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A B S T R A C T

The purpose of this study is to investigate the behavioral intention to adopt internet banking (IB) by individuals
under the influence of user espoused cultural values in Fiji. A conceptual framework is developed by extending
the Unified Theory of Acceptance and Use of Technology (UTAUT) model, incorporating customer satisfaction
and perceived risk constructs and cultural moderators of individualism and uncertainty avoidance. This research
adopts a quantitative approach and collects data from 530 respondents. The proposed model is tested using
structural equation modelling. The empirical results obtained suggest that IB adoption is positively influenced by
the levels of performance expectancy, effort expectancy, social influence and facilitating conditions while per-
ceived risk negatively influences IB usage intention. IB intention was found to positively impact usage behavior
which ultimately impacts customer satisfaction. This study also reveals that uncertainty avoidance dampens the
influence of performance expectancy and facilitating conditions on IB adoption intention. The study highlights
the importance of individual’s cultural values in promoting IB adoption. It contributes to the literature by ex-
tending and testing a comprehensive research model to better understand IB behavior.

1. Introduction

With the advent of the internet, the banking sector has had the
opportunity to shift towards self-service delivery channels that are
autonomous in nature (Pikkarainen, Pikkarainen, Karjaluoto, &
Pahnila, 2004). This has greatly changed the relationship between the
banks and their customers in a way that allows customers to perform
transactions at their own convenience and time (Sum Chau & Ngai,
2010). Internet banking (IB) is defined as banking applications that
allow customers to perform financial transactions through the use of
Wi-Fi technologies, the World Wide Web and the Internet at a place and
time of their choosing (Shih & Fang, 2004). Financial transactions can
include checking of account balances, paying bills, transferring money,
scheduling payments, topping up mobile phone credit and performing
foreign currency transactions (Yiu, Grant, & Edgar, 2007). Banks are
advantaged by IB as they are able to eliminate time and place limita-
tions, reduce operational cost and increase the number and reach of
services to their customers (Rawashdeh, 2015). Ultimately, this tech-
nological innovation has allowed banks to improve service delivery to
their customers (Boateng, Adam, Okoe, & Anning-Dorson, 2016;
YuSheng & Ibrahim, 2019).

Despite IB currently being considered as a fashionable trend that has
gained mass acceptance and adoption in developed countries, adoption

in emerging economies like Fiji is still in its early stages. Fiji is a small
developing country in the south pacific region and is showing good
progress in adopting new technologies (Sharma, Singh, & Aiyub, 2020).
As IB is fairly new in the Pacific, statistics on penetration rate and the
number of registered and active IB users are not available.

According to the research conducted by the Finau, Rika, Samuwai,
and McGoon (2016), Fiji’s rural population was not able to get involved
in micro-enterprise opportunities which contributed to Fiji’s low eco-
nomic growth. However, due to the revolution of mobile technology
and internet services in Fiji, banks have started to provide rural banking
services enabling people to access their funds and make transactions
online using their mobile devices/tablets/laptops. As Fiji is becoming
more and more entangled in IB services, the customers are changing
comfortably to IB to make financial transactions. The six licensed banks
in Fiji that currently offer retail IB services are; Australia and New
Zealand Bank (ANZ), Bank of the South Pacific (BSP), Bred Bank, Bank
of Baroda, Home Finance Bank (HFC Bank) and Westpac Banking
Corporation (Finau et al., 2016). Username and password are provided
by banks to customers as a security feature to encourage IB adoption by
decreasing their perception of risk (Finau et al., 2016).

Despite the popularity of IB worldwide and a shift towards mobile
banking or mobile wallet, developing countries like Fiji with high levels
of internet penetration still have low levels of IB adoption. While
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researchers have attempted to use various factors and theories to ex-
plain the low levels of adoption (Alalwan, Dwivedi, Rana, &
Algharabat, 2018; Martins, Oliveira, & Popovič, 2014; Shankar,
Jebarajakirthy, & Ashaduzzaman, 2020; Tam & Oliveira, 2016; Zhu,
Nakata, Sivakumar, & Grewal, 2013), the cultural background of in-
dividuals could be one of the contributing factors (Hoehle, Zhang, &
Venkatesh, 2015). Information technology adoption and use are influ-
enced by culture. As such, researchers have sought to explain the role
culture plays in the successful implementation and use of technology
(Calhoun, Teng, & Cheon, 2002; Tam & Oliveira, 2019). It follows that,
IB features that are suited to one culture may not be appropriate for
others from a different culture (Tam & Oliveira, 2019). Characteristics
of culture go far beyond country differences and can exist within a
country or city (Baskerville, 2003). Straub, Loch, Evaristo, Karahanna,
and Srite (2002) identified that two individuals may have different
cultural characteristics even though they lived in close proximity. It
follows that cultural differences are an important consideration in un-
derstanding the special needs customers have. Despite researchers
having recognized the importance of culture on customer behavior
(Arnould & Thompson, 2005), research is still lacking in this area
(Zhang, Weng, & Zhu, 2018).

Research on IB has primarily focused on more developed countries
rather than developing countries (Chaouali, Yahia, & Souiden, 2016;
Malaquias & Hwang, 2016; Tarhini, El-Masri, Ali, & Serrano, 2016).
Specifically, there is very little research that examines the cultural va-
lues on IB adoption in developing countries. Hence, to address this gap,
this study will explore the influence of culture on IB adoption by in-
dividuals. Rehman, Baharun, and Salleh (2020) highlights that re-
searchers have paid less attention to behavioral deterrents. The primary
focus of previous studies has been on drivers. This is one of the reasons
that this study has added perceived risk (PR) to the UTAUT model. Also,
past academic literature has paid little attention to the outcome of
customer satisfaction (CS) in the context of IB (Amin, 2016; Kumar,
Sachan, & Kumar, 2020; Rod, Ashill, Shao, & Carruthers, 2009). To
address this gap, CS is added to the UTAUT model. The addition of
these constructs to the UTAUT model will aim to increase its predictive
power. Structural equation modelling (SEM) has been applied to em-
pirically test the constructs and to contribute theoretically and practi-
cally to IB research.

The subsequent sections of the study are as follows: Section 2 dis-
cusses the relevant literature on IB research and highlights the theo-
retical background of this study. This includes discussion on the UTAUT
model and the Hofstede’s cultural dimensions; Section 3 discusses the
hypotheses and proposed conceptual framework for this study; Section
4 describes the research methodology applied to conduct the study;
Section 5 explains the results from the analysis; Section 6 discusses the
results in comparison to previous studies and highlights the theoretical
and practical contributions of this study; Section 7 highlights the lim-
itations of this study and provides directions for future research; Section
8 concludes the paper by detailing the key propositions of the study.

2. Literature review

There have been many factors examined and theories formulated
when it comes to the body of IB literature (Alalwan et al., 2018; Martins
et al., 2014; Shankar et al., 2020; Tam & Oliveira, 2016; Zhu et al.,
2013). In a study conducted by Martins et al. (2014), performance
expectancy (PE), effort expectancy (EE), and social influence (SI) were
found as significant factors influencing customers’ intention to adopt IB.
Riffai, Grant, and Edgar (2012) found that PE, EE, playfulness, and
website design were significant contributors to customers’ adoption
intention in Oman. Additionally, Shih and Fang (2004) reported that
behavioral intention (BI) was strongly associated with actual usage of
IB. Eriksson and Nilsson (2007) state that perceived usefulness is an
important factor that fully mediates the impact of perceived ease of use
and trust on customers’ IB usage. Research conducted by Al-Somali,

Gholami, and Clegg (2009) in Saudi Arabia supported that perceived
ease of use plays a considerable role in promoting both perceived
usefulness and customer attitudes toward IB. Similarly, perceived ease
of use was recognized as a significant driver of perceived usefulness,
and accordingly enhanced the customers’ intention to adopt IB (Chiou
& Shen, 2012).

Studies have also paid attention to the role of SI on customers IB
adoption (Kaabachi, Ben Mrad, & O’Leary, 2019; Matsuo, Minami, &
Matsuyama, 2018; Patel & Patel, 2018). Looking at the influence of
demographics and personality, a study conducted in Estonia by
Eriksson and Nilsson (2007) found users to be more homogeneous due
to the fact that most of them were young, highly-educated, and com-
prised of more males than females. Customers that perceived IB to have
few complexities, possess speed, have a robust design and have ade-
quate experience with technology are more likely to be attracted to-
wards it (Yoon, 2010). In a study conducted by Al-Somali et al. (2009)
in Saudi Arabia, it was found that the level of education was a sig-
nificant predictor of IB usage intention.

Issues related to PR include key factors that hinder customers’ IB
usage intention (Chauhan, Yadav, & Choudhary, 2019; Kesharwani &
Singh Bisht, 2012; Khedmatgozar & Shahnazi, 2018; Marafon, Basso,
Espartel, de Barcellos, & Rech, 2018; Martins et al., 2014; Namahoot &
Laohavichien, 2018). As this study is investigating sensitive subjects of
internet, money and the lack of financial security inhibiting IB adop-
tion, it was considered important to add a risk factor in the proposed IB
adoption model. This is because individuals may fear losing their
passwords, making errors or engaging in activities that can cause them
to lose their money on IB platforms. As such, PR has been added as a
construct to the UTAUT model.

2.1. Theoretical background

An IB adoption model rooted in UTAUT (Venkatesh, Morris, Davis,
& Davis, 2003), incorporating PR, CS and two espoused cultural values
(IDV and UA) was developed for this study. The UTAUT model provides
a unified view of a number of important studies validating technology
acceptance models in various contexts. It incorporates four key con-
structs PE, EE, facilitating conditions (FC) and SI to utilize technology.
The eight IT adoption theories integrated in this theory are namely the
Theory of Reasoned Action (TRA), Technology Acceptance Model
(TAM), Motivational Model (MM), Theory of Planned Behavior (TPB), a
model that combined TAM and TPB, Model of PC Personal Computer
Utilization (MPCU), Innovation Diffusion Theory (IDT) and Social
Cognitive Theory (SCT). The UTAUT theory has been tested to show
that it exceeds the eight separate models with a variance of 70 percent
(Lu, Yu, & Liu, 2009; Venkatesh et al., 2003). The UTAUT model is
considered as the most comprehensive research model when it comes to
predicting consumer behavior in the context of electronic banking
(Alalwan, Dwivedi, & Rana, 2017; Martins et al., 2014; Zhang et al.,
2018). It was reported by Lu et al. (2009) and Venkatesh et al. (2003)
that when compared to other models, the UTAUT model generally has a
better explanatory power in predicting BI towards an information
system. As such, it is considered the most relevant model for this study.
Literature shows that the UTAUT model has been used extensively to
evaluate customers’ adoption of IB and therefore is able to provide a
strong theoretical basis for further extension and investigating.

2.2. Cultural models

The word "culture" is derived from the Latin word "cultura," from
the verb "colere," which means tending or cultivation. It has several
definitions due to its wide and multifaceted nature. Despite this, the
central idea is that culture is the sum of customers, beliefs, values, and
perceptions that are shared by a society. In the context of IS/IT, Leidner
and Kayworth (2006) highlighted a list of levels and value dimensions,
including national, organizational, group and individual that include
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the implementation and use of IS/IT systems. As understanding cultural
characteristics at an individual level is a key issue, this study proposes
to investigate the moderating effect of cultural dimensions on an in-
dividual’s behavior. Hofstede (1980) developed a theory that has been
widely used by researchers in the field of IS/IT.

Hofstede (1994) cautioned against using national cultural scores to
predict the behavior of individuals. To examine the effect of national
culture on an individual’s behavior, this research will treat individual
level of analysis culture as an individual difference variable. This is
consistent with studies carried out by other researchers such as Chopdar
and Sivakumar (2019); Lu, Liu, and Wei (2017) and Srite and
Karahanna (2006).

As such, individual level of analysis national culture manifests
through an individual’s espoused national cultural values. Espoused
national cultural values is defined as the degree to which to which an
individual embraces the values of their national culture (Srite &
Karahanna, 2006).

Table 1 presents the description of the five espoused national cul-
ture dimensions of Hofstede. This study adopts two of the cultural di-
mensions: IDV and UA due to its previous successful application and
use. According to Leidner and Kayworth (2006) IDV and UA are the
most applied cultural dimensions. Individuals tend to address their
personal interest with high propensity to IDV, whereas social behavior
addresses their group or collective interest for people with high pro-
pensity to collectivist culture (Tam & Oliveira, 2019). There are studies
that have applied these two dimensions of Hofstede successfully (Lee,
Choi, Kim, & Hong, 2007; Tam & Oliveira, 2019), however, it is a dif-
ficult task to select cultural dimensions and personalities that are re-
levant. Therefore, it is not reasonable to expect a single model to ex-
plain all of culture’s complex phenomena (Taras, Rowney, & Steel,
2009).

3. Conceptual framework and hypotheses

3.1. Performance expectancy

Performance expectancy is conceptualized as the utilities and ben-
efits that can be attained from the use of innovative channels in terms of
convenience, customization, accessibility, efficiency, time and effort
saving (Venkatesh et al., 2003). That is, individuals that believe that
computing technology is beneficial will use it in conducting banking
activities (Baptista & Oliveira, 2015). It reflects the individuals’ per-
ception of improvement by using IB measures (Yang, 2009).

PE is seen as one of the most influential factors that affect BI to
adopt and use IS/IT systems (Dwivedi, Rana, Jeyaraj, Clement, &
Williams, 2019; Rana, Dwivedi, Lal, Williams, & Clement, 2017) in
general and in the context of IB (AbuShanab, Pearson, & Setterstrom,
2010; Alalwan et al., 2017; Martins et al., 2014; Riffai et al., 2012).
According to Dodds, Monroe, and Grewal (1991) and Venkatesh,
Thong, and Xu (2012), customers usually are involved in a rational
comparison process between the extent of utilities and benefits ob-
tained by using technology in relation to the monetary cost paid to use
technology. Therefore, this study formulates the following hypothesis:

H1. PE will have a positive influence on customers’ IB adoption
intention in Fiji.

3.2. Effort expectancy

EE is conceptualized as the extent of the ease of use of a system
(Venkatesh et al., 2003). When it comes to IB, some users are more
computer literate than others. As such, we would expect these users
would become accustomed more quickly and would have fewer pro-
blems (Koenig-Lewis, Palmer, & Moll, 2010).

Prior research in the context of IB has proven the importance of EE
(i.e. (Martins et al., 2014; Riffai et al., 2012) and its related factor of
perceived ease of use (Alalwan, Dwivedi, Rana, & Williams, 2016; Al-
Somali et al., 2009; Kesharwani & Singh Bisht, 2012; Rodrigues,
Oliveira, & Costa, 2016) in influencing customers to adopt innovative
channels. According to Davis (1989), individuals could be involved in
the cognitive tradeoff process between the efforts required to success-
fully apply the technology in front of the advantages and benefits at-
tained through its use. The researcher argued that perceived ease of use
could influence BI to use technology by facilitating the role of perceived
usefulness. Empirical evidence has supported this argument in the
context of IB by a number of studies (Al-Somali et al., 2009; Cheng,
Sheen, & Lou, 2006; Eriksson, Kerem, & Nilsson, 2005; Kesharwani &
Singh Bisht, 2012). Therefore, this study proposes a second hypothesis:

H2. EE will have a positive influence on customers’ IB adoption
intention in Fiji.

3.3. Social influence

Individuals get easily influenced by others in the society or social
networks (e.g., friends, family, peers and seniors/superiors) to adopt IB
(López-Nicolás, Molina-Castillo, & Bouwman, 2008). The SI dimension
is the extent to which a person perceives that other individuals expect
them to use the new system (Venkatesh et al., 2003). This construct is a
predictor of BI (Chong, Chan, & Ooi, 2012; Venkatesh et al., 2012). The
customers can play a vital role in creating awareness and influencing
the intentions towards IT/IS usage (Alalwan, Dwivedi, Rana, Lal, &
Williams, 2015, 2016) A research carried out in South Korea by Kim,
Shin, and Kim (2011) demonstrated that SI is the most influential factor
towards BI. SI when compared to personal innovativeness is less in-
fluential, but more dynamic (Lu, 2014).

Additionally, SI positively impacts BI which leads to individuals
adopting IB (Chong et al., 2012). According to the study conducted by
Kalinic and Marinkovic (2016), SI is found to be the precursor of per-
ceived ease of use and perceived usefulness which drives BI. An em-
pirical study on the adoption of IB services conducted by Chaouali et al.
(2016) concluded that SI and trust indirectly influences customers’ in-
tentions to adopt IB however, EE does not influence BI. Based on prior
literature, SI has been selected as one of the most influential constructs
impacting BI which proves that SI has an impact on the customers’ BI to
use IB channels (Alalwan et al., 2016; Martins et al., 2014; Riquelme &
Rios, 2010; Yu, 2012; Zhou, Lu, & Wang, 2010). Hence, the following

Table 1
Espoused National Cultural Values.

Dimension Description

Individualism/Collectivism (IDV) This is the degree to which an individual derives their identity primarily from being an individual (“I”) versus being a member of social
groups (“We”).

Power Distance (PD) The degree to which differences in power, status, and privileges are accepted in society and considered a “natural order”.
Uncertainty Avoidance (UA) The degree to which novel phenomena or ambiguities are perceived as threats.
Masculinity–Femininity (MF) This relates to gender roles. The distinction could be related to what motivates an individual, wanting to be the best (Masculine) or liking

what one does (Feminine).
Time Orientation (TO) Degree of how society prioritizes and deals with its own past, with the challenges of the present and the future.
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hypothesis can be formulated:

H3. SI will have a positive effect on customers’ IB adoption intention in
Fiji.

3.4. Facilitating conditions

FC is another construct which drives IB users. FC is defined as the
extent to which a person believes that use of the system is supported by
the organization and technical infrastructure (Venkatesh et al., 2003).
In order for an individual to access IB, they need to have internet ac-
cess, devices that have internet capabilities (tablets, laptops and PCs),
relevant software and the skills to use the system correctly. A user that
has access to a set of favorable FC, such as demonstrations, IB tutorials
or live-chat support will have a greater intention to use.

In order to fully utilize IB services, an individual must have a par-
ticular kind of skill-set, technology and resources (Alalwan et al., 2015,
2016; Zhou et al., 2010). Hence, given the support services and re-
sources available to the customers, they will be more motivated to
utilize IB. Studies have shown that FC has a positive relationship to BI
and usage behavior (Morosan & DeFranco, 2016; Tarhini et al., 2016).
Therefore, it is hypothesized that:

H4. FC will have a positive effect on customers’ IB adoption intention in
Fiji.

3.5. Perceived risk

PR is the uncertainty felt by individuals that may lead to negative
consequences whilst using a service or product (Bauer & Cox, 1967).
That is, an individual expects to lose when purchasing a good or service,
thus becoming an inhibitor towards purchasing behavior (Peter & Ryan,
1976). Customers have generally been reluctant to perform the simplest
transactions online (Hoffman, Novak, & Peralta, 1999) as they have
always found this risky (Jarvenpaa, Tractinsky, & Saarinen, 1999;
Pavlou, 2001). This led to PR being theorized as the main barrier for
customers’ adoption of electronic services, especially if it is monetary in
nature. Koller (1988) stated that the possible effects of risks can be
determined by the importance of the situation. The decision whether to
adopt electronic services or not is vital for all customers as it has long-
term implications. This increases the importance of risk (Pavlou, 2001).

Several studies are based on the PR concept. Hanafizadeh and
Khedmatgozar (2012) highlighted that the key difference of this model
in comparison to other theories and models is that it focuses on the
negative factors that hinder IB adoption. Researchers interested in this
factor could be attributed to the heterogeneity, intangibility, vagueness,
and high uncertainty, characterised in the IB area, along with the ab-
sence of human interaction (Aldás-Manzano, Lassala-Navarré, Ruiz-
Mafé, & Sanz-Blas, 2009; Hanafizadeh & Khedmatgozar, 2012;
Jaruwachirathanakul & Fink, 2005; Khedmatgozar & Shahnazi, 2018;
Lee, 2009; Lifen Zhao, Hanmer-Lloyd, Ward, & Goode, 2008; Luo, Li,
Zhang, & Shim, 2010; Martins et al., 2014; Sekhon, Roy, & Devlin,
2016). Accordingly, this study assumes the following hypothesis:

H5. PR will have a negative effect on customers’ IB adoption intention
in Fiji.

3.6. Usage behavior

Usage behavior is “the manifest, observable response in a given si-
tuation with respect to a given target” (Ajzen, 1991). It is considered an
immediate consequence of BI and provides an indication about an in-
dividuals’ readiness to perform a specific action. In the information
technology acceptance studies, various studies have provided evidence
of the relationship between BI and UB (e.g., (Baabdullah et al., 2019;
Gupta, Dogra, & George, 2018; Venkatesh et al., 2003, 2012). This

relationship has been extended to the IB context (Baabdullah et al.,
2019; Martins et al., 2014; Tarhini et al., 2016). Therefore, it is hy-
pothesized that:

H6. BI will have a positive effect on customers’ IB usage behavior in Fiji

3.7. Customer satisfaction

CS is referred to as a psychological experience. It refers to the cus-
tomer’s perception of the fulfilled degree to which products or services
commonly implied, stated or required performance (Flavián, Guinalíu,
& Gurrea, 2006). CS is determined by the difference between the ‘ex-
pectation’ of the customer and the ‘experience’ of the product or service
(Venkatesh et al., 2012). If the perceived performance exceeds or
matches the customers’ expectations of service, they will be satisfied. If
this does not happen, there will be customer dissatisfaction (Fullerton &
Taylor, 2015; Shahin Sharifi & Rahim Esfidani, 2014).

Surprisingly, there is very little research that provide empirical
evidence on the relationship UB and CS (Petter, DeLone, & McLean,
2008). The reverse relationship between CS and continued intention
has been studied by many researchers (Hsiao, Chang, & Tang, 2016;
Poromatikul, De Maeyer, Leelapanyalert, & Zaby, 2019; Tran, Pham, &
Le, 2019). A study carried out by Guimaraes, Yoon, and Clevenson
(1996) found that system usage which was measured as frequency of
use is positively related to CS. Another studied carried out by Chiu,
Chiu, and Chang (2007) in the e-learning context also found a sig-
nificant relationship between UB and CS. Therefore, it is hypothesized
that:

H7. UB will have a positive effect on CS in Fiji

The study also incorporates Hofstede’s cultural dimensions (i.e., IDV
and UA) into the extended UTAUT model as depicted in Fig. 1.

3.8. Individualism/collectivism

IDV refers to the extent to which an individual prefers to take care of
only themselves and their families. In cultures that are highly in-
dividualistic, individuals are seen as more innovative and tend to make
decisions individually (Park, Jun, & Lee, 2015). These individuals focus
more on the innovative characteristics of the technology (e.g., ease of
use and usefulness) rather than subjective norms and word of mouth
when adopting new technology (Abbasi, Tarhini, Elyas, & Shah, 2015;
Lee, Trimi, & Kim, 2013). A research carried out by Zheng, El Ghoul,
Guedhami, and Kwok (2013) found that for countries with in-
dividualistic culture, quality and prices play crucial roles in driving
customers’ financial decision making. As such, this paper argues that
individuals from highly individualistic cultures would place greater
emphasis on the easiness and usefulness of IB.

According to a study carried out by Sun and Zhang (2006), the
impact of PE on BI is greater for culture that are high in individualism.
Customers in individualistic cultures make decisions more in-
dependently when it comes to the use of technology. In this case, if the
technology provides benefits to the user, there will be a stronger impact
of PE on BI (Im, Hong, & Kang, 2011). This relationship has also been
found in the context of IB (Hung & Chou, 2014; Zhang et al., 2018).
Therefore, it is hypothesized that:

H8a. The relationship between PE and IB usage intention is stronger in
cultures that are more individualistic in Fiji.

In the same vein, it can in inferred that EE would have a strong
impact on BI. Empirical evidence found by Zhang et al. (2018) and
Zhang, Cheung, and Lee (2014) support this in the context of IB.
Therefore, the following hypothesis is formulated:

H8b. The relationship between EE and IB usage intention is stronger in
cultures that are more individualistic in Fiji.

R. Sharma, et al. International Journal of Information Management 53 (2020) 102116

4



Individuals that are more equipped with supporting resources will
have a greater intention to use IB when compared to those that have
less resources and support services. According to Smith and Reynolds
(2009), customers in more individualistic cultures expect service pro-
viders to be more ready and responsive to provide assistance when
considering to adopt a new technology. Therefore, it is hypothesized
that:

H8c. The relationship between FC and IB usage intention is stronger in
cultures that are more individualistic in Fiji.

Additionally, users from more individualistic cultures are more
concerned about the potential threats that new technology brings as

they should bear the possible negative consequences from decisions
made by them (Ashraf, Thongpapanl, & Auh, 2014). As such, users who
are more individualistic in nature are influenced more by PR when
making decision on IB adoption. Accordingly, we expect that for cul-
tures that are more individualistic, the negative effect of PR on IB
adoption would be stronger. This relationship has also being found in
the context of IB (Hung & Chou, 2014; Zhang et al., 2018). Based on
this, the following hypothesis are derived:

H8d. The relationship between PR and IB usage intention is stronger in
cultures that are more individualistic in Fiji.

To add on, in collective cultures due to their strong herding

Fig. 1. Conceptual framework.

Fig. 2. Structural model results.
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behavior preference, individuals often seek information from their so-
cial network (Luo, Wu, Shi, & Xu, 2014; Ng, 2013). These individuals
give more consideration to others views such as reviews and feedback
from early adopters (Lee et al., 2013; Lu, Yu, Liu, & Wei, 2017; Shiu,
Walsh, Hassan, & Parry, 2015). For example, such people would be
more likely to adopt IB if bank employees that they are familiar with
recommended it to them (Zheng et al., 2013). A study carried out by Lin
(2014) showed that in a collectivist culture, subjective norms have a
greater influence on BI to adopt new technology. As such, we posit that
the positive relationship between SI and IB would be stronger in cul-
tures that are more collectivistic. However, in collectivistic cultures,
people tend to value relationship building more (Magnusson, Peterson,
& Westjohn, 2014; Zhou, Jin, Fang, & Vogel, 2015). Customers from
more collectivistic cultures prefer to establish long-term relationship
with bank personnel to avoid incurring switching costs (Farah, 2017).
Therefore, the following is hypothesized:

H8e. The relationship between SI and IB usage intention is stronger in
cultures that are lower in IDV in Fiji

3.9. Uncertainty avoidance

UA refers to the degree to which individuals feel uncomfortable
with ambiguity and uncertainty (Hofstede, 2011), which is associated
with an individual’s risk perception when making financial decisions
(Frijns, Gilbert, Lehnert, & Tourani-Rad, 2013; Kim, Schroeder, &
Pennington-Gray, 2016). Individuals that have a higher degree of UA
tend to value security more than those with lower UA (Al Kailani &
Kumar, 2011; Cyr, 2013). Specifically, these individuals tend to be
more concerned about risk, such as privacy, hacking and fraud involved
in IB (Khan, Hameed, & Khan, 2017; Lim, Yeow, & Yuen, 2010;
Sampaio, Ladeira, & Santini, 2017). To add on, Laukkanen (2015)
stated that individuals with higher UA are more sensitive when it comes
to the PR associated with mobile banking, which in turn increases their
resistance of adoption. As such, we infer that in such cultures, PR is
more likely to be a barrier in IB adoption. Therefore, the following
hypothesis is proposed:

H9a. The relationship between PR and IB usage intention is stronger in
cultures that are high in UA in Fiji.

The concerns people have about unknown situations in high UA
cultures can also be alleviated by listening to others’ comments and
usage experience (Hwang & Lee, 2012). This informational influence
from individual’s reference groups can provide evidence for individuals
to accept new technologies (Alhirz & Sajeev, 2015; Tarhini, Hone, Liu,
& Tarhini, 2017). A stronger relationship between SI and BI was found
by Lai, Wang, Li, and Hu (2016) in a high UA culture. Hence, the fol-
lowing hypothesis is proposed:

H9b. The relationship between SI and IB usage intention is stronger in
cultures that are high in UA in Fiji.

New IT technologies like IB inherently have a higher level of risk
(Roy, Balaji, Kesharwani, & Sekhon, 2017). Individuals from cultures
with high UA focus on the quality of products such as ease of use and
usefulness to mitigate the unknown situation (Hung & Chou, 2014;
Kaba & Touré, 2014; Sabiote, Frías, & Castañeda, 2012). In the presence
of high UA in banking services, individuals put greater emphasis on
quality in terms of assurance, responsiveness and reliability (Ladhari,
Pons, Bressolles, & Zins, 2011). Consistent with this argument, Al-
Smadi (2012) suggested that individuals from higher UA cultures are
more concerned about the ease of use and usefulness of IB.

In a research carried out by Yuen, Yeow, Lim, and Saylani (2010),
PE was found to have a stronger influence on BI with cultures higher in
uncertainty avoidance. This was supported empirically by Yuen, Yeow,
and Lim (2015) in the context of IB. Therefore, the following hypothesis
is proposed:

H9c. The relationship between PE and IB usage intention is stronger in
cultures that are high in UA in Fiji.

Different studies have found mixed results on the impact of UA on
EE in technology acceptance studies. Some studies have found that in
cultures that have high degree of UA, technologies that are easy to use
can help reduce the perception of uncertainty (McCoy, 2003). Similar
results were also found by Cardon and Marshall (2008). However,
contradictory results were found by a study conducted by Blut, Wang,
and Schoefer (2016) that showed ease of use to be stronger in cultures
with low UA. This finding was also similar to the results found by
Schepers and Wetzels (2007). Individuals are more likely to accept
technologies that are easier to use in cultures with high UA to reduce
unwanted results. Therefore, it is hypothesized that:

H9d. The relationship between EE and IB usage intention is stronger in
cultures that are high in UA in Fiji.

People from cultures with high UA are less excited to try new
technologies as they feel that IT is threatening and risky (Takieddine &
Sun, 2015). A study conducted by Im et al. (2011) found that FC is not
influenced by cultural factors. However, it was argued that cultures that
have a high degree of UA will seek out more FC to reduce uncertainty
(Qi Dong, 2009). As such, service providers can help increase adoption
in cultures with high UA by providing more assistance and support
services. Therefore, it is hypothesized that:

H9e. The relationship between FC and IB usage intention is stronger in
cultures that are high in UA in Fiji.

4. Research method

4.1. Data collection and sample

The scales for the UTAUT constructs (EE, PE, SI, FC, and BI) were
adopted from Venkatesh et al. (2003). PR scale was adopted and
modified from the study conducted by Featherman and Pavlou (2003)
while CS was adopted from Nikbin, Ismail, and Marimuthu (2012). The
scale for UB was adopted and modified from Zhou et al. (2010). IDV
and UA were adopted from Srite and Karahanna (2006). Each item was
measured with a seven-point Likert scale, ranging from “strongly dis-
agree’’ (1) to “strongly agree’’ (7).

An online survey was conducted in Fiji between May-June 2019.
Links to the questionnaire were circulated through the use of social
media (e.g., Facebook, LinkedIn) and at the University of the South
Pacific (USP). USP is an institution of higher education learning in the
Pacific region. This sample was selected for these reasons; first, uni-
versity students constitute a large proportion of internet users; second,
online customers are generally more educated than conventional cus-
tomers, meaning that the students closely resemble the online customer
population (Corbitt, Thanasankit, & Yi, 2003; Seock & Bailey, 2008).
University students were also encouraged to invite their family, friends
and other acquaintances to participate. This was done to ascertain a
more heterogeneous sample.

As it is not possible to get a list of all elements in the population, this
study utilizes a non-probability sampling technique to identify re-
spondents. This method is very useful in getting general ideas about the
phenomenon of interest (Sekaran & Bougie, 2010). Besides, it collects
information from a population that is conveniently available.

Based on the fact that studies of technology acceptance have tra-
ditionally been conducted using survey research (Venkatesh et al.,
2003), an online survey instrument was designed and administered
using SurveyMonkey. The survey was pilot tested amongst a group of
50 respondents, who were not included in the final data. Preliminary
evidence showed that scales were reliable and valid. The main survey
received a total of 573 responses. Of this, 530 had complete responses
with no missing values. Descriptive statistics were carried out using
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SPSS (25.0) and structural equation modeling using AMOS (24.0).

5. Results

5.1. Demographic profile

The demographic profiles of the subsets are presented in Table 2. 58
% of the respondents were females while 42 % were males. 26.4 % of
the respondents were between 18–21 years, 47.17 % were between
22–31, 18.70 % were between 32–41, 5.7 % were between 42–51, 1.88
% were between 52–61 while the remaining 0.19 % were above 62
years of age.

The analysis performed supported the reliability and validity of the
scales. The reliability of all factor scales was examined by internal
consistency analysis; the Cronbach's alpha for PE (0.859), EE (0.878), SI
(0.822), FC (0.807), CS (0.916), PR (0.899), BI (0.898), UB (0.873), IDV
(0.797) and UA (0.907) all indicated high internal consistency.
Maximum shared variance (MSV) and average shared squared variance

(ASV) were both lower than the average variance extracted (AVE) for
all factors. Therefore, the discriminant validity of the scale was ac-
cepted. (see Tables 3 and 4).

As the evaluation of the measurement model provided evidence of
reliability and validity, the structural model can now be examined to
assess the hypothesized relationships among the constructs formulated
in this study. Several measures can be used to evaluate the structural
model proposed in this study (Henseler, Ringle, & Sarstedt, 2012).

The following fit indexes were yielded from the structural equation
modelling analysis of the structural model: x² (426)= 1804.434
(p < 0.001), x²/df= 4.236, CFI= 0.904; TLI= 0.894;
RMSEA=0.080. These indexes indicate an appropriate model fit as it
exceeds the minimum threshold recommended (Hair, Black, Babin,
Anderson, & Tatham, 2006). The results confirm that the model is an
appropriate predictor of IB adoption in Fiji.

Subsequently, the research hypotheses were tested using a regres-
sion model with interactive effects. The conceptual model includes: 1)
the direct effect of PE, EE, SI and PR on BI, BI to UB and UB to CS; and
2) the moderating influence of IDV and UA in the formation of BI. In
particular, the interaction between IDV and UA and the other psycho-
logical factors represents these moderating effects (i.e., PE x IDV, EE x
IDV, SI x IDV, FC x IDV, PR x IDV, PE x UA, EE x UA, SI x UA, FC x UA,
PR x UA). In addition, it is important to calculate the average scores
reported by the respondents across their items for each of the psycho-
logical factors, BI and UB, following a traditional procedure in con-
sumer research.

As detailed by Lance (1988), the multicollinearity was estimated
using residual-centering procedure prior to the estimation of the re-
gression model. The interaction effect was replaced with a new variable
resulting from the comparison between the interaction and an expres-
sion extracted from the regression of the two variables on the inter-
active effect.

First, a significant percentage of observed variance is explained by
the suggested model (R²= 0.88). PE (β= 0.304, P < 0.001), EE
(β=0.182, P < 0.05), SI (β=0.142, P < 0.001) and FC (β=0.344,
P < 0.001) have a positive influence on IB usage intention. PR nega-
tively influences BI (β = −0.202, P < 0.001). BI was found to have a
positive influence on UB (β= 0.832, P < 0.001) and UB was found to
have a positive influence on CS (β=0.939, P < 0.001). Therefore, H1,
H2, H3, H4, H5, H6 and H7 are supported.

IDV and UA are quasi-moderator variables as they have a positive
and direct effect on BI. With individuals having higher levels of UA, the
influence of PE and FC on IB intention decreases (H9c and H9e are
supported). However, H8a, H8b, H8c, H8d, H8e, H9a, H9b and H9d are
rejected as the suggested interactions do not have a significant influ-
ence on IB usage intention (Figs. 3 and 4).

Table 2
Profile of Respondents.

Gender N %

Male 222 42
Female 308 58
Age
18–21 years 137 26.42
22–31 years 250 47.17
32–41 years 99 18.70
42–51 years 30 5.66
52–61 years 10 1.88
62 years and above 1 0.19
Qualification
Secondary School 121 23.01
Diploma/Certificate 106 20.00
Bachelors education 198 37.36
Postgraduate education 70 13.21
Others 34 6.42
Income
I do not earn a fixed income 28 5.28
Under $15,000 59 11.13
$15,000–$29,999 172 32.45
$30,000–$44,999 103 19.43
$45,000–$59,999 81 15.28
$60,000–$74,999 35 6.60
$75,000–$89,999 36 6.79
$90,000 + 16 3.01

Note: Percentages were rounded according to mathematical rounding rules, so
the sum of percentages may equal more or less than 100 due to rounding.

Table 3
Discriminant Validity Analysis from Confirmatory Factor Analysis.

CR AVE MSV MaxR(H) CS EE BI ORK SI PE UA IDV FC UB

CS 0.921 0.702 0.256 0.941 0.838
EE 0.880 0.647 0.606 0.882 0.463*** 0.805
BI 0.901 0.649 0.366 0.922 0.429*** 0.592*** 0.806
ORK 0.901 0.694 0.185 0.906 −0.178*** −0.282*** −0.321*** 0.833
SI 0.819 0.512 0.235 0.924 0.115* 0.022 0.088† 0.253*** 0.715
PE 0.862 0.609 0.606 0.865 0.506*** 0.779*** 0.582*** −0.232*** 0.070 0.780
UA 0.802 0.582 0.087 0.851 0.205*** 0.214*** 0.295*** 0.250*** 0.013 0.192*** 0.763
IDV 0.771 0.529 0.235 0.774 0.150** 0.002 0.027 0.431*** 0.485*** 0.090† 0.202*** 0.727
FC 0.807 0.677 0.559 0.810 0.448*** 0.748*** 0.605*** −0.284*** −0.081 0.577*** 0.082 −0.065 0.823
UB 0.88 0.71 0.928 0.892 0.963*** 0.510*** 0.933*** −0.255*** 0.092† 0.487*** −0.193*** 0.06 0.531*** 0.843

Note: The boldfaced diagonal elements are the square root of the variance shared between the constructs and their measures. Off-diagonal elements are the cor-
relations between constructs. *** p < 0.001. PE= performance expectancy; EE= effort expectancy; SI= social influence; FC= facilitating conditions;
CS= customer satisfaction; BI= behavioral intention; PR=perceived risk; UA=uncertainty avoidance; IDV= individualism; UB=Usage Behavior;
CR= composite reliability; AVE= average variance extracted; MSV=maximum shared variance; MaxR(H) = maximum reliability.
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Table 4
Confirmatory Factor Analysis Results for Refined Measurement Items.

Factor and item description Model and item indices

SL CR SMC AVE MSV

Performance Expectancy
Internet banking services would be useful for me to complete my tasks. 0.740 0.862 0.547 0.609 0.606
Internet banking services would allow me to complete my tasks more quickly. 0.776 0.603
Using internet banking would increase my productivity levels. 0.840 0.706
Using internet banking would improve my performance. 0.761 0.579
Effort Expectancy
My interaction with internet banking would be clear and understandable. 0.732 0.880 0.537 0.647 0.606
It would be easy for me to become skillful at using internet banking. 0.805 0.649
I would find internet banking easy to use. 0.826 0.68

2
I think that learning to use internet banking would be easy for me. 0.848 0.718
Facilitating Conditions
I have the necessary resources to utilize internet banking. 0.784 0.808 0.615 0.678 0.557
I have the necessary knowledge to utilize internet banking. 0.862 0.744
Social Influence
People who are important to me think that I should use internet banking. 0.304 0.819 0.092 0.512 0.235
People who influence my behavior think that I should use internet banking. 0.372 0.138
People in my environment who use internet banking services have a higher status than those who do not. 0.894 0.800
People in my environment who use internet banking services have a high profile. 0.930 0.864
Having internet banking services is a status symbol in my environment. 0.811 0.657
Perceived Risk
Using internet banking would be risky. 0.767 0.901 0.588 0.694 0.185
Internet banking is dangerous to use. 0.875 0.765
I think that using internet banking would add great uncertainty. 0.843 0.711
Using internet banking exposes me to an overall risk. 0.843 0.711
Customer Satisfaction
Internet banking has exceeded my expectations. 0.644 0.921 0.415 0.702 0.256
I am satisfied with the overall experience of using internet banking. 0.863 0.744
I am pleased with the overall experience of using internet banking. 0.918 0.843
I am content with the overall experience of using internet banking. 0.911 0.829
I am delighted with the overall experience of using internet banking. 0.823 0.677
Espoused Individualism
I frequently use internet banking services that express my personality. 0.699 0.771 0.489 0.529 0.235
I do not want to feel like an anonymous member of a group that uses internet banking service. 0.70 0.49

3 4
I frequently use internet banking services that can differentiate me from other people. 0.776 0.603
Espoused Uncertainty Avoidance
I do not use internet banking content when I am unsure of its quality. 0.766 0.908 0.321 0.582 0.242
I am bothered when an internet banking service does something strange. 0.87 0.756
I am reluctant to use an internet banking service if the security of operations is compromised in any way. 0.817 0.667
Internet Banking Intention
I intend to use internet banking in the next months. 0.792 0.901 0.627 0.649 0.366
I foresee I will use internet banking in the next months. 0.857 0.735
I plan to use the internet banking system in coming months. 0.872 0.760
I intend to check my account balance via internet banking. 0.663 0.439
I intend to transfer money on the internet banking platform. 0.632 0.399
Usage Behavior
I often use internet banking to manage my account. 0.865 0.880 0.748 0.710 0.928
I often use internet banking to transfer and remit money. 0.891 0.794
I often use internet banking to make payments. 0.767 0.588

Fig. 3. Uncertainty avoidance dampens the positive relationship between per-
formance Expectancy and behavioral intention.

Fig. 4. Uncertainty avoidance dampens the positive relationship between fa-
cilitating conditions and behavioral intention.
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6. Discussion

The explained variance (R²) of the endogenous constructs was ex-
amined to evaluate the predictive power of the endogenous constructs
(Chin, 2010). This explains the amount of variance in the construct that
is explained by the model. Fig. 2 shows that the R² value of this model is
76 %. According to Chin, Peterson, and Brown (2008), three categories
can be used to classify the R² values of endogenous latent variables:
weak (19 %), moderate (33 %), and substantial (67 %). With reference
to this classification, the R² of 76 % signifies that the explanatory power
of the model is substantial. The R² value also exceeded the re-
commended values of 40 % (Straub, Boudreau, & Gefen, 2004). This
indicates that the model is capable of explaining endogenous constructs
and has a high predictive value. By adding PR, CS and cultural mod-
erators, we were able to increase the predictive power of the UTAUT
model. It is important to note that without the inclusion of CS, the
structural model was able to predict 69 % of UB. However, with the
inclusion of CS, the percentage increased to 76 %. Previous studies have
shown that the UTAUT model explains 70 % of the variance in BI
(Zhang et al., 2018). A study carried out by Ayo, Oni, Adewoye, and
Eweoya (2016) found that perceived e-service quality explained 49 %
of variance in CS while another study carried out by Rahi, Ghani, and
Ngah (2019) showed R² value of 28.5 % for CS and BI of 18.7 %.

The findings of this study are synthesized with existing literature.
Facilitating conditions is the most influential factor contributing to
customer adoption of IB. This means that given the resources and
support services being available to customers, they would be more
motivated to adopt IB. Previous studies have also examined the re-
lationship of facilitating conditions on customers’ intention to adopt
technology (Morosan & DeFranco, 2016; Tarhini et al., 2016). The re-
sults of this study provide empirical evidence to support this relation-
ship in the IB context. In other words, customers who have devices with
internet capabilities (tablets, laptops and PCs), relevant software and
the skills to use the system correctly will have a higher intention to use
IB services. Favorable facilitating conditions, such as demonstrations,
IB tutorials or live-chat support will also increase customers’ adoption
intention.

Empirical results of this study have supported the positive influence
of performance expectancy on IB adoption. Thus, individuals are more
likely to have higher IB adoption intention if they perceive that benefits
and utilities can be attained from its use. This can be in terms of ac-
cessibility, convenience, customization, efficiency and time and effort
saving (Venkatesh et al., 2012). This result is consistent with the ex-
isting literature in the area of information systems (Dwivedi et al.,
2019; Rana et al., 2017) in general and in the context of IB (AbuShanab
et al., 2010; Alalwan et al., 2017; Martins et al., 2014; Riffai et al.,
2012). The contribution of IB to a customers’ life in comparison with
traditional encounters have been widely recognized in decreasing cus-
tomers effort and time to obtain the same service (Lassar, Manolis, &
Lassar, 2005).

Effort expectancy was found to significantly influence IB adoption.
This is consistent with prior studies in the literature in the context of IB
(i.e. (Martins et al., 2014; Riffai et al., 2012) and its related factor of
perceived ease of use (Alalwan et al., 2016; Al-Somali et al., 2009;
Kesharwani & Singh Bisht, 2012; Rodrigues et al., 2016) in influencing
customers to adopt innovative channels. Customers are usually in-
volved in a cognitive trade-off process between the benefits expected
from using technology and the effort required for its use (Alalwan et al.,
2018; Celik, 2008). Therefore, if benefits exceed the effort required for
use, customers are more likely to adopt IB.

In line with Venkatesh et al. (2003), the significant impact of social
influence on IB adoption was empirically confirmed by this study.
While prior studies (e.g. (Chong et al., 2012; Kim & Park, 2011; Lu,
2014) in the literature have found similar results, some studies have not
supported this (Alalwan et al., 2018).

The moderating effect of cultural dimensions (i.e., individualism/

collectivism and uncertainty avoidance) was also examined and this led
to rejection of H8a, H8b, H8c, H8d, H8e, H9a, H9b and H9d because
suggested interactions did not significantly influence IB intention. This
suggests that espoused cultural values of individualism/collectivism
and uncertainty avoidance did not play a crucial role in moderating the
hypothesized relationships.

Empirical results from this study confirmed that with individuals
having higher levels of uncertainty avoidance, the influence of perfor-
mance expectancy on IB adoption intention decreases. Individuals from
cultures with high uncertainty avoidance focus on the quality of pro-
ducts such as ease of use and usefulness to mitigate the unknown si-
tuation (Hung & Chou, 2014; Kaba & Touré, 2014; Sabiote et al., 2012).
This result is consistent with prior studies conducted by Ladhari et al.
(2011) and (Al-Smadi, 2012). Also, empirical results show that in-
dividuals with higher levels of uncertainty avoidance, the influence of
facilitating conditions on IB adoption intention decreases. While con-
tradictory results were found by Blut et al. (2016) and Schepers and
Wetzels (2007), their results confirm that individuals are more likely to
accept technologies that are easier to use in cultures with high UA to
reduce unwanted results (Cardon & Marshall, 2008; McCoy, 2003).

The relationship between behavioral intention and usage behavior
has usually been ignored by prior IB studies (e.g. (Boateng et al., 2016;
Chaouali et al., 2016; Chauhan et al., 2019; Rahi, Mansour, Alghizzawi,
& Alnaser, 2019)). Information technology acceptance studies have
provided evidence of the relationship between behavioral intention and
usage behavior (e.g.(Baabdullah et al., 2019; Gupta et al., 2018;
Venkatesh et al., 2003, 2012). The findings of this study confirm this
relationship in the context of IB.

As discussed in prior literature, customer satisfaction is determined
by the difference between the ‘expectation’ of the customer and the
‘experience’ of the product or service (Venkatesh et al., 2012).
Guimaraes et al. (1996) examined this relationship in the information
technology context. Empirical results of this study confirmed this re-
lationship in the context of IB.

6.1. Theoretical contribution

This study has provided further support for the UTAUT constructs in
the context of modern customers. The inclusion of PR and CS were
valuable additions to the UTAUT model. The effects of these two con-
structs were found to play a crucial role in affecting customers’ IB
adoption intention. This reiterates the importance of tailoring originally
developed technology adoption models to customer context. This study
also highlights the significant role played by cultural values in customer
behavior regarding IB adoption. It demonstrates the value of using
espoused culture in advancing technology adoption research. Much of
the research carried out previously have treated culture as a monolithic
construct (cf. (Rai, Maruping, & Venkatesh, 2009; Srite & Karahanna,
2006) and reported country-specific comparisons instead of focusing on
cultural values that are espoused at the individual level (Leidner &
Kayworth, 2006). For example, the research carried out by Venkatesh
and Zhang (2010) tested the UTAUT model using samples collected
from two different countries (USA and China). Rather than measuring
espoused cultural values; the research tested how the relationship
varies across the two countries. Despite many studies already been
carried out on IB adoption, no research has been previously conducted
in the South Pacific. Literature on theory building highlights the im-
portance of testing the generalizability of the new research models and
instruments as it provides a better understanding of the context and
how it may influence the view of theories differently (Alvesson &
Kärreman, 2007; Brown, Dennis, & Venkatesh, 2010; Johns, 2006;
Venkatesh et al., 2012). This is particularly true when existing theories
start to break down and these breakdowns provide a fertile ground for
the creation of new knowledge (Alvesson & Kärreman, 2007).
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6.2. Implications for practice

There are multiple practical implications of this study in building a
strong relationship between banks and potential IB users. First, this
study looks at customers’ IB adoption intention. Understanding the
adoption behavior could help banks in designing strategies to enable
customers to adopt IB. The results of this research have implications for
the government, banks and policy makers. The UTAUT constructs to-
gether with risk were found to exhibit a strong influence on customers’
IB adoption intention. Considering these factors in policy making and
strategy formation, will attract customers to accept technologies and IB
services with trust and a peaceful mind (Kim, Kim, & Shin, 2009).

As PE is a significant and strong predictor of BI to adopt IB, the
banks should consider upgrading the current IB platforms to deliver
greater performance opportunities to the users. That is, banks should
invest more in areas which influence the customers most, for example,
considering functions to optimize financial operation and speedy pay-
ments. Since efficiency, effectiveness and convenience are the key ad-
vantages of the IB services, banks should emphasize these benefits in
their advertisements (Yuen et al., 2010).

EE was also found to influence BI for IB adoption. That is, customers
who perceive a greater risk in adopting IB will be impacted by the ease
of use of the system. Managers also need to emphasize on the ease of
use of IB when marketing as it has been perceived as risky.

FC was found as a variable that positively influences customers’ IB
adoption intention. This highlights the importance of support services
and resources that are available in influencing adoption intention. As
such, banks need to ensure that their websites have information
available that inform users about support services available should
users encounter problems when using IB. This can include free customer
support via live chat or email or list of frequently asked questions and
answers among other things.

SI is another factor that was found significant in this study. This
highlights the importance for practitioners of social pressure on IB
adoption intention. Therefore, banks should target their marketing ac-
tivities on social networking sites and to show how users of IB are
benefiting from its use. Also, banks can use social networking platforms
to create positive eWOM about IB.

According to the research findings of this study, PR is a vital factor
impacting customers’ intention to use IB. Thus, banks need to ensure
that their IB platform is technically thorough and has excellent security
measures in place to reduce the risk for customers. Banks should pri-
marily focus on financial, security and privacy risks. Banks should also
create more awareness to potential IB users that this service is not risky.
This can be achieved by promotion of information security and building
trust of the customers on the platform. Additionally, banks should work
on preventing user concerns in relation to invasion of privacy, cyber-
crimes and provide zero error transactions. In order to achieve this,
banks may need to allocate more resources in this area to rectify or
correct it. Furthermore, to make the customers feel more comfortable,
safe and secure of IB platform, banks should implement effective risk
minimizing strategies such as money back guarantees. The management
can also develop policies to equip their systems with state-of-the-art
security. Banks need to also consider using the latest techniques of
steganography and cryptography to manage their information and fi-
nancial services.

The study then goes on to look at the role culture plays in IB
adoption. Studies have primarily proposed that customers are more
likely to adopt new technologies when its embedded values are in line
with those of their own (Leidner & Kayworth, 2006; Reinecke &
Bernstein, 2013). As such, it is suggested that cultural factors be con-
sidered by banks in the design of new technologies (IB interfaces) to
increase customer adoption. For example, increasing security, allowing
easier access and advertising the usefulness of IB would better serve
banks engaging highly individualistic customers. On the other hand,
when engaging customers with high UA, banks should offer solutions

that mitigate the risk of using IB, which could positively influence the
customers’ sense of security and their willingness to adopt this service.
To boost adoption, banks that utilize this knowledge and concentrate
their efforts on enhancing their reputation and image can boost word of
mouth and ensure higher levels of customer trust. Increasing adoption
and reinforcing usage can provide banks with many benefits. Hence,
policy makers can come up with effective and reasonable principles that
match the cultural roots of the country to enhance adoption. It is also
important to realize the rapid globalization is bringing about significant
changes in cultural values over time. As such, it is argued that the use of
national cultural values to measure an individual’s behavior is not ap-
propriate (Srite & Karahanna, 2006). Therefore, practitioners need to
gain an understanding of cultural values at an individual level and its
effect on buying behavior. When looking at the financial benefits of IB,
both banks and customers take advantage from the adoption. Banks are
able to reduce costs as fewer branches are required and customers
benefit in terms of convenience and efficiency.

6.3. Research limitations and future directions

Despite the proposed research model being developed based on a
rich theoretical background, just like any other research, this study has
limitations. These limitations should be considered when interpreting
the findings of this research. First, generalizability of the results should
be done with caution as data in this research was collected using con-
venience (non-probability) sampling technique. Although the sample is
strong based on size and diversity, upon examining the demographic
profile of the respondents, results show that the majority of the re-
spondents have high levels of education. Additionally, the customers
who are more experienced in using the technology could cause a se-
lection bias. Second, this study looked at IB in one country (Fiji). Future
research can study different technologies (e.g. mobile banking) or
conduct studies in different countries. Third, despite this study ex-
tending the UTAUT model to incorporate PR, the results of the ex-
planatory power (76 %) of the research model provide evidence that
there is still room for improvement. Therefore, future research could
include other predictors (e.g. Familiarity with the bank) that may in-
crease the applicability of the UTAUT model to a wide range of tech-
nology contexts. Future studies could also consider incorporating all
five of Hofstede’s cultural values. Finally, although this study was based
on a quantitative research approach and the research aims and objec-
tive were met, it would have strengthened the findings if mix-method
approach was employed.

Notwithstanding these limitations, marketers, banking practi-
tioners, and academic researchers can gain from the findings of this
study by understanding the factors affecting individual’s intention to
adopt IB. The future research recommendations outlined in this study
provide researchers with challenging directions to improve the research
in the years to come.

7. Conclusion

This study was carried out with the goal of identifying and examining
factors that impact customers’ intention to adopt IB from a developing
country perspective. It extends the UTAUT model with the addition of
PR, CS and Hofstede’s cultural dimensions of IDV and UA constructs.
Despite Fiji having one of the highest levels of internet penetration in the
Pacific, IB adoption is still in its early stages. Through the collection of
data from 530 respondents in the country, this study was able to deliver a
conceptual model that explains 76 % of the variance in extended UTAUT
model. Results indicated that that IB adoption is positively influenced by
the levels of PE, EE, SI, FC while PR negatively influences adoption in-
tention. IB was also found to positively impact UB which in turn has an
effect on CS. In addition, UA was found to moderate the relationship of
PE and FC on IB adoption intention. The study has contributed theore-
tically and practically to IB research.
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