-point likert ranging from
strongly disagree (1) to strongly agree (7) (see
the Appendix). In order to assess the factorial
validity as well as other important
psychometric properties of PCI? since, with
the exception of Plouffe et al.,* there are no
other studies systematically assessing the
psychometric properties of PCI, we followed
a comprehensive three-stage process.

First, we submitted PCI? to a
confirmatory factor analysis (CFA) using
AMOS 7.0.* To run this analysis we first
split the sample of IB users in two halves
randomly, and we used the first subsample of
IB users (n=429). The purpose of doing so is
to explore the optimum factorial validity of
the framework. As Plouffe et al.*’also
reported, five items had quite low loadings,
(see second column of Table 2). After
eliminating these items, both factor loadings
and the psychometric properties of the

revised framework improved significantly (see
third column of Table 2).

The second stage aimed at confirming this
modified structure of the PCI framework,
that the previous, exploratory in nature,*!
stage derived. To do this we exposed the
modified PCI framework on a CFA using
the second subsample of IB users (n=429).
Results confirm both the factorial structure
and the psychometric properties of the
modified framework (see fourth column in
Table 2).

Confirming the modified structure that
the fist stage derived in different populations
(ie IB users and nonusers), provides strong
evidence for the validity of the measurement
instrument,*? since the two populations are
significantly different (see Table 1). Indeed,
performing a third CFA of the purified
framework by using the sample of IB
nonusers provided additional support for the
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Table 2 Results of framework assessment

Sample Original framework Purified framework 1st validation 2nd validation
(based on the (based on the (based on the (based on the
1st subsample of 1st subsample of 2nd subsample of nonlB users
IB users) IB users) IB users) sample)

Goodness of fit statistics
890.58 478.06 459.61 561.19

DF 296 179 179 179
p 0.000 0.000 0.000 0.000
GFlI 0.87 0.91 0.91 0.90
CFlI 0.82 0.90 0.90 0.90
RMSEA 0.07 0.06 0.06 0.06
Loadings
comp1 0.81 0.81 0.98 0.89
comp2 0.83 0.84 0.72 0.78
comp3 0.16
eui 0.67 0.67 0.68 0.67
eu2 0.69 0.69 0.70 0.83
eu3d 0.93 0.93 0.86 0.90
im1 0.65 0.65 0.64 0.68
im2 0.80 0.79 0.74 0.82
im3 0.69 0.69 0.66 0.71
rai 0.60 0.57 0.56 0.54
ra2 0.64 0.60 0.60 0.78
ra3 0.76 0.80 0.77 0.85
ra4 0.57 0.48 0.51 0.60
rab 0.54 0.56 0.52 0.72
rd1 0.70 0.71 0.58 0.81
rd2 0.33
rd3 0.77 0.76 0.68 0.63
try1 0.52 0.50 0.50 0.75
try2 0.31
try3 0.64 0.65 0.49 0.64
try4 0.66 0.66 0.71 0.58
vol1 0.36 0.40 0.45 0.36
vol2 0.50 0.72 0.65 0.56
vol3 0.44
vsi 0.16
vs2 0.88 0.88 0.90 0.93
vs3 0.84 0.84 0.83 0.82
revised factorial validity (see fifth column in shopping motivational orientation scale,*®
Table 2). that we used in order to capture consumer
To complete the psychometric assessment innovativeness and shopping orientation
of the PCI we calculated® composite (Appendix). As can be seen in Table 3 both
reliabilities and AVE for the eight dimension scales possess acceptable psychometric
of the framework (see Table 3). All properties.

dimensions performed above the
recommended cutoff values.** Finally, tests of
convergent and discriminant validity show

MAIN ANALYSES AND RESULTS

that the eight PCI dimensions possess sound As the major research goals of the present
psychometric properties. study are (i) to compare the importance of
We employed the same three-stage the various factors that play a significant role
validation process in order to assess the in predicting adoption of IB, and (ii) to
psychometric properties of domain specific provide with a more accurate profile of the
innovativeness scale*and the two dimensions potential adopters of IB, we combined the
(economic, recreational) of the online two samples into a new one (n=1,269) and
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Predictors of internet banking adoption -

Table 3 Psychometric properties of the constructs measures

Dimension Crombach’s  Unidimen- Composite AVE Convergent  Discriminant
a sionality reliability validity validity
Compatibility 0.81 vV 0.71 0.59 vV Vv
Ease of use 0.80 vV 0.87 070 V vV
Image 0.76 VvV 0.68 0.55 vV V
Relative advantage 0.74 vV 0.88 060 V Y%
Result demonstrability 0.70 vV 0.69 0.53 vV V
Trialability 0.73 vV 0.69 058 V Y%
Voluntariness 0.71 vV 0.73 067 V vV
Visibility 0.85 Y% 0.72 057 V v
Innovativeness 0.92 VvV 0.81 0.68 vV V
Economic 0.84 vV 0.76 059 V vV
Recreational 0.89 vV 0.74 055 V vV
Table 4 Fit statistics and classification results of the final logit model
Hosmer and Lemeshow -2 Log likelihood R? Cox and Snell R?  Nagelkerke R?
Test
x°(8)=11.857 p>0.05 667.332 0.413 0.524 0.730
Predicted Percentage correct
Observed IB nonusers IB users
IB nonusers 338 80 80.9%
IB users 56 802 93.5%
Overall Percentage 89.3%

(Maximum Chance Criterion: 67.2%/Proportional Chance Criterion: 55.9%).

used innovation attributes and consumer
personal characteristics (demographics and
psychographics) as predictor variables of 1B
(non)usage. To do this we performed a
logistic regression analysis with backward
likelihood ratio elimination.*”*%->7 All
categorical variables were dummy coded,
whereas summated rating scales calculated for
all continuous multi-item variables.

Table 4 presents model fit statistics and
classification results. The goodness of fit test
suggested by Hosmer and Lemeshow*’ is not
significant, which is an indication that
classification is based on samples that do not
differ significantly from the populations they
were drawn.*’” This represents an additional
indication (see also post hoc comparison in
Table 1), that the sample of IB nonusers,
although based on a convenient method, is
not departing significantly from the
population from which it was drawn.

Furthermore, the three R?-like criteria
reveal that the variables in the model explain
an important part of the variance in IB
(non)usage ranging from a moderate 41.3 per
cent to a very high 73 per cent. Finally,
classification results display that the model
would classify correctly nine out of ten
consumers as potential IB (non)users. These
classification results outperformed those
produced by both maximum and
proportional chance criteria.

Given the validity of the model, we
proceed with a description of its composition
(see Table 5). More specifically, of the 30
variables entered the logistic regression
analysis 14 remained in the final logit model.
Two social-type (Image, Result demonstrability)
and one psychological-type (Trialability)
innovation attribute have an important
contribution in the prediction of IB
(non)usage lending full support to H;.
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Table 5 Variables remained in the final logit model (7: users/0: non-users)

B SE Wald d.f. Sig. Exp(B)?  Odds

change®

(%)
Self-employed vs unemployed 3.988 1.351 8.717 1 0.003 53.928 4,392.8
Undergraduate vs elementary education 1.569 0.519 9.150 1 0.002 4.804 380.4
Image 1.528 0.124  12.781 1 0.000 4.639 363.4
Male vs female 1.426 0.216  43.535 1 0.000 4.162 316.2
Trialabilty 1.391 0.321  18.902 1 0.000 3.914 291.4
Professional vs elementary education 1.167 0.511 5.218 1 0.022 3.213 221.3
Relative advantage 0.963 0.152  40.178 1 0.000 2.619 161.9
Result demonstrability 0.932 0.408 23.480 1 0.000 2.582 158.2
Innovativeness 0.662 0.100  43.550 1 0.000 1.938 93.8
Ease of use 0.474 0.130 13.337 1 0.000 1.606 60.6
Experiential orientation -0.428 0.092 21.478 1 0.000 0.652 -34.8
45-54 vs 18-24 years old -4.061 1173  11.997 1 0.001 0.017 -98.3
35-44 vs 18-24 years old -4.807 1.190 16.310 1 0.000 0.008 -99.2
25-34 vs 18-24 years old -5.884 1.268 21.519 1 0.000 0.003 -99.7
(Constant) 50.078

aBecause of the required logarithmic transformation, b coefficients cannot be interpreted as in OLS regression. Instead, exponential b
coefficients (Exp(B)), which represent the change in odds resulting from a unit change in the predictor variables, can be used to assess the
comparative importance of the predictor variables in predicting group membership (Hair et al., 2006). Thus, variables in Table 5 have been

ranked according to their Exp(B) values
®Odds Change=[Exp(B)-1]x100

Furthermore, with the exception of
income, all demographic variables have a
significant effect in the prediction result. In
fact, half of the variables remained in the
final logit model are demographic (dummy)
variables, with two of them (occupation and
education) having the strongest eftect in the
prediction result, providing, thus, support for
H,. Finally, the psychographic characteristics
(innovativeness and shopping orientation) have
also a significant effect on the prediction
result, albeit smaller in comparison to
demographics and innovation attributes,
lending support to Hj.

In order to offer an interpretation of the
logit model we use the Exp(B) and its
corresponding odds Change (Table 5). More
specifically, it appears that the odds of a self-
employed consumer becoming an IB user are
54 times higher than those of an unemployed
consumer, which is equal to an increase of
4,393 per cent in odds. Similarly, the odds of
males, with undergraduate or professional
education becoming IB users are three to
four times higher than those of housekeeping
females, with elementary education.

Interestingly enough, younger consumers
have lower odds of becoming IB users
compared to older consumers.

Furthermore, the more innovative the
consumer, the higher the likelihood of
adopting IB, whereas the more experiential
the consumer the less the likelihood of
adopting IB (Table 5). In addition to this, an
increase in consumers’ perceptions of gains in
social image due to IB adoption and the
ability to demonstrate among their peers the
benefits of IB usage, increases importantly the
odds (158 and 363 per cent, respectively) of
IB adoption by such consumers.

Similarly, an increase in consumers’
perceptions regarding the opportunity to try
and experiment with IB for a certain period
of time without any subscription obligations,
leads to an increase in the odds (291 per
cent) of those consumers becoming IB users.
Finally, an increase in consumers’ perceptions
regarding the relative advantages in banking
brought by IB and the ease of using this new
distribution channel leads to an increase in
the odds (162 and 61 per cent, respectively)
of those consumers becoming IB users.
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DISCUSSION AND IMPLICATIONS

The major goals of the present study were
(1) to provide a richer framework of
innovation attributes that will ultimately offer
a more comprehensive understanding of
those factors forming consumers’ decision to
adopt IB, and (ii) to compare the ability of
these factors as well as other important ones
such as consumer personal characteristics
(demographics and psychographics), in
predicting future adoption of IB.

As the results of this study show, the use of
a richer framework® (PCI) clearly indicates
that apart form the usability'>(eg relative
advantage and ease of use — TAM), social (eg
image and result demonstrability) as well as
psychological® (eg trialability as a consumer
risk relieving strategy) aspects of technology
adoption by consumers play a significant role.
Within this framework it is worth noting
that relative advantage and ease of use, both
reflecting the wusability aspect in the
technology acceptance literature within
organisational context®
compared to other aspects of the technology
acceptance (ie personal characteristics, social

are rather low

and psychological-type of innovation
attributes) that this study identified.

The discrepancy between consumer and
organisational contexts of innovation
adoption may be related with the high
diffusion rates of these technological
innovations (ie internet and the WWW) that
provide the platform for the new distribution
channel (IB), among the entire population
and not only among innovators and early
adopters. Consequently it becomes easier to
convince later adoption groups (eg early
majority) about both the relative advantages
of the new distribution channel and the
simplicity of its use.>®

Furthermore, consumption activities and
experiences such as banking, even if they are
framed by a technology-based interface, as in
the case of IB, may still have a strong indirect
effect on consumers’ social lives, since
consumers tend to communicate many of

Predictors of internet banking adoption -

their consumption experiences and activities
to others.®As such, social aspects of shopping
still have an important role to play. In fact,
the results of the present study reveal that
this role is more important from the wusability
elements of technology adoption.

Another interesting finding of the present
study is that younger consumers do not seem
to adopt earlier than other age segments of
the population. While this may relate, with
their lower income,'? this may also reflect a
change of the significance that certain
consumer characteristics have in the adoption
decision, as IB penetration level departs from
the early phase of introduction. Thus, as the
early majority>® of the potential adopters
begin to employ IB, the time-starvation due
to congested daily professional and family
schedules, coupled with a sense of time
pressure, appear to drive the adoption of IB.
In fact, this is a major driver for the adoption
decision for online shopping in general.”!

Hence, without entirely resolving the issue,
our findings would seem to suggest that the
motivation system underlying the adoption
decision during different phases of the
innovation adoption circle varies depending
on the phase of the circle. As we explain in
the next section, future research towards this
direction would be useful. Particularly so,
since according to this study and contrary to
the findings reported elsewhere!! the
predictive power of the consumer’s degree of
innovativeness is quite slim compared to
other consumer characteristics.

With regard to bank managers an
important implication from this study is the
need to reconsider their strategic decisions as
well as their tactics regarding their online
presence at least in two ways. First, although
consumer adoption of an innovative
distribution channel is affected by perceptions
of a useful and easy to use system/process, its
diftusion is based on the social mechanisms
that pull consumers into markets such as the
perceived impact on social image resulting
from the adoption of the innovation and the
ability to portray the benefits of the
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innovation to other members of the social
system with whom they relate.

As such the diffusion of IB follows the
communication process of new services, that is
primarily via word-of-mouth.>? Thus, creating
and diftusing clearly and comprehensively the
benefits of IB will aid this communication
process. In addition to this, identitying and
inviting opinion leaders to become IB users
will make IB even more attractive to those
perceiving IB adoption, among other things,
as adding to their social image.

Moreover, the present study suggests
clearly that as diftusion of an innovative
distribution channel in financial services
moves beyond the initial adopter groups
(eg innovators and early adopters), certain
consumer personal characteristics may lead to
an unnecessary market over-fragmentation.
More specifically, according to the results of
the present study, it appears that, the next to
adopt IB are consumers with higher
educational background, but individuals with
a professional education will have a growing
share in the next to adopt group.
Furthermore, unlike the initial IB adopters
groups, the next major adopters group, come
from older, self~employed segments with
marginally innovative personality.

Finally, using income, a typical segmentation
criterion used by most banks, will not lead to
any actionable segmentation strategy, since,
based on the results of the present study, it
appears that the next adopters group will
come from almost all income categories. This,
combined with the main attribute
characterising the strongest predictor of the
next IB adopters group, self~employed
occupation, lead us to consider that time
restrains, caused by the pressed professional and
personal lives of most citizens in Western
societies, 1s the major driver of IB adoption
from the consumers’ point a view. As such,
bank managers who wish to converse their
customers from offline to their online
distribution channels should revolve their
communication efforts around the time/effort/
cost—benefits afforded by IB.

LIMITATIONS AND SUGGESTIONS
FOR FURTHER RESEARCH

The most important limitation of the present
study stems from the sample of IB nonusers.
The well articulated difficulties of drawing
an a priori representative sample of internet

users38,53,34

was a limitation of this study.

Post hoc comparisons of demographics
between the sample of IB nonusers and the
general population of Greek internet users,
however, displayed a close resemblance,
whereas the nonsignificance of H-L goodness
of fit test in logistic regression suggests that
the sample of IB nonusers is a rather good
proxy for the population of Greek internet
users.

The present study made a preliminary step
towards a better understanding of the
interplay between the utilitarian, social and
psychological aspects of adoption of a
technologically based distribution channel for
financial services. Yet, with regards to the
social and psychological aspects, the specific
set of factors considered (ie image, result
demonstrability and trialabiity) are definitely not
exhaustive. For example, a better
understanding of the specific mechanisms
that support word-of~-mouth communications
regarding IB would benefit both bank
managers and customers by helping them to
envision sooner the benefits of IB or any
other innovative distribution channel.

Moreover, according to the findings of the
present study, the motivational system of
consumers seems to change across different
stages of innovation diffusion circle. In other
words, the usability aspect seems to be more
important at initial stages of the innovation
diffusion, but given the commercialisation of
the technology or other aspects underlying
the innovation, social and psychological
aspects of the innovation seem to become
more important at the subsequent stages of’
the innovation diffusion circle. Thus,
longitudinal research efforts would be very
useful in uncovering the true pattern of
importance of each category of factors
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(usability, social and psychological) across the
stages of innovation diffusion circle.

In addition to this, the role of various
factors such as trust, risk as well as the
prominence of consumer privacy and security
concerns, which altogether depict the

psychological aspect of technology adoption,

except from very few notable exceptions® >’

have not been extensively examined in order
to empirically assess the interplay of these
psychological factors within financial services
contexts. These research areas guarantee
fruitful results for both bank managers and
marketing academics.
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APPENDIX

Perceived Characteristics of
Innovation (Moore and Benbasat®°)

Relative Advantage

Using IB speeds up banking (ral)

Using IB improves the quality of banking (ra2)
Using IB makes banking easier (ra3)
Using IB gives me greater control in
banking (ra4)

Using IB enhances banking (ra5)

Ease of Use

Opverall, I believe that IB is easy to use (eul)
Learning to operate IB is easy for me (eu2)
I believe that it is easy to get IB to do
what [ want it to do (eu3)

Compatibility

Using IB is compatible with all aspects of
banking (comp1)

Using IB is completely compatible with
my current ways of banking (comp2)

I think that using IB fits well with the
way [ like to do banking (comp3)
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Image
People who use IB have a high profile (im1)
People who use a IB have more prestige
than those who do not (im2)
Using IB is a status symbol (im3)

Result Demonstrability
I would have no difficulty telling others
about the results of using IB (rd1)
I would have difticulty explaining why using
IB may or may not be beneficial (rd2)
The results of using IB are apparent to me

(rd3)

Visibility
I have not seen many others using IB
(vs1)
[ have seen what others do using IB
(vs2)
It is easy for me to observe others using
IB (vs3)

Trialability
Before deciding whether to use IB. I can
properly try it out (tryl)
IB is available to me to adequately try it
(iry2)
It is permitted to use IB on a trial basis
long enough to see what it can do (try3)
I do not really have adequate opportunities
to try out different things on IB (try4)
Voluntariness
My bank does not require me to use IB
(voll)
Although it was suggested by my bank.
using IB is certainly not compulsory (vol2)
My use of IB is voluntary (vol3)

Predictors of internet banking adoption -

Domain Specific Innovativeness
(Goldsmith and Hofacker??)

In general, I am among the last in my circle
of friends to visit my bank’s new website
when it appears on the WWW.

If I heard that my bank’s new web was
available on the web, I would not be
interested enough to visit it.

Compared to my friends, I seek out
relatively little information over my bank’s
new website.

In general, I am the last in my circle of
friends to know of any new bank websites.
I will visit a new bank’s website even if I
have not heard of it before.

I know about new bank websites before
most other people in my circle do.

Shopping Orientation (Vijayasarathy®’)

Economic
I make it a rule to shop at a number of
stores before 1 buy.
I can save a lot of money by shopping
around.
I like to have a great deal of information
before I buy.

Recreational
I like to go shopping with a friend.
I often combine shopping with lunch or
dinner at a restaurant.
Shopping gives me a chance to get out
and do something.
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