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Abstract—The continuously growing number of mobile us-
ers demonstrates that more and more users seek to benefit 
from the freedom afforded without the need for cables, time 
and place. The mobility is the driving force behind the new 
global economy, with mobile banking, banks offer a new 
revolutionize services and giving their consumers more op-
tions than ever before.  

This study aimed to: (1) Investigate consumers' expectations 
and attitudes towards mobile banking in Jordan. (2) Iden-
tify the problems that organizations and consumers encoun-
ter while adopting or using mobile banking. (3) Measure the 
level of consumers’ perceived usefulness (PU), perceived 
ease of use (PEOU), attitude towards using (ATU), behav-
ioral intention to use (BI), and the actual use (AU) of mobile 
banking.  

Data for this study have been collected using a questionnaire 
containing 44 questions. Out of 325 questionnaires that have 
been distributed, 275 are returned (84.6%).  

As a result of this study it appeared that if consumers have 
positive Attitudes towards mobile banking, they would rely 
on it to conduct their banking transactions. This study finds 
that Jordanian consumers rely on wireless devices (Mobile) 
for their banking transactions, which leads to the actual use 
of this new technology, taking into consideration trust as a 
factor that could affect the success of using mobile banking 
in Jordan. This study gives quantified indicators about mo-
bile banking and a model that might help in understanding 
the mobile banking environment in Jordan. 

Index Terms—Mobile Banking (MB); Theory of Planned 
Behavior (TPB); Technology Acceptance Model (TAM); 
Trust (TMB) 

I. INTRODUCTION 
Wherever they are; at homes or behind offices, people 

who are using today's major technology are able to collect, 
send and receive information in minutes; a thing that saves 
time, money as well as effort. Because of the needs of 
mobility, the area of wireless device to conduct M-
Commerce or M-Business has emerged as a new commu-
nication networks and become one of the hottest topics in 
the last few years. 

Mobile phones create a new meaning for business such 
as mobile financial application (mobile banking, wireless 
electronic payment systems, micro payments, wireless 
wallets, and bill payment), mobile shopping, advertising 
and mobile intrabusiness ( mobile-University (getting stu-
dent marks or register through mobile devices…etc)). 

According to Forrester research group [17], 219 million 
users will access the Internet via mobile Phone. The use of 
mobile phones for the implementation of electronic busi-
ness transactions is additionally boosted by increasingly 
new technologies, such as wireless application protocol 
(WAP), bluetooth, and technological developments are 
changed daily. 

Prensky [38], estimated that 1.5 billion mobile phones 
were used across the world and this is more than three 
times the number of personal computers (PCs) used, these 
sophisticated phones have the processing power of a mid-
1990s PC. 

According to Jordan telecommunication market estab-
lishment statistics [43], there are 519000 fixed telephone 
lines and 5314000 mobile lines.  

Keen and Mackintosh [27], showed that technological 
features play an important role in the adoption of mobile 
value added services. In service use, mobile phones are no 
longer used as they have typically been used before. Talk-
ing and text messaging (SMS) will remain, but extensive 
service use is expected to grow. These facts, in addition to 
the more personality of mobile phones over PC’s Internet 
and the range of computer-like functionality offered by 
top-of-the-range devices, are leading some observers to 
speculate that many people in the near future will start to 
see the mobile phone as an alternative to PCs.  

Stone [40] claimed that one day, 2 or 3 billion people 
will have cell phones, and they are not all going to have 
PCs for that reason the mobile phone will become their 
digital life.  

Mobile banking services or operations such as: account 
transfers, balance inquiries, bill payments, and stop-
payment requests, and some even offer online loan and 
credit card applications; are still in their immaturity, leav-
ing a great deal of room for development. There is a need, 
therefore, to understand users' acceptance of mobile bank-
ing and to identify the factors affecting their intentions to 
use mobile banking.  

This information can assist developers in the building 
of mobile banking systems that consumers want to use, or 
help them to discover why potential users avoid using the 
existing system.  

II. THEORETICAL BACKGROUND 
In this study, the researchers will investigate the effect 

of the trust on consumers’ attitudes towards mobile bank-
ing in Jordan as a new technology by using a well-known 
model of information technology-adoption and use; it is a 
technology acceptance model (TAM). Taylor and Todd 
[42] claimed that theory of reasoned action (TRA), pro-
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posed by Fishbein and Ajzen [15] is a more general theory 
than technology acceptance model (TAM), proposed by 
Davis [10]. Therefore, the researchers begin with TRA 
because TAM is seen as a special case of TRA. 

A. Theory of theory of reasoned action (TRA) 
TRA shown in Figure 1, proposed by Fishbein and 

Ajzen [15], is a well-established model that has been used 
broadly to predict and to explain human behavior in vari-
ous domains Chen et al. [8].  

The TRA, according to Runyon and Stewart [39], is an 
effort towards integrating attitude theory, studying group 
influence on decisions, and research on consumer refer-
ence groups. The TRA acknowledges the complexity of 
consumer behavior, and rather than isolating one behav-
ioral predictor it takes into account all factors influencing 
consumer behavior. The TRA is especially useful in con-
sidering the various factors influencing consumer behav-
ior. 

B. Technology Acceptance Model (TAM) 
TAM was initially suggested by Davis [10]. It is one of 

the most studied and used models in the investigations of 
user acceptance of information technology. Among the 
different models that have been proposed the TAM Davis 
[10], Davis et al. [13]. 

Agarwal and Prasad [2], claimed that the main reason 
for popularity of TAM is perhaps its parsimony, as well as 
its wealth of recent empirical support. 

TAM is an information system theory and the main pur-
pose is simply to predict and to explain the user accep-
tance of information technology. The model addresses the 
reasons why users either accept or reject the information 
technology. The revised model by Davis et al. [13], is 
constructed from: perceived usefulness (PU) is defined by 
Davis [10], Davis and Cosenza [12], and Davis et al. [13] 
as the degree to which a person believes that using IT 
would improve his/her job performance, perceived ease of 
use (PEOU) is defined by Adams et al. [1] as the degree to 
which a person believes that using an Information Tech-
nology would be free of effort, Attitudes Towards Using 
(ATU) is defined by Fishbein and Ajzen [15], Fishbein 
and Ajzen [16], Davis and Cosenza [12], and Yogesh and 
Dennis [47] as a function of beliefs, positively or unfa-
vorably towards the behavior, behavioral intention (BI) is 
defined by Fishbein and Ajzen [15], Fishbein and Ajzen 
[16], and Davis and Cosenza [12] as Behavioral Intentions 
are our goals, aspirations, and our expected responses to 
the attitude object, Actual Usage (AU) is defined by Chen 
et al. [8] as the frequency of using new technology system 
such as Mobile Banking and the approximate number of 
times the user uses it in a given period of time and exter-
nal variables (Trust), as shown in Figure 2. 

 
Figure 1.  The Theory of Reasoned Action Based on Fishbein and 

Ajzen [15] 

 
Figure 2.  Original Technology Acceptance Model 

The idea of TAM is that perceived usefulness and per-
ceived ease of use influence the attitude of the user to-
wards the new information technology then the users’ 
intention to use information technology (either directly or 
via perceived usefulness), leading to actual use of the new 
information system. 

The interest to the current study is the acceptance of 
new information technology- mobile banking; thus, a re-
view of prior studies suggested the theoretical foundations 
of the formulations used in our hypotheses. To this end, 
this study examines a prevalent theory (i.e., TAM) for 
investigating individual acceptance in a mobile banking 
context with external variable trust. 

C. Trust in mobile banking technology 
Lee [29], defined trust as a complex social phenomenon 

that reflects technological, behavioral, social, psychologi-
cal, as well as organizational aspects of interactions 
among various human and non-human agents. All busi-
ness transactions require an element of trust, especially 
those conducted in the uncertain environment of com-
merce. 

Gefen et al. [19] claimed that the need for an expansion 
of the TAM, incorporating additional factors, has already 
been demonstrated concerning trust.  

Gefen et al. [19], suggested that because of the greater 
ease with which vendors can behave in an opportunistic 
manner, trust is a major antecedent of participation in 
Electronic Commerce. 

Dahlberg et al. [9] and Grandison and Sloman [20], 
showed that trust is the key to success for both E-
Commerce and M-Commerce. Trust is a major facilitator 
of wireless transactions because of the natural human 
needs to understand the social surroundings of the virtual 
environment. 

Bhattacherjee [4] and Mukherjee and Nath [35], found 
that trust and perceived risks have a significant positive 
influence on commitment. 

Bhattacherjee [4] theoretically conceptualized and em-
pirically validated a scale to measure individual trust in 
online firms. He found that one’s willingness to transact 
with an online firm may be predicted by additional vari-
ables above, and beyond trust, such as perceived useful-
ness and perceived ease of use of such transactions. 

Mukherjee and Nath [35], tested a model of trust in In-
dia in which “shared value’, “communication” and “op-
portunistic behavior” were antecedents of trust. They con-
cluded that both shared value and communication played a 
significant positive role on trust and that trust had a sig-
nificant positive influence on commitment.  

Doney and Cannon [14] and Garbarino and Johnson 
[18], claimed that trust is the essential ingredient for suc-
cessful long-term business relationships with individuals.  
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Viega et al. [46] claimed that business marketers place 
greater emphasis on building long-term relationships with 
their individual, trust has assumed a central role. 

Gefen et al. [19] introduced trust as another construct of 
Davis' TAM. An empirical investigation that included 
(213) subjects confirmed the positive relationship between 
trust and intended usage of E-Commerce websites. The 
researchers found that perceived ease of use of the site 
positively influences the degree of trust in the site.  

Dahlberg et al. [9], proposed the application of trust en-
hanced technology acceptance model in order to investi-
gate user acceptance of Internet applications. 

Mathieson et al. [31] and Venkatesh and Davis [45] 
pointed out that trust in technology acceptance takes two 
keys trust ingredients: Trust in the company or organiza-
tion and Trust in electronic channels. 

Bunduchi [6], showed that trust is a psychological ex-
pectation that a trusted party will not behave opportunisti-
cally. 

Mayer et al. [32], showed that trust represents the will-
ingness of a party to be vulnerable to the actions of other 
parties. 

McKnight et al. [34], claimed that building customer 
trust, however, is a costly and time-consuming exercise 
because trust relationships are formed in the course of 
long-term interactions between implicated parties. 

McKnight et al. [33], McKnight et al. [34], and Koufa-
ris and Hampton-Sosa [28] pointed out that when a new 
innovative service such as mobile banking is introduced, 
there is no prior experience to fall back on. The experi-
ence or knowledge-based trust that normally develops 
through iterative interactions may not exist. 

Koufaris and Hampton-Sosa [28] showed that a per-
son’s initial trust, based on certain sensitive and possibly 
irrational forces such as cognitive cues, will play an im-
portant role in the decision to adopt mobile banking. Ini-
tial trust differs from experiential trust in the temporal 
stage. 

McKnight et al. [34], showed that a person initial trust 
mobile banking is therefore expected to be a function of 
his/her propensity to trust when there are no experiential 
elements to factor in. 

Mobile Service Provider (MSP) gives a platform for 
this wireless services i.e. mobile banking, it must be with 
some critical factors such as coverage, cost, security and 
privacy. 

According to this study, trust is introduced as an exter-
nal variable of the suggested model. It is hypothesized that 
the Trust to TAM causal relationships may potentially 
explain a greater proportion of the variance in user behav-
ioral intentions towards the use of mobile banking. By 
separating effects of trust from those of perceived risks 
and security, it is expected that the study will show that 
trust in the bank and mobile service provider will have 
some effect on the adoption and use of mobile banking. 

III. RESEARCH MODEL AND HYPOTHESES 

A. Research model 
The present study uses TAM and incorporates variable 

such as trust as external variable. The research model 
tested in this study is shown in Figure 3. 

 
Figure 3.  Research model of the study 

 
Figure 4.  Proposed research model of the study 

B. Research hypotheses 
This section presents the hypotheses to be tested and 

test the effects of the external variable trust and its rela-
tionship with a well known model, i.e. technology accep-
tance model (TAM), as shown in Figure 4 Therefore, Ta-
ble 1 presents a summary of the interrelationships between 
hypotheses in the research model. 

Most of the studies, reviewed in literature such as Luarn 
and Lin [30] and Al-Sukkar [3] that use TAM incorporate 
such variable(s) as an external variable(s); to see if there is 
an effect they join the external variable(s) with perceived 
usefulness and perceived ease of use. Therefore, in this 
study, the researchers exceeds that by incorporate the ex-
ternal variable to see if there is an effect on attitude to-
wards using mobile banking. Based on the literature re-
view and preliminary semi-structure interviews; the analy-
sis suggests that trust has a direct effect on perceived use-
fulness, perceived ease of use and attitude towards using. 
Thus, it is hypothesized as in Table 1: 

TABLE I.   
HYPOTHESES OF THE STUDY 

 Hypotheses Inde-
pendent

Depend-
ent 

H1: 
Behavioral intention to use mobile banking 
has a direct effect on future actual use of 
mobile banking in Jordan. 

BI AU 

H2: 
Attitude towards using mobile banking has 
a direct effect on behavioral intention to 
use mobile banking in Jordan. 

ATU BI 

H3a:
Perceived ease of use has a direct effect on 
attitude towards using mobile banking in 
Jordan. 

PEOU ATU 

H3b:
Perceived ease of use has a direct effect on 
perceived usefulness of using mobile bank-
ing in Jordan. 

PEOU PU 

H4a:
Perceived usefulness has a direct effect on 
attitude towards using mobile banking in 
Jordan. 

PU ATU 

H4b:
Perceived usefulness of mobile banking 
has a direct effect on behavioral intention 
to use mobile banking in Jordan. 

PU BI 

H5a:
Trust has a direct effect on perceived use-
fulness to use mobile banking in Jordan. TMB PU 

H5b:
Trust has a direct effect on attitude towards 
using mobile banking in Jordan. TMB ATU 

H5c:
Trust has a direct effect on perceived ease 
of using mobile banking in Jordan. TMB PEOU 
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IV. RESEARCH DESIGN AND METHOD 

A. Measuring the constructs 
The researchers use the below instruments to achieve 

the objectives and answer the questions of this study: 
1) Questionnaire: 
The researchers developed a questionnaire based on lit-

erature review of the study. The questionnaire consists of 
multiple items and its organization based on nine groups 
with a five-point Likert scale ranging from (1) ‘strongly 
disagree’ to (5) 'strongly agree’ were used.  

Measurement items used in this study were adapted 
from previously validated measures such as [3], [10], [11], 
[12], [30] and/or were developed on the base of a litera-
ture review and/or were derived from thorough consulta-
tion with IS/IT experts to ensure their reliability and valid-
ity. 

The questionnaire was given to a number of referees; 
the questionnaire statements were modified based on the 
results of the referee, especially the general information 
and the translation of the statement from Arabic to Eng-
lish. A pilot test of the measures was conducted on a rep-
resentative sample of 25 people randomly chosen and 
some statement of the questionnaire was modified based 
on the results of the pilot test. 

2) Preliminary semi-structured interview: 
The researchers use the preliminary semi-structure in-

terviews for both banks and IT managers for the purpose 
to have an idea about the suitable external variable(s) that 
effect the adoption and the use of mobile banking in Jor-
dan and to know where the new technology (mobile bank-
ing) is. 

As a result of the analysis of preliminary semi-structure 
interviews and reviewed the literature Al-Sukkar [3], 
Luarn and Lin [30], and Pin and Hsin-Hui [37] related to 
the domain of this study the researchers determined the 
suitable external variable (trust). 

B. Data collection procedure 
For this study, the researchers will utilize a qualitative 

analysis (i.e. interview) and a quantitative analysis (sur-
vey), the questionnaire was distributed to a representative 
sample including potential and prospective mobile bank-
ing users, all participants were bank consumers selected 
from universities and companies. In assumption that mo-
bile banking is available and some banks use it to facilitate 
the financial services for their consumers or plan to use it 
in near future. Once the data from the survey question-
naires has been gathered, standard editing and coding will 
be used for the analysis purposes. 

The researchers use computer software for the analysis; 
statistical analyses were performed with SPSS statistical 
package. Statistical Descriptive was used to find out the 
respondents’ demographic and general characteristics to 
provide a descriptive profile of the respondents and see if 
they had any effect in the way they used the mobile bank-
ing if needed.  

V. DATA ANALYSIS AND RESULTS 
The data for this research have been collected by using 

a questionnaire containing about 44 questions. 275 re-
turned questionnaires were received after the follow-up 

activities from 325. Five participants gave incomplete 
answers and their results were dropped from the study. 
This left 270 sets of data for statistical analysis, with an 
84.6% valid return rate. 

A. Reliability and Validity 
The researchers use the SPSS package to test the reli-

ability; Cronbach Alpha used to measure internal consis-
tency for state survey and research variables, the results of 
the reliability test for the measures, as presented in Table 
2 suggested that all the measures in this study were reli-
able. The Alpha coefficients for the measures ranged from 
0.6472 to 0.9329. Hair et al. [21] claimed that a value 
greater than 0.6 (60%) is regarded as a satisfactory level 
of internal consistency of measure.  

TABLE II.   
ALPHA CRONBACH TEST RESULTS OF MAIN STUDY, NO. OF CASES=270 

Cronbach's α No. of Items Variable 
86.87% 12 Trust 
93.29% 3 Perceived usefulness 

90.00% 4 Perceived ease of use 

90.80% 3 Attitude towards use 

87.37% 3 Behavioral intention 

67.53% 2 Actual use 

AVG=85.98% 27 Total 

 
Heneman and Judge [23], defined validity as “the de-

gree to which an instrument measures the attribute or con-
struct it intends to measure”. Therefore, the researchers 
distribute a survey to a number of referees and a group of 
participants, both of them agree that the questionnaire 
measure the attribute it intends to measure. 

B. Results and discussion 

TABLE III.   
ARITHMETIC GRAND MEAN FOR THE SCORES OF RESPONSES FOR ALL 

STUDY VARIABLES STATEMENTS. 

No. Variable Grand Mean 

1 Trust 3.47 

2 Perceived Usefulness 3.60 

3 Perceived Easy of Use 3.61 

4 attitude towards using 3.75 

5 Behavioral Intonation 3.57 

6 Actual Use 3.64 

 
Table 3 illustrated the arithmetic Grand Mean for the 

scores of responses for all the study variables statements 
by using SPSS package. When this Grand Mean compared 
with the 5-points scale from 1 to 5, it was found that it is 
greater than the agreement point (+3). Results of the re-
spondent’s categorization of the main study (High >3, 
Neutral =3, and Low <3), so, this means it is under the 
category (High) for each variable. 
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C. Hypotheses Test 

TABLE IV.   
AN ILLUSTRATION OF THE RESULTS OF THE HYPOTHESES OF THE STUDY 

 Independ-
ents 

Depend-
ents 

Pearson 
Correlation R² Result 

H1: BI AU 0.732 0.536 Supported 

H2: ATU BI 0.738 0.544 Supported 

H3a: PEOU ATU 0.436 0.190 Supported 

H3b: PEOU PU 0.493 0.243 Supported 

H4a: PU ATU 0.684 0.468 Supported 

H4b: PU BI 0.603 0.363 Supported 

H5a: TMB PU 0.493 0.243 Supported 

H5b: TMB ATU 0.450 0.202 Supported 

H5c: TMB PEOU 0.318 0.101 Supported 

** Correlation is significant at the 0.01 level (2-tailed). 

Hypothesis 1  
The results of the statistical analysis demonstrated in 

tables 5 and 6 summarize the results of hypotheses testing, 
Pearson Correlation coefficient was calculated between 
behavioral intention as independent variable and Actual 
Use as dependent variable it was equals to 
r(n=270)=0.732, p.= 0.01, R²=0.536, which means 53.6% 
of the variance in Actual Use can be explained by behav-
ioral intention. In order to test the strengths of the rela-
tionship between behavioral intention and Actual Use of 
mobile banking both of them were entered into a regres-
sion equation behavioral intention aspect was significantly 
related to Actual Use. The standardized regression coeffi-
cient is equal to 0.732. And the T-value is equal to 17.606, 
which is significant. Therefore, hypothesis 1 has been 
accepted and the regression equation of the variables is: 

1

^
0.7341.012 Χ+=Υ   

This result suggests that the more behavioral intention 
the potential user has, the more likely he/she starts using 
the mobile banking. 

Tiwari et al. [44] found that the positive shift in the cus-
tomer perception of Mobile Financial Services (MFS) has 
turned them into a useful and vital tool to generate, retain, 
and further strengthen the competitive advantage. With 
increasing customer mobility, this trend can be expected 
to gain even higher momentum. In short to medium run, 
the mobile channel can be expected to become a perhaps 
indispensable part of the multi-channel strategies in the 
banking sector. 

Irwin et al. [25] showed that the factors that influence 
the adoption (Actual Use) of mobile banking in South 
Africa, as a mean of understanding increase the rate of 
adoption. The factors that are likely to influence adoption 
include relative advantage, trialability, the customer needs 
for banking services from a mobile phone, and lower per-
ceptions of risk. The researchers found that Compatibility, 
Complexity, Mobile phone experience, Facilitating condi-
tions, and Self-efficacy did not show any influence on 
mobile Banking adoption. 

Luarn and Lin [30], they found that M-Banking accep-
tance model has a higher ability to predict and to explain 
behavioral intention to use. 

Hypothesis 2: The results of the statistical analysis 
demonstrated in tables 5 and 6 summarize the results of 
hypotheses testing; Pearson Correlation coefficient was 
calculated between Attitudes towards Using (ATU) as an 
independent variable and behavioral intention (BI) as de-
pendent variable. There is a significant positive correlation 
between attitude towards using and behavioral intention to 
use mobile banking in Jordan which equals to r(n=270)= 
0.738, p.= 0.01, R²=0.544, which means that 54.4% of the 
variance in behavioral intention can be explained by atti-
tude towards using mobile banking in Jordan. Both of 
them were entered into a regression equation, attitude to-
wards using aspect was significantly related to behavioral 
intention. The standardized regression coefficient is equal 
to 0.738 and the T-value is equal to 17.896, which is sig-
nificant. Therefore, hypothesis 2 has been accepted. The 
regression equation of the variables is: 

1

^
0.7230.851 Χ+=Υ   

This result suggests that the more there is an attitude 
towards using mobile banking the potential user has be-
havioral intention to use. 

Karjaluoto et al. [26], showed that prior experience with 
computers and technologies and attitudes towards com-
puters influence both attitudes towards online banking and 
actual behaviors. Their study revealed among these factors 
that prior computer experience had a significant impact on 
online banking usage while positive personal banking 
experience seemed to have an effect on both attitudes and 
usage and satisfied customers to keep up with their current 
delivery channel. 

Hypothesis 3(a, and b)  
Hypothesis 3a: The results of the statistical analysis 

demonstrated in tables 5 and 6 summarize the results of 
hypotheses testing; Pearson Correlation coefficient was 
calculated between perceived ease of use as independent 
variable and Attitude towards Use as dependent variable. 
There is a significant positive correlation between per-
ceived ease of use and Attitude towards using mobile 
banking in Jordan which equals to r(n=270)=0.436, p.= 
0.01, R²=0.190, which means that 19.0% of the variance 
in attitude towards using mobile banking can be explained 
by perceived ease of use. In order to test the strengths of 
the relationship between perceived ease of use and attitude 
towards using, both of them were entered into a regression 
equation, perceived ease of use aspect was significantly 
related to attitude towards using. The standardized regres-
sion coefficient is equal to 0.436 and the T-value is equal 
to 7.921, which is significant. Therefore, hypothesis 3a 
has been accepted and the regression equation of the vari-
ables is: 1

^
0.5031.942 Χ+=Υ   

This result suggests that the more mobile banking is 
Easy to Use the more the potential user(s) has/have atti-
tude towards using it.  

Hypothesis 3b: The results of the statistical analysis 
demonstrated in tables 5 and 6 summarize the results of 
hypotheses testing; Pearson Correlation coefficient was 
calculated between perceived ease of use as an independ-
ent variable and perceived usefulness of using mobile 
banking in Jordan as a dependent variable, there is a sig-
nificant positive correlation between perceived ease of use 
and perceived usefulness of using mobile banking in Jor-
dan which equals to r(n=270)=0.493, p.= 0.01, R²=0.243, 
which means that 24.3% of the variance in perceived use-
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fulness of mobile banking can be explained by perceived 
ease of use. In order to test the strengths of the relation-
ship between perceived ease of use and perceived useful-
ness, both of them were entered into a regression equation, 
perceived ease of use aspect was significantly related to 
perceived usefulness. The standardized regression coeffi-
cient is equal to 0.493 and the T-value is equal to 9.271, 
which is significant. Therefore, hypothesis 3b has been 
accepted and the regression equation of the variables is: 

1

^
0.5341.670 Χ+=Υ  

This result suggests that the more the mobile banking is 
easy to use the more the potential user(s) has/have a per-
ceived usefulness to use.  

Nadim and Noorjahan [36], proposed a conceptual 
framework that investigates the effects of perceived use-
fulness, perceived ease of use, and security and privacy on 
customer adaptation mediated through customer attitude 
in the context of E-Banking. They found that perceived 
usefulness, ease of use, security and privacy, and customer 
Attitude are significantly and positively related to cus-
tomer adaptation. 

Adams et al. [1], found the measurement scales for per-
ceived usefulness and perceived ease of use constructs 
valid and reliable. 

Chavidi and Mulabagula [7] found the perceived barri-
ers for the adoption of Mobile Internet Banking services 
by the account holders of different banks in Klang Valley 
of Malaysia. They found that the ease of access (PEOU) to 
relevant information or service is the most important fea-
ture in Mobile Internet Banking. 

Hypothesis 4(a, and b) 
Hypothesis 4a: The results of the statistical analysis 

demonstrated in tables 5 and 6 summarize the results of 
hypotheses testing; Pearson Correlation coefficient was 
calculated between perceived usefulness as an independ-
ent variable and attitude towards using mobile banking in 
Jordan as a dependent variable, there is a significant posi-
tive correlation between perceived usefulness and attitude 
towards using mobile banking in Jordan which equals to 
r(n=270)=0. 684, p.=0.01, R²=0.468, which means that 
46.8% of the variance in attitude towards using mobile 
banking in Jordan can be explained by perceived useful-
ness. In order to test the strengths of the relationship be-
tween perceived usefulness and attitude towards using, 
both of them were entered into a regression equation, per-
ceived usefulness aspect was significantly related to atti-
tude towards using. The standardized regression coeffi-
cient is equal to 0.684 and the T-value is equal to 15.346 
which is significant. Therefore, hypothesis 4a has been 
accepted and the regression equation of the variables is: 

1

^
0.7291.135 Χ+=Υ  

This result suggests that the more the perceived useful-
ness of a particular system would enhance his or her job 
performance (improve performance in conducting banking 
transactions via mobile) the more likely is that he/she has 
an attitude towards using mobile banking in Jordan. 
Most studies have found that PU has a stronger associa-
tion with attitude, BI, and usage behavior than does 
PEOU (e.g., Davis [10], Davis and Cosenza [12], Hen-
derson and Divett [22], Subramanian [41]). However, 
some Studies have found an opposite result: that PEOU is 
more influential than PU (e.g., Adams et al. [1], Brown et 

al. [5], and Igbaria et al. [24]), or that the influence is 
relatively similar Agarwal and Prasad [2].  
In this study, the researchers agree with the first assump-
tion that PU has a stronger association with Attitude, BI, 
and usage Behavior than does PEOU; because of the 
Pearson Correlation coefficient between PU and ATU is 
0.684 and the R²=0.468 which means that 46.8% of the 
variance in attitude towards using mobile banking in Jor-
dan can be explained by perceived usefulness. But the 
Pearson Correlation coefficient between PEOU and ATU 
is 0.436 and the R²=0.190 which means that 19.0% of the 
variance in Attitude towards using mobile banking can be 
explained by perceived ease of use. 

Hypothesis 4b: The results of the statistical analysis 
demonstrated in tables 5 and 6 summarize the results of 
hypotheses testing; Pearson Correlation coefficient was 
calculated between perceived usefulness as an independ-
ent variable and behavioral intention to use mobile bank-
ing in Jordan as a dependent variable, there is a significant 
positive correlation between perceived usefulness and 
behavioral intention to use mobile banking in Jordan 
which equals to r(n=270)=0.603, p.= 0.01, R²=0.363, 
which means that 36.3% of the variance in behavioral 
intention to use mobile banking in Jordan can be ex-
plained by perceived usefulness. In order to test the 
strengths of the relationship between perceived usefulness 
and behavioral intention, both of them were entered into a 
regression equation. The standardized regression coeffi-
cient is equal to 0.603 and the T-value is equal to 12.363, 
which is significant. Therefore, hypothesis 4b has been 
accepted and the regression equation of the variables is: 

1

^
0.6301.304 Χ+=Υ   

This result suggests that the more perceived usefulness 
of a particular system would enhance his/her job perform-
ance (improve performance in conducting banking trans-
actions via mobile), the more likely is that he/she has a 
behavioral intention to use mobile banking in Jordan. 

Nadim and Noorjahan [36], proposed a conceptual 
framework that investigates the effects of perceived use-
fulness, ease of use, and security and privacy on customer 
adaptation mediated through customer attitude in the con-
text of E-Banking. They found that perceived usefulness, 
ease of use, security and privacy, and customer Attitude 
are significantly and positively related to customer adapta-
tion. 

Hypothesis 6(a, b, and c) 
Hypothesis 6a: The results of the statistical analysis 

demonstrated in tables 5 and 6 summarize the results of 
hypotheses testing; Pearson Correlation coefficient was 
calculated between Trust as an independent variable and 
perceived usefulness to use mobile banking in Jordan as a 
dependent variable, there is a significant positive correla-
tion between Trust and perceived usefulness to use mobile 
banking in Jordan which equals to r(n=270)=0.493, p.= 
0.01, R²=0.243, which means that 24.3% of the variance 
in perceived usefulness to use mobile banking in Jordan 
can be explained by Trust. In order to test the strengths of 
the relationship between Trust and perceived usefulness, 
both of them were entered into a regression equation. 
Trust aspect was significantly related to perceived useful-
ness. The standardized regression coefficient is equal to 
0.493 and the T-value is equal to 9.280 which is signifi-
cant. Therefore, hypothesis 6a has been accepted and the 
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regression equation of the variables is: 
1

^
0.7061.147 Χ+=Υ  

This result suggests that the more Trust in mobile bank-
ing does a particular user has, the more likely is that 
he/she has a perceived usefulness (improve performance 
in conducting banking transactions via mobile) to use. 

Hypothesis 6b: The results of the statistical analysis 
demonstrated in tables 5 and 6 summarize the results of 
hypotheses testing; Pearson Correlation coefficient was 
calculated between Trust as an independent variable and 
attitude towards using mobile banking in Jordan as a de-
pendent variable, there is a significant positive correlation 
between Trust and attitude towards using mobile banking 
in Jordan which equals to r(n=270)=0.450, p.= 0.01, 
R²=0.202, which means that 20.2% of the variance in atti-
tude towards using mobile banking in Jordan can be ex-
plained by Trust. In order to test the strengths of the rela-
tionship between Trust and attitude towards using, both of 
them were entered into a regression equation. Trust aspect 
was significantly related to attitude towards using. The 
standardized regression coefficient is equal to 0.450 and 
the T-value is equal to 8.245 which is significant. There-
fore, hypothesis 6b has been accepted and the regression 
equation of the variables is: 1

^
0.6861.375 Χ+=Υ   

This result suggests that the more Trust in mobile bank-
ing does a particular user has the more likely is that he/she 
has an Attitude towards using it. 

Hypothesis 6c: The results of the statistical analysis 
demonstrated in tables 5 and 6 summarize the results of 
hypotheses testing; Pearson Correlation coefficient was 
calculated between Trust as independent variable and Per-
ceived Ease of Using mobile banking in Jordan as de-
pendent variable, there is a significant positive correlation 
between Trust and Perceived Ease of Using mobile bank-
ing in Jordan which equals to r(n=270)=0.318, p.= 0.01, 
R²=0.101, which means 10.1% of the variance in Per-
ceived Ease of Using mobile banking in Jordan can be 
explained by Trust. In order to test the strengths of the 
relationship between Trust and Perceived Ease of Using, 
both of them were entered into a regression equation, the 
perceived ease of use as dependent variable. The standard-
ized regression coefficient is equal to 0.318 and the T-
value equal to 5.482 which is significant. Therefore, hy-
pothesis 6c has been accepted and the regression equation 
of the variables is: 1

^
0.4192.151 Χ+=Υ  

This result suggests that the more Trust in mobile bank-
ing does a particular user has the more likely is that he/she 
believes that it is easy to use. 

Gefen et al. [19] suggested that trust is a significant an-
tecedent of participation in Online Commerce, and intro-
duced trust as another construct of Davis' TAM. 

Bhattacherjee [4] and Mukherjee and Nath [35], found 
that trust and perceived risks have a significant positive 
influence on commitment. 

Mukherjee and Nath [35], they concluded that both 
shared value and communication played a significant posi-
tive role on trust and that trust had a significant positive 
influence on commitment.  

Dahlberg et al. [9] and Grandison and Sloman [20], 
showed that trust is the key to success for both E-
Commerce and M-Commerce. Trust is a major facilitator 
of wireless transactions because of the natural human 

needs to understand the social surroundings of the virtual 
environment. 

Zikmund [48] found that TAM can predict consumer 
intention to use mobile banking. Specifically, trust-based 
constructs, perceived credibility has a significant effect on 
user’s Attitude towards using mobile banking. 

Those results are agreed with our study. Therefore, the 
trust is important to adopt and use a new technology such 
as mobile banking and it is significant for all the hypothe-
ses (H6a, H6b, and H6c). 

VI. CONCLUSIONS 
The purpose of this article has been to explore factors 

that influence the intention of users to adopt and use mo-
bile banking. For this purpose a simple model based on 
technology acceptance model was developed and meas-
ured with external variable (Trust) based on semi-structure 
interviews and literature review. The results suggest that: 
First, the researchers find that there is a direct effect be-
tween Trust and attitude towards using, perceived useful-
ness, and perceived ease of use towards mobile banking in 
Jordan. Second, the researchers find that there is a direct 
effect between perceived usefulness and both attitude to-
wards using and behavioral intention to use mobile bank-
ing in Jordan. Third, the researchers find that there is a 
direct effect between perceived ease of use and both atti-
tude towards using and perceived usefulness towards us-
ing mobile banking in Jordan. Forth, the researchers find 
that there is a direct effect between attitude towards using 
and behavioral intention to use mobile banking in Jordan. 
Finally, as an ultimate goal, the researchers find that there 
is a direct effect between behavioral intention and Actual 
Use towards using mobile banking in Jordan with 53.6% 
of variance that can be explained by behavioral intention.  

This study finds out that consumers have an attitudes to 
rely on mobile banking to conduct their banking transac-
tion, taking into consideration the factors that could affect 
the success of using mobile banking in Jordan  
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