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Abstract
Purpose – The purpose of this research is to provide insights into the determinants of businesses’ internet banking acceptance. It attempts to
address a research need for extending the technology acceptance model (TAM) by adding contextual variables. As trust has never failed to be a
significant predictor in e-commerce research, this study proposes to integrate trust into the TAM to get a better understanding of business e-banking
adoption.
Design/methodology/approach – A research model reflecting the effect of e-trust dimensions on TAM constructs is proposed. Based on relevant
literature, a questionnaire was designed and administrated to 102 business managers through a Web survey. A structural modelling analysis was
applied.
Findings – The results confirm the dimensions and relations of the TAM. Moreover, two main trust dimensions – integrity and credibility – positively
influence perceived usefulness and exert both a direct and an indirect positive effect on attitude towards business’ internet banking adoption and
behavioural intention.
Practical implications – The managerial implications of the study are that Tunisian banks should consider influencing internet banking behaviour
not only by developing ease of use and usefulness beliefs, but also by promoting professional credibility and integrity. They should, also, try to attract
business users by focusing on and communicating the integrity and the credibility of the bank and highlight the ways in which these concerns have
been ensured.
Originality/value – This study supplies the valuable integration of trust to the TAM. It reveals that extended TAM could be used to provide a solid
theoretical foundation of business’ acceptance of internet banking. In this study, trust construct is measured through a multidimensional scale
including four dimensions (benevolence, credibility, integrity and orientation to resolve problems). Moreover, this study focused on an emergent
country, Tunisia, whereas most studies in the literature concentrate on research cases of developed countries.
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Introduction
The development of internet usage and the huge funding
initiatives in electronic banking have drawn the attention of
researchers towards internet banking adoption. In the past, the
conventional focus of internet banking research has been on
technological development, but now, this is shifting to
user-focused research. Although important amounts have
been spent on building internet banking systems, reports show
that potential users may not use them, despite their availability
(Reid and Levy, 2008; Wang et al., 2003). An understanding
of aspects that induce people to use the internet for banking
purposes is always a matter of concern for the performance of
financial services in terms of return on investments (Barbole
et al., 2013; Agarwal et al., 2009; Gerrard and Cunningham,
2003; Sathye, 1999).

As user acceptance remains the main barrier to the success
and the development of banking self-service technologies
(Alsajjan and Dennis, 2010), many studies have examined the
consumers’ resistant factors for adopting internet banking
(Ezzi, 2014; Candra, 2013; Maduku, 2013; Agarwal et al.,
2009; Sayar and Wolfe, 2007; Eriksson et al., 2005;
Jaruwachirathanakul and Fink, 2005; Gerrard and
Cunningham, 2003). Among these, relatively few studies have
been conducted in the business context. Therefore, it would
be interesting to identify specific factors that determine
acceptance of internet banking by business users.

There is a growing body of academic research being focused
on examining the determinants of computer technology
acceptance and use. Among the different models that have
been proposed, the technology acceptance model (TAM)
(Davis, 1989) appears to be the most widely accepted among
information systems researchers. According to the TAM,
adoption behaviour is determined by the intention to use a
particular system, which in turn is determined by the
perceived usefulness and the perceived ease of use of the
system. Although information systems researchers have
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investigated and replicated the TAM, and agreed to its validity
in predicting the individual’s acceptance of various corporate
information technologies, the TAM’s fundamental constructs
do not fully reflect the specific influences of technological and
usage-context factors that may alter user acceptance (Ezzi,
2014; Candra, 2013; Maduku, 2013; Agarwal et al., 2009;
Reid and Levy, 2008; Ozdemir et al., 2008; Chen and Barnes,
2007; Guriting and Ndubisi, 2006; McKechnie et al., 2006;
Laforet and Li, 2005; Eriksson et al., 2005; Pikkarainen et al.,
2004; Wang et al., 2003; Howcroft et al., 2002). As Davis
(1989) noted, we have a need for future technology
acceptance research to address how other variables affect
usefulness, ease of use, attitude and user acceptance.
However, factors affecting the acceptance of a new
information technology are likely to vary with the nature of the
technology, target users and context (Wang et al., 2003).
Agarwal et al. (2009) noted that there is a pressing need to
validate integrated technology acceptance models that include
universal variables, such as trust, across cultures. Ezzi (2014)
as well as Candra (2013) and Reid and Levy (2008)
highlighted the complexity nature of trust and the necessity to
explore this concept more to get a better understanding of
e-banking adoption.

Given the open nature of the internet and the lack of
sufficient regulations concerning e-commerce activities, the
importance of trust and trust-related concepts such as
transaction security and risk is likely to emerge as the biggest
concern among the actual and potential e-banking users
(Alalwan et al., 2015; Ezzi, 2014; Candra, 2013; Maduku,
2013; Al-smadi, 2012; Nasri, 2011; Agarwal et al., 2009;
Ozdemir et al., 2008; Suh and Han, 2002). Trust was shown
to have a striking influence on user willingness to engage in
online exchanges of money (Reid and Levy, 2008; Wang et al.,
2003). Trust is not merely a short-term issue, but also the
most significant long-term barrier for realizing the potentials
of e-commerce (Gefen, 2000).

As trust has never failed to be a significant predictor in
e-commerce research, Agarwal et al. (2009) propose to
include trust in behavioural models to better explain internet
banking adoption. Few studies have investigated business
e-trust in banking context and its impact on internet banking
adoption, and even fewer focused on emergent countries
(Alalwan et al., 2015; Ezzi, 2014, Al-smadi, 2012). This
research aims to address this knowledge gap by identifying
significant specific variables that affect the adoption of
electronic banking services by business users in Tunisia.
Identifying such variables will improve the likelihood of
increasing the adoption rate of these services, by deepening
the knowledge about the variables which facilitate or hinder
business adoption process. For this purpose, this study
develops and examines a theoretical model integrating e-trust
to the TAM to provide a more comprehensive model of
business’ internet banking adoption. This study differs from
the previous literature in two significant ways. First, this study
aims to show how e-trust dimensions affect adopting business
internet banking services. Second, this study does not focus on
consumers’ internet banking adoption, but on business’
internet banking adoption.

The study is structured in five sections. In the first section,
we develop the theoretical background of the study. The

second section presents the research design and method. The
third section comprises the data analysis and hypotheses
testing results. The fourth section discusses the main findings
and draws implications for bank managers. In the fifth and
final section, we present conclusions and suggest future
research directions.

Theoretical background

Technology acceptance model
The theoretical background for this research derives from the
TAM.Proposed by Davis, (1989) to explain and
predict end-user acceptance of information systems, the TAM
has been validated across a broad range of research settings on
different information technology applications over time. The
TAM is an extension of the theory of reasoned action (TRA),
developed by Fishbein and Ajzen (1975) to describe the
psychological determinants of behaviour. The TRA is based
on the attitude–behaviour paradigm from cognitive
psychology. According to the TRA, an individual’s
performance of a specific behaviour is determined by his or her
behavioural intentions, which are a function of individual
attitudes (the person’s feelings that performing the behaviour
is good or bad) and subjective norms (the person’s beliefs that
certain individuals or groups approve or disapprove of
performing the behaviour) (Fishbein and Ajzen, 1975).

Based on the TRA, the TAM assumes that two personal
beliefs about usefulness and ease of use of the technology
influence attitude, which in turn leads to behavioural intention
and then generates behaviour to use the system (Venkatesh
and Davis, 1996; Davis et al., 1992). Perceived usefulness is
defined as the degree to which individuals believe that using a
particular system would enhance their job performance
(Davis, 1989). Perceived ease of use relates to the degree to
which individuals believe that using a particular system would
require no particular effort (Davis, 1989). Perceived ease of
use affects attitude either directly and indirectly through its
effect on perceived usefulness:

[. . .] even if potential users believe that a given application is useful, they
may at the same time believe that the systems are too hard to use and that
performance benefits of usage are outweighed by the effort of using the
application (Davis, 1989).

Davis (1989) argues that people adopt an application
primarily because of the functions it performs and secondarily
because of the ease or difficulty associated with making the
system perform these functions. A significant body of research
provides empirical support to show that perceived usefulness
and perceived ease of use play a critical role in predicting and
determining the adoption and the use of new information
technology, including the adoption of internet banking
(Alalwan et al., 2015; Ezzi, 2014; Charfeddine and Nasri,
2013; Nasri, 2011; Norazah and Norbayah, 2009; Norazah
et al., 2008; Venkatesh et al., 2003; Moon and Kim, 2001;
Venkatesh and Davis, 2000; Lin and Liu, 2000; Karahanna
et al., 1999; Teo et al., 1999; Igbaria et al., 1996; Adams et al.,
1992).

Within the TAM, perceived usefulness is the major factor
having a direct effect on behavioural intention, determining a
large proportion of attitude and mediating the effects of
perceived ease of use on behavioural intention (Chen
and Barnes, 2007; Guriting and Ndubisi, 2006;
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Jaruwachirathanakul and Fink, 2005; Eriksson et al., 2005;
Fusilier and Durlabhji, 2005; Gefen et al., 2003; Lin and Lu,
2000; Venkatesh and Davis, 2000; Venkatesh, 2000; Hu et al.,
1999; Venkatesh and Davis, 1996; Davis, 1989; Davis et al.,
1989). Recent information system acceptance studies reveal
that the influence of perceived ease of use on attitude and
intentions remains speculative and suggest that perceived ease
of use operates mainly through perceived usefulness (Ezzi,
2014; Ha and Stoel, 2008; Gefen and Straub, 2000).

The TAM assumes that behaviour – “the manifest,
observable response in a given situation” (Ajzen, 2006) – is
volitional. Behavioural intention indicates a person’s readiness
to perform the given behaviour (Ajzen, 2006), which makes it
the main predictor of the actual behaviour. In the TAM,
intention is a function of attitude and perceived usefulness.
Attitude is “the degree of evaluative affect that an individual
associates with using the target system” (Davis, 1993). Also, it
reflects people’s predisposition to respond either favourably or
unfavourably to a particular behaviour (Triandis, 1979). The
TAM suggests that attitude is based on the salient beliefs
(perceived usefulness and perceived ease of use), which a
person has about the consequences of a given behaviour and
his or her evaluation of those consequences. More specifically,
Polatoglu and Ekin (2001) suggested that customer attitude is
composed of one’s beliefs about the object and perceived
importance (weight) of that attribute in making the decision to
adopt.

Some studies consider the link between attitude and
behavioural intention proposed in the TAM as problematical,
because of partial mediation of attitude in the relationship
between beliefs and intentions, whereas it is assumed
that beliefs are better predictors of intentions (Alsajjan and
Dennis, 2010; Venkatesh et al., 2003). However, an extensive
body of literature on the adaptation of electronic commerce
forms, including internet banking, reports the significant
relationship between attitude and behavioural intention
(Hausman and Siekpe, 2008; Celik, 2008; Hernandez and
Mazzon, 2007; Cheng et al., 2006; Cao and Mokhtarian,
2005; Eriksson et al., 2005; Jaruwachirathanakul and Fink,
2005; Shih, 2004; O’Cass and Frenech, 2003; Suh and Han,
2002; Bobbitt and Dabholkar, 2001; Venkatesh and Davis,
2000; Bajaj and Nidumolu, 1998; Dick and Basu, 1994; Ajzen
and Fishbein, 1980). As noted by Yang and Yoo (2004),
attitude resides in the mind, precedes and produces behaviour
and thus can be used to predict behaviour. Thus, attitude
seems to be a well-established predictor of behaviour.
Moreover, Alsajjan and Dennis (2010) noted that the impact
of relative attitude should become more important in
predicting consumer behaviour because internet banking
increases banking customers’ choice set. They argue that in a
voluntary utilitarian context, such as internet banking, it
seems almost impossible that attitude would contrast with
intention behaviour (Alsajjan and Dennis, 2010).

To investigate the TAM more, we put forward the following
five basis hypotheses:

H1. Perceived ease of use has a positive effect on perceived
usefulness.

H2. Perceived usefulness has a positive effect on attitude.

H3. Perceived ease of use has a positive effect on attitude.

H4. Perceived usefulness has a positive effect on
behavioural intention.

H5. Attitude has a positive effect on behavioural intention.

Although the results of many empirical studies have proven
the validity of the TAM, it has been demonstrated that the
original TAM constructs explain less than 45 per cent of
intention and usage variance in an e-commerce-related
context, including internet banking (Celik, 2008; Chen and
Wells, 2002; Suh and Han, 2002). Previous empirical research
suggests that perceived usefulness and perceived ease of use
might not be the only beliefs that mediate the impact of the
external environment on attitude and intentions (Alsajjan and
Dennis, 2010).

To remedy this deficiency, it is recommended to
incorporate into the TAM, other underlying behavioural
constructs and external variables to fit the user’s context, and
therefore to demonstrate better predictive power regarding
user’s acceptance of e-commerce (Alsajjan and Dennis, 2010;
Lin et al., 2007; McFarland and Hamilton, 2004). Davis et al.
(1989) suggest that the TAM provides a basis for tracking the
impact of external factors on internal beliefs, attitude,
behavioural intention and behaviour. Thus, as an extension of
previous research, this study introduces e-trust as an external
variable to the TAM.

E-trust
In line with the previously mentioned studies, this research
supports the idea that the pure application of the TAM is not
adequate to explain the adoption of internet banking (Alalwan
et al., 2015; Ezzi, 2014; Candra, 2013; Charfeddine and
Nasri, 2013; Ozdemir et al., 2008; Cheong and Park, 2005;
Luarn and Lin, 2005; Pikkarainen et al., 2004). Indeed, due to
the open internet technology infrastructure, the distance
separating partners and the absence of human interactions,
the importance of trust and trust-related concepts is increasing
for internet banking (Charfeddine and Nasri, 2013; Ozdemir
et al., 2008).

Trust is at the heart of all kinds of relationships, it is an
important catalyst in many transactional relationships and it
determines the nature of many businesses (Popoola and Ibn
Arshad, 2015; Alsajjan and Dennis, 2010; Yousafzai et al.,
2007; Wang et al., 2003, Gefen et al., 2003; Morgan and
Hunt, 1994). The role of technology trust and of internet trust
as a specific form of technology trust in the context of online
banking has, also, been recognized (Yu et al., 2015; Ezzi,
2014; Candra, 2013; Rullis and Sloka, 2010;
Grabner-Krauter and Faullant, 2008).

Definitions and conceptualization of trust vary with
disciplines. Psychologists view trust as a personal trait,
sociologists consider it as a social construct and economists
see it as an economic choice mechanism (McKnight et al.,
2002a, 2002b).

In social psychology, Rousseau et al. (1998) define trust as
“perceptions about others’ attributes and a related willingness
to become vulnerable to others”. In this sense, consumers
might not use e-commerce because they lack trust in internet
businesses (Grewal et al., 2004). With greater trust, people

An integration of e-trust to the TAM

Kaouther Ben Mansour

Journal of Business & Industrial Marketing

Volume 31 · Number 8 · 2016 · 982–994

984



www.manaraa.com

can resolve their uncertainty regarding the motives, intentions
and prospective actions of others on whom they depend
(Kramer, 1999), as well as save money and effort, because
trust reduces monitoring and legal contract costs (Fortin et al.,
2002). The lack of trust in online transactions and Web
vendors thus represents an important obstacle to the market
penetration of e-channels (Liu et al., 2004). Moreover, recent
research indicates that trust has a critical influence on users’
willingness to engage in online exchanges of money and
sensitive personal information (Alalwan et al., 2015; Ezzi,
2014; Candra, 2013; Maduku, 2013; Al-smadi, 2012; Nasri,
2011; Agarwal et al., 2009; Ozdemir et al., 2008).

Drawing on literature in social psychology and marketing,
Doney and Cannon (1997) define trust as the perceived
credibility and benevolence of a target of trust. Mcknight et al.
(2002a, 2002b) add a third dimension of trust, which is the
integrity. These are the dimensions of trust most often
included in marketing research (Yu et al., 2015; Yousafzai
et al., 2007; Schlosser et al., 2006a, 2006b; Gefen et al., 2003;
Bhattacherjee, 2002). Janouri and Gharbi (2008) add a fourth
dimension, which is the orientation to resolve problems. In
this research, it is assumed that e-trust is composed of four
dimensions: the perceived credibility, the benevolence, the
perceived integrity and the orientation to resolve problems.
The first dimension of trust, perceived credibility, is the extent
to which one partner believes that the other partner has the
required expertise to perform the job effectively and reliably
(Bories, 2007; Chouk and Perrien, 2003; Gefen, 2002;
Morgan and Hunt, 1994; Gansean, 1994). Then, trust based
on a partner’s expertise and reliability focuses on the objective
credibility of an exchange partner: expectancy that the word or
written statement of the partner can be relied on (Wang et al.,
2003). Wang and Emurian, (2005) refer to the perceived
credibility as the belief that the electronic supplier has the
required knowledge to do his job effectively. The second
dimension of trust, benevolence, is the extent to which one
partner is genuinely interested in the welfare of the other and
is motivated by the search for common gain (Bories, 2007). It
reflects the belief that the supplier wishes well to the user
despite its own profits (Gefen, 2002; Gansean, 1994). So, the
benevolence is the belief that the electronic merchant is
interested in user interests (Wang and Emurian, 2005; Chen
and Dhillon, 2005; Chouk and Perrien, 2004; Bhattacherjee,
2002). The third dimension of trust, the perceived integrity, is
the belief that the other party accepts the honesty and the
respect of promises and commitments (Isaac and Volle, 2008;
Chouk and Perrien, 2004; Gefen, 2002). The perceived
integrity is the confidence that the merchant-mail (internet
banking) will not exploit the vulnerability and that it will
honour its commitment by promising to protect the security of
transactions and the confidentiality of information (Janouri
and Gharbi, 2008; Wang and Emurian, 2005; Chouk and
Perrien, 2003; Bhattacherjee, 2002). The fourth dimension of
trust, the orientation to resolve problems, is the will of the
supplier to resolve problems that may arise during and after
the purchase, problems for which a commitment was not
made (Janouri and Gharbi, 2008; Chouk and Perrien, 2003).

The importance of trust rises with uncertainty especially in
intangible situations such as online services. In fact, the
absence of trust may be one of the most important obstacles of

accepting online trade (Isaac and Volle, 2008) and e-banking
(Pearson et al., 2007). However, a high level of trust comforts
partners to engage in innovative transactions (Guimond,
2008).

Many scholars emphasize the importance of trust in
e-commerce acceptance. Gefen et al. (2003) argue that a
model of technology acceptance that features more social
dimensions must include trust, especially when the relations
involve social uncertainty and risk, as in internet banking.
Page and Luding (2003) consider that trust issues are crucial
drivers of internet banking adoption, and McKnight et al.
(1998) integrate trust into the TRA as a belief that influences
intention to engage in behaviour related to a specific e-vendor.
They conclude that trust is implicit to customer intentions,
and at higher levels of trust, customers perceive a website as
more useful. Pavlou (2003) reports that trust influences
intentions through positive attitude. Alsajjan and Dennis
(2010) consider that trust has a positive effect on
users’ perceived usefulness and attitudinal intentions towards
internet banking adoption. Thus, we can assume that trust has
an impact on personal beliefs about ease of use and usefulness
of internet banking and has an influence on attitude towards
internet banking use, which in turn leads to behavioural
intention to use internet banking. Then, it is hypothesized
that:

H6. Trust has a positive effect on perceived usefulness.

H7. Trust has a positive effect on perceived ease of use.

H8. Trust has a positive effect on attitude.

H9. Trust has a positive effect on intention of use.

The conceptual model of the research is presented in Figure 1.

Research design and method

Measures of the constructs
A survey instrument (Appendix) was constructed by adapting
measures from prior research to ensure the content validity of
the scales. The standard TAM scales developed by Davis
(1989) and validated by Taylor and Todd (1995a, 1995b)
were used to measure perceived ease of use, perceived
usefulness, attitude and behavioural intention. These were
previously shown to apply well to e-commerce context (Gefen
et al., 2003). The measurement of trust was adapted from the
scale developed by Chouk and Perrien (2005). Besides

Figure 1 Conceptual research model
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traditional three dimensions attributed to the concept of trust
(credibility, integrity and benevolence), this scale introduces a
new dimension “orientation to solve problems”. This scale
was tested and has demonstrated high reliability in
e-commerce context as well (Janouri and Gharbi, 2008;
Bartikowski et al., 2008). Finally, the survey instrument used
in this study consisted of a total of 43 items related to the eight
constructs of the research model. The items were measured
using a five-point Likert-type scale for all constructs. To
ensure the content validity of the instrument, all construct
measures were adapted from their original source and slightly
modified to fit the technology context studied. The validation
of the survey instrument was done by experts from the field of
information technology as well as the banking industry.

Data collection
To reach business internet banking users, a Web-based survey
was used. A snowball sampling method was applied. An e-mail
message including the research invitation was sent to 200
Tunisian managers using the internet who had active e-mail
accounts, selected from the Tunisian business directory. The
sample, which belongs to different economy sectors, was
asked to forward the survey to their contacts. A total of 133
surveys were collected from the participants, of which 102
were found to be usable in the data analysis.

The companies which returned the completed
questionnaire are in the following sectors: services (24 per
cent), ICT (19 per cent), food processing (14 per cent),
chemicals (11 per cent), textiles (9 per cent), mechanical
engineering (8 per cent), electricity (7 per cent) and crafts (6
per cent), in addition to five other companies in various
sectors.

The questionnaire was addressed to the decision-maker in
the company, who is the general director in small companies
and/or the one responsible for finance in big ones. Of the total
respondents, 29.3 per cent were between 26 and 35 years old,
38 per cent were between 36 and 45 years old and 23.8 per
cent were between 46 and 55 years old. Only 8.9 per cent of
the total respondents were over 56 years old. Most of the
respondents had a high school degree (59.6 per cent),
followed by bachelor degree (29.8 per cent), college degree
(5.8 per cent) and other education level (4.8 per cent).

Data analysis and results

Measurement model
A confirmatory factor analysis using Amos 16 was conducted
to test the reliability and the validity of the measures. Some
common model-fit indices were used to assess the model’s
overall goodness of fit (GFI, AGFI, RMR, RMSEA, NFI,
TLI, CFI, normed chi-square). As shown in Table I, majority
of the model-fit indices approach or exceed their respective
common acceptance levels. So, we can conclude that the
measurement model has an acceptable fit with the data
collected. Therefore, we can evaluate the psychometric
properties of the measurement model in terms of reliability,
convergent validity and discriminant validity.

Within confirmatory factor analysis, T-test associated with
each factorial contribution is much higher than 1.96, thus
confirming the significance of the relationship of each
indicator with the corresponding construct. Construct

reliability, which reflects the internal consistency of the scale
items measuring the same construct for the collected data, was
assessed by computing Jöreskog’s rho. As can be seen in
Table II, the � coefficient for each construct was above 0.712,
exceeding the common threshold value (0.70) recommended
by Fornell and Larker (1981). Thus, it is determined that the
scale was reliable or internally consistent. The convergent
validity of the constructs was estimated by calculating the rho
of convergent validity (�cv), which indicates the average
variance extracted by the construct. The average extracted
variances are all above the recommended 0.5 level (Fornell
and Larker, 1981), which means that more than half of the
variances observed in the items are accounted for by their
hypothesized factors. Thus, all factors in the measurement
model have adequate reliability and convergent validity
(Table II).

To examine discriminant validity, the shared variance
between factors is compared to the average variance extracted
of the individual factors (Fornell and Larker, 1981). This
analysis shows that the shared variance between factors is
lower than the average variance extracted of the individual
factors, confirming discriminant validity (Table II). In
summary, the measurement model shows adequate reliability,
convergent validity and discriminant validity (Table III).

Structural model
Similar to the measurement model, a set of indices are used to
examine the structural model’s goodness of fit (Table I). In
comparing fit indices with their corresponding recommended
values, we conclude an acceptable model fit. Thus, we can
examine the path coefficients of the structural model. As

Table I Model goodness of fit

Fit indices
Recommended

value
Measurement

model
Structural

model

GFI �0.9 0.912 0.923
AGFI �0.9 0.827 0.839
RMR �0.1 0.077 0.068
RMSEA �0.08 0.058 0.062
NFI �0.9 0.926 0.932
TLI �0.9 0.914 0.925
CFI �0.9 0.949 0.953
Normed�2 �5 4.101 3.755

Table II Measurement model reliability and convergent validity

Construct
Reliability

(� of Jöreskog)

Convergent
validity

(�cv)

Perceived usefulness (PU) 0.853 0.651
Perceived ease of use (PEU) 0.798 0.543
Attitude (ATT) 0.723 0.533
Intention use (IU) 0.912 0.832
Credibility (CRD) 0.767 0.582
Integrity (INT) 0.825 0.760
Benevolence (BNV) 0.743 0.555
Orientation to resolve problems (ORP) 0.712 0.532
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shown in Table IV, standardized path coefficients, t-values
and variances explained for each significant equation of the
hypothesized relationships between constructs in the research
model are presented. As expected, the TAM basis hypotheses
(H1, H2, H3, H4 and H5) were supported, in that perceived
ease of use has a positive impact on perceived usefulness and
on attitude towards using internet banking. Perceived
usefulness has a positive effect on attitude towards using
internet banking and behaviour intention. Attitude towards
using internet banking has a positive impact on behaviour
intention.

The trust dimensions have a partial effect on the TAM
constructs. Only credibility and integrity seem to have a
significant impact on perceived usefulness, attitude towards
using internet banking and behaviour intention. Thus, we
conclude the partial validity of the H6, H8 and H9, while H7
is rejected. The explanation power of the model is 59.5 per
cent, that is 59.5 per cent of the variance of the intentional
behaviour is explained by exogenous variables perceived ease
of use, perceived usefulness, credibility, integrity and attitude
towards internet banking usage.

Discussion
This study focused on the extended TAM to explain business’
intentions to use internet banking. Using the TAM as a
theoretical framework, this study introduced trust-related
dimensions (integrity, credibility, benevolence and orientation
to resolve problems) as external variables to the original
variables of the TAM (perceived ease of use, perceived
usefulness, behavioural intention and attitude) to deepen
business’ internet banking adoption behaviour.

The findings of this study strongly support the relevance of
using extended TAM to understand the managers’ intention
to adopt internet banking services. Significant effects of
perceived usefulness, perceived ease of use and some trust
dimensions on attitude and on behavioural intention were
observed.

As postulated in TAM studies, the belief–
attitude–intention–usage stream is still effective in predicting
the business’ internet banking behaviour. The results show
that perceived ease of use has a fairly significant effect on
perceived usefulness and on attitude towards using internet
banking. Perceived usefulness almost determines attitude and
intention to use internet banking. This is consistent with the
findings of previous studies in which users’ intention
behaviour and attitude depend on their evaluation of the
technology benefits. This evaluation is based on their
expectation of a certain value provided by the combination of
their beliefs about the main attributes of the technology in
terms of usefulness and ease of use (Ezzi, 2014; Maduku,
2013; Agarwal et al., 2009; Venkatesh and Davis, 2000;
Gefen, 2000; Dishawa and Strong, 1999; Taylor and Todd,
1995a, 1995b; Davis et al., 1992; Davis, 1989).

Therefore, banks have to develop business awareness about
the availability of e-transactions and their relative added value
to present ways of operating in terms of convenience, sales
orientation, availability of latest information, delivery terms,
services offered, personalization and lower costs (Popoola and
Ibn Arshad, 2015; Ezzi, 2014; Maduku, 2013; Agarwal et al.,
2009; Hernandez and Mazzon, 2007; Chen and Barnes, 2007;
Guriting and Ndubisi, 2006; Eriksson et al., 2005; Wang et al.,
2003; Venkatesh, 2000; Venkatesh and Davis, 2000;
Venkatesh and Davis, 1996).

Furthermore, evidence exists to support that perceived ease
of use has a lower effect on attitude than perceived usefulness
in business internet banking context. The relative importance
of perceived usefulness has been widely recognized in the field
of electronic banking (Ezzi, 2014; Maduku, 2013; Guriting
and Ndubisi, 2006; Jaruwachirathanakul and Fink, 2005;
Eriksson et al., 2005; Laforet and Li, 2005; O’Cass and
Frenech, 2003; Suh and Han, 2002; Liao and Cheung, 2002;
Polatoglu and Ekin, 2001). This result can be justified by the
research sample which includes active internet banking users;
their experience in internet banking decreases their effort
expectancies. Moreover, managers have, generally, a wide
experience in e-commerce contexts, which increases their
familiarity with virtual transactions. Research provides
empirical support for this implication that perceived ease of
use becomes insignificant with increased familiarity with the
information systems (Liao and Cheung, 2002; Agarwal and
Prasad, 1999; Venkatesh, 1999; Szajna, 1996). Perceived ease
of use was found to be a more salient determinant affecting
perceived usefulness. This result seems to be consistent with
the findings of prior studies and suggests that evaluation of
perceived ease of use by active internet banking users increases
its saliency in determining perceived usefulness or the
pragmatic value of internet banking (Celik, 2008; Chang and
Lu, 2004; Venkatesh and Davis, 2000). The indirect effects of
perceived ease of use via perceived usefulness on attitude
towards using and intention to use internet banking were also

Table III Measurement model discriminant validity

PU PEU ATT IU CRD INT BNV ORP

PU 0.807
PEU 0.280 0.736
ATT 0.301 0.377 0.730
IU 0.453 0.341 0.618 0.912
CRD 0.474 0.252 0.146 0.361 0.763
INT 0.529 0.133 0.352 0.373 0.555 0.872
BNV 0.162 0.209 0.132 0.261 0.273 0.334 0.745
ORP 0.123 0.156 0.172 0.077 0.314 0.181 0.496 0.729

Table IV Hypothesis testing results

Relation
Standardized

estimator Student t p R2

PEU ¡ PU 0.281 4,648 0.000 0.228
CRD ¡ PU 0.119 1,948 0.051
INT ¡ PU 0.157 2,674 0.007
PU ¡ ATT 0.344 5,085 0.000 0.302
PEU ¡ ATT 0.095 1,862 0.063
CRD ¡ ATT 0.535 2,931 0.003
INT ¡ ATT 0.234 2,233 0.021
PU ¡ IU 0.233 3,444 0.002 0.595
ATT ¡ IU 0.923 10,640 0.000
CRD ¡ IU 0.416 2,220 0.026
INT ¡ IU 0.110 2,762 0.006
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confirmed, as suggested by Celik (2008) and Suh and Han
(2002).

Furthermore, we found that two trust dimensions, the
credibility and the integrity, have a direct impact and an
indirect impact on behavioural intention, through perceived
usefulness and attitude to adopt internet banking. Reid and
Levy (2008) have also revealed a direct effect of trust on the
perceptual variables of the TAM. We, also, found that these
two dimensions of trust, the credibility and the integrity,
have a stronger influence on behavioural intention than the
traditional TAM variable (perceived usefulness) in the context
of business internet banking. Given that the usage of internet
banking is completely voluntary and that the target user group
consists of business responsibles with diversified backgrounds,
the findings of this study suggest that to attract more users to
internet banking, it is not going to be enough to make the
system easy to interact with and useful. It is of paramount
importance to develop internet banking systems with valuable
functions and trustworthy protection of security and privacy
for the users. Internet security was identified as the most
important future challenge in e-banking, while customer trust,
privacy and awareness are being recognized as challenges of
great importance (Gikandi and Bloor, 2010). The
benevolence trust dimension was found to have a marginal
impact on business’ internet banking adoption. This result
confirms other research findings in the context of individual
internet banking adoption. Kim and Ahn (2006) found that
the benevolence and the orientation to resolve problems
dimensions of trust did not have a significant influence on the
adoption of internet banking. Pavlou (2003), also, found that
the multi-dimension trust including benevolence and
credibility was only marginally related to the intention to
transact online.

These results provide valuable insights for bank managers
who should be aware of the importance of different beliefs on
users’ attitudes and adjust their marketing mix accordingly.
Professionals should consider influencing internet banking
behaviour not only by developing ease of use and usefulness
beliefs but also by promoting professional credibility and
integrity. They should, certainly, create informative interfaces
for potential adopters and provide accessible internet banking
sites, fast page downloads, short transaction times, easy
interfaces, a wide variety of financial products/services
adapted to specific business’ needs, customer-friendly website
and frequent-user advantages for active users. Practitioners
should, also, give extra attention to prevent internet banking
users from consequently experiencing access difficulties,
system crashes, drop outs, service delays and system
malfunctions which consequently decrease their trust belief.
Agarwal et al. (2009) note that banks should, firstly, promote
elementary services to initiate customers to use e-banking and
to develop their trust towards e-banking, with the hope that
once customers start using e-banking for this purpose, they
might continue using e-banking for other services also.
Moreover, professionals should reveal their integrity and
credibility by respecting their promises, by developing the
features of security and privacy and by promoting their
trustworthy brand. Agarwal et al. (2009) highlight that
security and privacy depend on the bank’s image in the minds
of the users and on users’ belief that organizational and

technical arrangements have been made by the bank to ensure
security and privacy of user data. The importance of security
and privacy for the acceptance of online banking has been
noted in many banking studies (Ezzi, 2014; Maduku, 2013;
Agarwal et al., 2009; Hernandez and Mazzon, 2007; Chen and
Barnes, 2007; Black et al., 2002; Howcroft et al., 2002;
Polatoglu and Ekin, 2001; Hamlet and Strube, 2000; Tan and
Teo, 2000; Sathye, 1999). Similarly, lack of privacy and
security were found to be significant obstacles to the adoption
of online banking (Chen and Barnes, 2007; Sathye, 1999).
Howcroft et al. (2002) noted that although consumers’
confidence in their bank was strong, yet their confidence in the
technology was weak.

Agarwal et al. (2009) highlighted that the variables under
security and trust include transparency, reliability, safety and
privacy, which depict the degree of importance users attach
with risk-free operations while doing their banking
transactions online. As user satisfaction with these aspects is a
reflection of users’ belief that an organizational and technical
infrastructure exists to support use of the system,
dissatisfaction regarding these parameters indicates that users
do not really believe that the banks have necessary measures in
place to ensure safety and privacy of user data. The spat of
scams related to online fraud have instilled more fear in the
minds of users, thereby increasing user demand for security
and safety in their online banking transactions.

To combat this idea, internet banking professionals can
organize training courses “one to one” and promotion
approaches on various internet banking applications to
increase the users’ familiarity and to promote transparency
and integrity. Internet banking professionals should consider
alleviating these concerns by implementing measures to
safeguard client assets and information such as authentication
processes and passwords, and by supplying sufficient
information about site security, giving unconditional loss
guarantees, providing accessible customer service and
educating customers.

As safety and security are of higher concern to users while
banking online, bank professionals should, also, try to attract
users by focusing on and communicating the integrity of the
bank and highlight the ways in which safety and security of the
data have been ensured by the bank. Banks should work to
build a safe and secure innovative reputation and obtain
endorsements and positive word-of-mouth that should
improve perceptions of banks’ trustworthiness and will, also,
enhance the perceptions of potential users about the website’s
usefulness. Popoola and Ibn Arshad, 2015 as well as Alsajjan
and Dennis (2010) suggest that besides classical
communication actions, promoting internet banking requires
contemporary marketing communications, such as e-mails,
blogs and social networks.

Conclusion
This research studied the integration of e-trust to the TAM,
by observing its impact on business’ use of internet banking in
Tunisia. Many studies (Barbole et al., 2013; Reid and Levy,
2008; Cazier et al., 2006; Lai and Li, 2005; Gefen et al., 2003;
Wang et al., 2003) inferred that understanding information
system use in online environments is an important concern
and suggested additional user-oriented research in internet
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banking services. Also, identifying a specific business users’
cluster that have specific needs helps the bank in
understanding what features should be focused on to reach
this cluster and improves its operational efficiency.

Following a comprehensive literature review, two main
issues were identified as influencing intentions to use
technology. The first model identified in the literature
examining individual’s intentions to use technology is the
TAM. Several studies have explored, manipulated and
replicated the TAM and have found it to be a suitable model
for understanding behavioural intentions to use information
technology (Ezzi, 2014; Candra, 2013; Reid and Levy, 2008;
Chang and Lu, 2004; Lu and al., 2005; Wang et al., 2003;
Gefen et al., 2003). This justifies our adoption of the TAM as
a background to explain internet banking use in an
organizational context in Tunisia.

The second factor identified in the literature as a potential
contributor to explain intention to use technology is trust.
Researchers generally suggest that trust is a significant and
positive contributor to individual’s intention to use
technology, especially in an online environment (Alalwan
et al., 2015; Ezzi, 2014; Candra, 2013; Maduku, 2013; Reid
and Levy, 2008; Pavlou and Gefen, 2004; Gefen et al., 2003;
Wang et al., 2003).

A revised TAM was proposed to investigate the impact of
trust on the original variables of the TAM. A multi-
dimensional trust variable (benevolence, integrity, credibility,
orientation to resolve problems) was proposed to have
significant influence on the intention to use internet banking
directly and indirectly through perceived usefulness, perceived
ease of use and attitude towards using internet banking. Thus,
the contributions of trust on internet banking usage in
Tunisian organizational context were investigated. It was
shown that mainly integrity and credibility dimensions of trust
determine the usefulness of internet banking, the attitude to
adopt e-banking services and the behavioural intention.

The contributions of this study to business internet banking
adoption are twofold. First, it successfully applied the
extended TAM in a new information context. Second, the
trust variable was found to be an important determinant of
perceived usefulness, attitude towards internet banking and
behavioural intention. Users’ perception that e-transactions
are easy and controllable is essential for business’ internet
banking adoption, because ease of use and trust create
controllability and usefulness perceptions.

The findings of this study have implications for developing
usable internet banking systems. Considering the important
amounts that have been invested in internet banking systems
throughout the world, it is of paramount importance to ensure
that business users will actually use them. To achieve this goal,
attention must be given to designing easy-to-use, useful and
trustworthy systems. Internet banking professionals need to
develop the beliefs of usefulness, ease of use, credibility and
integrity of business users regarding internet banking.

This empirical study has some limitations. First, the study
findings and implications are obtained from a single study that
examined a particular technology context and targeted a
specific user group. Thus, additional research efforts,
replicating the study in other working environments or for
other emerging technologies in the banking industry, are

needed to evaluate the validity of the investigated model and
our findings. Second, this study was conducted with a
snapshot research approach. This reduces the ability of this
study to reflect the temporal changes in the research
constructs, especially when internet banking experiences
increase. Longitudinal evidence might enhance our
understanding of the causality and the interrelationships
between variables that are important to the acceptance of
internet banking. Third, self-selection bias could be a problem
because only internet businesses with an active e-mail account
were used in the data collection process. Therefore, offline
surveys should be performed complementarily in conjunction
with online surveys to collect representative samples. Fourth,
the intentions of the research participants to use internet
banking were measured through self-reports in this study.
Although some prior studies on technology acceptance
provide evidence about the strong correlation between
self-reports and actual system usage (Taylor and Todd,
1995a, 1995b), future research efforts should be conducted to
validate usage externally. Finally, there may be a need to
extend the TAM by adding other trust-related concepts whose
importance is increasing for business internet banking. While
trust is only practised and exercised between and towards
individuals and parties, the concept of perceived risk, which
concerns perceived risk in parties’ technologies and actions
(Hoecht, 2004; Lim, 2003), can be a more comprehensive
concept (Ozdemir et al., 2008) that may improve our ability to
predict business usage intention more accurately.
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Appendix. Survey instrument
Please rate the following questions from regarding the bank’s Website service on the following scale: 
Strongly Disagree (1) Disagree (2) Neither agree nor disagree (3) Agree (4) Strongly Agree (5) 

Perceived Ease of Use
Learning to use to bank’s Website is easy for me 1    2    3    4    5 

It would be easy for me to become skilful in using the bank’s Website 1    2    3    4    5 
I find the bank’s Website easy to use 1    2    3    4    5 
My interaction with the bank’s Website is clear and understandable 1    2    3    4    5 
Perceived Usefulness
Using the bank’s Website improves my banking effectiveness 1    2    3    4    5 

Using the bank’s Website improves my banking productivity 1    2    3    4    5 
Using the bank’s Website improves my banking experience 1    2    3    4    5 
I find using the bank’s Website useful 1    2    3    4    5 
Attitude
In my opinion, it is desirable to use the banks Website 1    2    3    4    5 

Using bank’s Website is a pleasant experience 1    2    3    4    5 
Using bank’s Website is a wise idea 1    2    3    4    5 
Intention to Use
I intend to use the bank’s Website to carry out routine banking transactions 1    2    3    4    5 

As much as is possible, I will use the bank’s Website on a regular basis 1    2    3    4    5 
I will strongly recommend others to use the bank’s Website 1    2    3    4    5 
Credibility
My bank’s Website is expert in banking 1    2    3    4    5 

My bank’s Website is efficient 1    2    3    4    5 
I believe the bank’s Website will keep the promises made 1    2    3    4    5 
Integrity
I believe in the information provided by my bank’s Website

1    2    3    4    5 

I trust the bank’s Website to do the right job 1    2    3    4    5 
I believe the bank’s Website has security feature to protect users 1    2    3    4    5 
I feel secure putting my personal information in the bank’s Website 1    2    3    4    5 
I can use the bank’s Website safely 1    2    3    4    5 
The bank’s Website I am using is totally trustworthy 1    2    3    4    5 
Benevolence
The bank’s Website is constantly modified to account technological 
development

1    2    3    4    5 

I think the bank’s Website is always looking to improve its responses to 
consumer needs 1    2    3    4    5 

The bank’s Website has a design that shows respect for its users 1    2    3    4    5 
I believe the bank’s Website keep my best interest in mind 1    2    3    4    5 
Orientation to resolve problems
I think the bank’s Website show interest in the problems of its customers 1    2    3    4    5 

In case of problems, I think it will be easy to make a claim 1    2    3    4    5 
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