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Abstract. This study aims to explore whether Jordanian customers’ perceptions 

on intention and adoption of Mobile banking (MB) services varies according to 

their demographic characteristics. As per the prior literature, five demographic 

factors, namely age, gender, income, education and customer’s experience with 

computer and Internet have been considered in the current study. The required 

data were collected from the field survey questionnaires administered to a 

convenience sample of Jordanian banking customers. The major statistical 

results (mean and standard deviation) demonstrate that the customers’ 

perceptions on intention and adoption of MB are likely to vary due to 

customers’ demographic differences. According to the current study’s findings, 

it was also noticed that despite the fact that the most of the sample respondents 

express a high intention to adopt MB, the adoption rate for the majority of MB 

services was low.  

Keywords: Mobile banking, Customer, Jordan, Demographic differences, 

Adoption, Behavioral intention 

1   Introduction 

Mobile banking (MB) is identified as the “use of mobile terminals such as cell phones 

and personal digital assistants to access banking networks via the wireless application 

protocol (WAP)” [44, p. 760]. Such innovative banking channel has been 

progressively implemented over the banking context worldwide to launch customers a 

wide range of the higher quality banking services (i.e. balance enquiries, fund 

transfers, payment of bills) without any time or place restrictions [42].        

In Jordan, banks seem to be more motivated to adopt MB as an essential banking 

channel to increase the geographical coverage, customer’s satisfaction and loyalty as 



well as to minimise the operational and labour costs related to traditional branches [4, 

26, 32, 33, 42]. Further, the mobile and telecommunication area is growing 

phenomenally; where there are four mobile services providers along with up to 8.984 

million of mobile subscriptions [37]. Practically, out of 26 banks working in Jordan, 

15 banks have Launched MB services [26].  

However, banks worldwide express their concerns regarding the lower adoption 

rates of MB services by customers. By the same token, Jordanian banking customers 

seem to be not fully motivated to adopt MB [5]. According to recent study by Alafeef 

et al. (2011), 6% of the total Jordanian banking customers have actually used MB 

services. Alafeef et al. [3] also mentioned that 31% of banking customers are not 

aware of the existence of MB services introduced by their banks.    

Accordingly, it could be concluded that the main challenge pertaining to successful 

implementation of MB is conceiving bank clients to move from using human 

encounter to fully adopt MB [44]. Thus, there is always a necessity to identify the 

main factors that could hinder or enhance customers’ intention and adoption of MB. 

However, MB related issues have been rarely examined in Jordan. Furthermore, 

banks need to have more information regarding customers’ perception on intention to 

use and adoption of MB that could differ as per the demographic differences. This, in 

turn, will help these banks to conduct a useful market segmentation strategy that 

could accelerate the customers’ intention and adoption of such technology [14, 16, 31, 

34]. Accordingly, this study aims to conduct an empirical examination to discover if 

there are considerable variations in the Jordanian customer’s perception on the 

intention and adoption of MB. 

2   Literature Review 

Theoretically, many studies have endeavored to interpret the most important factors 

that could hinder or foster customer intention and acceptance of Mobile banking. For 

instance, Püschel et al. [30] claimed that Brazilian customers' attitudes towards 

Mobile banking were significantly affected by relative advantage, followed by 

compatibility; ultimately enriching the customers’ intention to adopt Mobile banking. 

Brown et al. [7] also found that banking customers are more enthused to adopt Mobile 

banking by relative advantage, trialability, and consumer banking needs. Perceived 

benefits and governmental regulations have been confirmed as the key positive 

enablers of customer attitudes towards Mobile banking in Indonesia [29]. In line with 

this, customers were found to be more motivated to use Mobile banking if they 

recognised Mobile banking as being useful in their daily life, compatible with their 

habits and other technologies, and less expensive [18, 42]. By the same token, 

customer intention to adopt Mobile banking was significantly determined by the role 

of perceived usefulness, monetary cost, self-efficacy and perceived ease of use [23]. 

Later, Zhou [43] empirically supported the considerable role of a bank's reputation, 

information quality, self-efficacy, service quality, and system quality in shaping the 

customers' initial trust in Mobile banking. More recently, Hanafizadeh et al. [18] all 



supported the crucial role of perceived usefulness and ease of use in motivating 

customers to adopt Mobile banking.  

With regard to the role of demographic factors, Laukkanen and Pasanen [22] 

indicated that customers’ adoption of Mobile banking was exclusively predicted by 

the customers’ age and gender, but was not predicted by education level, career, 

family size and income. Riquelme and Rios [35] revealed that the males’ intention to 

adopt Mobile banking was strongly affected by the role of perceived usefulness, while 

females paid particular attention to aspects related to ease of use. Chiu et al. [9] 

indicated that there were no statistical differences in the role of these factors on 

customers’ intention. Laukkanen [21] also discussed that regardless of age 

differences, customers seem to be more reluctant to adopt Mobile banking due to the 

negative role of value and usage barriers, while mature customers were observed to be 

more concerned about barriers pertaining to risk, image, and traditional barriers.  

Nevertheless, there is a dearth of literature addressing customer intention and usage 

of Mobile banking by Jordanian banking customers [5, 19]. Both Khraim et al. [19] 

and Awwad and Ghadi [5] have found that Mobile banking characteristics - 

trialability, complexity, compatibility, relative advantages, and risk - are the key 

predictors of Jordanian customer intention and adoption of Mobile banking. Yet, there 

is still a need to clarify and empirically examine the important role of the customers’ 

characteristics (i.e. age, gender, income, education, and technology) in shaping the 

Jordanian customers’ perception on intention to use MB and adoption of such 

emerging systems. Thus, in order to fill this gap, current study intends to empirically 

test and explore whether Jordanian customers’ perceptions on intention and use of 

MB could vary according to their demographic characteristics: age, gender, income, 

education, customers’ experience with computer and Internet.  

3   Theoretical Basis 

The impact of demographic factors has received a great deal of attention from 

information systems studies, which assert that variations in customers' reactions to 

and perceptions of technology could be attributed to the variation in the customers’ 

demographic characteristics [11, 28]. Therefore, this study examines how the 

demographic factors (such as age, gender, income, education, and customers’ 

experience with computer and Internet) could reflect differences in the Jordanian 

customers’ perception on intention to use and actual adoption of Mobile banking 

services. These five factors have been widely studied and examined over the online 

banking area [12, 24, 25]. Further justification and discussion regarding each of these 

factors are provided in the following subsections. 

3.1 Age 

Theoretically, age has been debated either as an independent variable or as a factor 

that could lead a variation on the persons’ perception toward a certain kind of 



individual or collective behaviour and actions [17]. Likewise, prior studies over the 

information system area have paid a particular interest for the important role of age in 

shaping the individual perception on the aspects related to technology (i.e. usefulness, 

ease of use, behavioural intention and actual usage of technology [39, 40, 41]. 

According to Venkatesh et al. [38], actual adopters of computer were found largely to 

be within the age range of 15 to 35 years. In the self-service technology (SST) 

context, Dabholkar et al. [11] observed that customers are more likely to be varying 

on their intention towards and usage of SST according to their age. Therefore, it could 

be expected that the Jordanian banking customers’ perceptions on intention and 

adoption of MB would differ according to their age groups. 

3.2 Gender 

According to Morgan [27], gender could be debated either as a descriptive variable or 

as an explanatory variable. Over the information system (IS) area, a number of 

authors [39, 40, 41] have examined the role of gender in moderating or directly 

predicting the individual’ perception, intention and behaviour toward technology. In 

keeping with Venkatesh et al. [38], the usage of computer is more likely to be in the 

higher level among males than females. Differently, some IS researchers [12, 38, 40, 

41] have indicated that men are more likely to accept a new technology based on the 

benefits and advantages perceived; while women usually pay more attention to 

aspects related to complexity, facilitated resources, and assurance. Therefore, it could 

be expected that the Jordanian banking customers’ perceptions on intention and 

adoption of MB would differ according to their gender. 

3.3 Education 

In the line with Burgess’s [8] proposition, individuals who enjoy an adequate 

education level are more likely to have a positive perception and ability to conduct a 

set of complicated actions. Therefore, it has been largely claimed that the well-

educated people are more likely to have a positive reaction and perception toward 

new innovations, thereby; they are more likely to adopt a new technology in 

comparison with those who are at the less educational level [8, 36]. This thought has 

been also approved by number of IS studies [2, 28, 38]. For example, Al-Somali et al. 

[2] empirically proved that Saudi banking customers, who have an adequate level of 

education, are more likely to have positive attitudes toward Internet banking. 

Therefore, it could be expected that the Jordanian banking customers’ perceptions on 

intention and adoption of MB would differ according to their education level.  

3.4 Income  

Instead of the employee context where the cost could be restricted in terms of time 

and effort, customers are more likely to be sensitive to the financial issues that could 

form their perception toward using the technology [24]. Generally speaking, 



customers with higher income are more likely to be able carry the financial cost 

associated with using a new technology [36]. Indeed, using MB services could require 

customers to pay a cost for using such services in addition to the other cost of having 

a smart phone, Internet access, and using specified applications [35]. From this 

perspective, banking customers’ perception toward such novel technology could be 

different according to the customers’ income level. This proposition was confirmed 

by Meuter et al. [25] who empirically approved income level as a key determinant of 

both customer readiness and customer experiment of different kinds of self-service 

technologies. Al-Ashban and Burney [1] also empirically approved income level as a 

considerable positive predictor of the customers’ acceptance of Telebanking in Saudi 

Arabia. Likewise, according to Kolodinsky et al. [20], the adoption rate of Internet 

banking channels was observed to be in the higher level among customers who have a 

higher income level instead of lower income customers. Therefore, it could be 

expected that the Jordanian banking customers’ perceptions on intention and 

adoption of MB would differ according to their income level.  

3.5 Experience  

Given the particular nature of MB as a self-service banking channel requiring 

customers to produce the financial services without any assistance from banking staff, 

the adequate levels of experience and skills with technology could be the important 

prerequisites to successfully apply this technology (Meuter et al., 2005). Hence, 

customer experience has been identified by a number of studies as a crucial 

determinant of customer perception and behaviour towards SST [24, 25]. With 

reference to Meuter et al. [25], prior experience strongly influences the customer's 

decision to try a self-service technology, either directly or indirectly, through the 

mediating impact of customer readiness. Further, customer experience was found to 

be one of the most influential factors predicting customer propensity toward mobile 

ticketing in a transportation context [24]. Based on empirical results established by 

Curran et al. [10] and Chiu et al. [9] customer familiarity in dealing with self-service 

technology has a significant and positive impact on customers’ intention and 

orientation toward this technology. Therefore, it could be expected that the Jordanian 

banking customers’ perceptions on the intention and adoption of MB would differ 

according to customer’s experience with computer and Internet.  

4   Research Methodology  

Either in information system area or the MB context, it has been highly noticed that 

the field survey is one of the most prevalent and commonly adopted methods for 

testing an individual’s intention and behaviour towards such an emerging system [13, 

15]. Further, this study was conducted with the aim to test and explain the Jordanian 

banking customers’ perception on intention and adoption of Mobile banking. 

Therefore, the field survey was found to be the most suitable and cost-effective 

research method allowing access to a large number of Jordanian banking customers in 

different places within a reasonable time [6]. This, in turn, led to observe that the self-



administered questionnaire was a suitable data collection method to obtain the 

required data from Jordanian banking customers.  

As mentioned before, the self-administered questionnaire was selected to derive 

responses from Jordanian banking customers regarding their perception of the aspects 

related to behavioural intention and use of Mobile banking. The seven-point Likert 

scale was used to measure the behavioural intention items with anchors ranging from 

‘1 - strongly agree’ to ‘ 7 - strongly disagree’. A set of six common financial services 

was adopted to measure the adoption of Mobile banking. These services have been 

widely adopted by relevant studies that have examined customers’ use or adoption of 

Internet banking, Mobile banking, and Telebanking [23, 30, 44]. The seven-point time 

scale was adopted to measure the use behaviour toward these services with anchors 

including: ‘never’, ‘once a year’, ‘several times a year’, ‘once a month’, ‘several 

times a month’, ‘several times a week’, ‘several times a day’ [41]. Furthermore, six 

close-ended questions were used for demographic variables such as age, gender, 

income, education level, Internet experience, and computer experience.  

5   Results 

5.1 Descriptive Analysis of Usage Behavior 

We provide a statistical description regarding the usage patterns of the six Mobile 

banking services. Balance enquiries and downloading bank statements seem to be the 

most frequently used Mobile banking services that are applied by the respondents. 

Indeed, of the 343 valid responses, 105 (30.6%) used Mobile banking several times 

per month to look at their bank balance or to download the balance on their bank 

statement. Yet, balance enquiries and downloading of bank statements via mobile 

banking have never been used by 85 (24.8%) of the respondents. In summary, the 

average mean usage of balance enquiries and downloading bank statements 

performed by using Mobile banking was 3.65 and the standard deviation was 1.83. 

Paying bills was the next widely used Mobile banking service as 110 respondents 

(i.e. 32.1%) have used Mobile banking to pay bills once a month while, 130 (37.9%) 

valid responses mentioned that they have never used Mobile banking to pay bills. In 

addition to these, the usage mean of paying bills performed by Mobile banking was 

2.77. The third Mobile banking service used by respondents was funds transfer. Even 

though 145 (42.2%) of the respondents mentioned that they have never transferred 

funds through Mobile banking, 118 (34.4%) [60 + 58] of the respondents indicated 

that they had utilised Mobile banking for funds transfer about once a month or several 

times a year. The usage mean of this service was 2.41 and its standard deviation was 

1.52. A total of 79 [44 + 35] (23%) respondents used Mobile banking to request a 

chequebook or bank certificates several times per year or once a year. Yet, many 

more respondents (i.e. 179, 52.1%) have never used the Mobile-banking channel to 

receive the same services. The mean of using Mobile banking to obtain these services 

was 2.21 and the standard deviation was 1.52.  



Of the few who have used mobile banking for payment of instalments of loans and 

mortgages, 51 (14.8%) of the respondents have used Mobile banking for these 

services once per month. However, as seen in Table 1, the vast majority of 

respondents (i.e. 224, 65.3%) reported that they have never applied for these services 

via Mobile banking. The mean of using mobile banking to conduct these services was 

too low (about 1.88) with the standard deviation of 1.35.  

Moreover, 237 respondents (69%) have never used these services. Only 94 [33 + 

33 + 28] (27.4%) used Mobile banking to perform these services once a year, several 

times per year, and once a month respectively. Moreover, these services had the 

lowest usage mean (i.e. 1.68) among the Mobile banking services and its standard 

deviation was 1.18. 

5.2 Respondent’s Demographic Characteristics and Customers’ perception 

relating to Intention to Use and Adoption of Mobile banking  

Both mean and standard deviation (SD) are tested in the current study to see how the 

customers’ perception regarding the issues related to behavioral intention and 

adoption of MB could be vary according to respondent’s demographic characteristics.  

In the term of age difference, all age categories express a high intention to use MB. 

Yet, according to the average mean accounted for age group 25-30 and 31-40, 

younger generation seems slightly more interested in using MB in future. The actual 

adoption mean extracted for age categories indicted the lower adoption rates of MB 

services by Jordanian customers. However, the adoption rates of MB were noticed in 

their highest level for age group 25-30 followed by age group of 31-40.                 

   As for gender difference, both male and female seem to be more willing to adopt 

MB due to the highest mean score accounted in this regard, yet; the mean accounted 

for male was higher than for female. On the other hand, the usage mean accounted for 

both male and female was low with value of 2.27 for male and another lower value 

for female (i.e. 2.012).  

   According to main statistical outcomes regarding the refection of educational level, 

as expected, the highest rate of behavioural intention was noticed regarding those 

respondents who have a PhD degree with mean value of 6.33 followed by those who 

have masters (5.39) and Bachelors (5.37) degrees. By the same token, the largest 

mean of the adoption behaviour was accounted for respondents who have a PhD with 

mean value of 2.28. Lower adoption means were also recorded for the all education 

groups.   

   In the term of computer experience, the largest mean value of behavioral intention 

(i.e. 5.62) was accounted for those respondents who have three years of experience or 

above with computer while the value of 4.25, which is the lowest value was 

accounted for those who have less than three years of experience with computer. 

Similarly, the highest mean value of adoption (i.e. 2.26) was noticed in the case of 

respondents who have experience of three years and above.      

   As for Internet experience, the largest mean (i.e. 5.47) of behavioural intention was 

accounted by those respondents who have experience with Internet for three years and 

above. On the other hand, the lowest mean (i.e. 4.25) of behavioural intention was in 



the case of respondents with Internet experience less than one year. By the same 

token, the largest mean (i.e. 2.22) of adoption of MB services was in the case of 

Internet experience of three years or above whereas the lowest one (i.e. 1.92) in this 

regard was in the case of experience group of 1-2 years.          

 6   Discussion  

Generally, the main results extracted in the current study were found to be in line with 

what has been discussed and approved by prior literature regarding the role of 

demographic factors on the perception toward technology. For instance, the age 

categories of 25-30 and 31-40 express a higher willingness toward using MB in 

comparison with older customers (i.e. 50-60 and those above 61). Even though the 

adoption rates of MB services are too low over all age groups, younger customers 

were observed as highly involved in using MB in comparison to older customers. 

Such issues could possibly return to the fact that older customers are more likely to 

not have the important skills and experience that enable them to properly use MB and 

most of them they do not have smart phones needed to use MB services. Younger 

customers seem to have more capability and confidence to interact with such 

sophisticated technology like Mobile banking. This could be regarded to the fact that 

younger customers have more interaction with technology and Mobile innovation and 

having an adequate level of technological savvy, awareness, skills, and knowledge, 

[41, 42].    

As for gender, the findings indicated that there are slight differences between 

males and females in their perception toward intention and adoption. Nevertheless, it 

could be difficult in the current stage to argue that males are more interested and 

hence can heavily adopt MB services than females. This could be attributed to the fact 

that the influence of gender differences are more likely to vanish over the highly 

evolved communities where both males and females have equal opportunities to be 

educated, to work, and to get interacted with technologies. In parallel with these 

results, there are several studies [11, 12] that have empirically disapproved a variation 

between males and females in their intention and reaction toward technology.  

In line with what has been expected regarding the role of education, highly 

educated respondents seem to be more motivated to use MB and more involved as 

well in adopting such technology. As discussed earlier in this study, people with a 

good level of education are more likely to have the sufficient knowledge and skills 

that could help them to cope with new technology rather than less educated people. 

Theoretically, this proposition has been highly supported by different studies 

conducted in the same area of interest [2, 28, 38].  

Respondents were also observed to be different in their intention and adoption of 

MB according to the variation in their income level. While the higher income 

respondents seem to be more interested and active users of MB services, lower 

income respondents are less interested and motivated in this regard. Over the 

marketing literature, it has been highly argued that the higher income customers are 



less sensitive for the cost issues [25, 36]. Those customers are more able to carry the 

financial cost associated with buying the important facilities and resources required to 

use Mobile banking [20]. 

   As it is expected, customer perceptions toward both behavioural intention and 

adoption are more likely to be different according to the customers’ experience with 

technology and Internet. Indeed, the results regarding the willingness to adopt MB 

and the actual adoption of MB were able to reach the highest level among respondents 

who have a good level of technology experience for more than three years. As 

discussed in Section 3.5, the MB channel as self-service technology requires 

customers to independently conduct all the process to produce and transport the MB 

services. Therefore, adequate level of experience with technology is a very important 

aspect to let the customers be more confident in their ability to deal with such 

complicated systems. These results are consistent with other IS studies, which assured 

the important role of customers’ experience in formulating the customers’ perception 

and reaction to cope with different kinds of systems [10].             

This study comprises an important contribution by exploring the main demographic 

features of adopters and potential adopters of Mobile banking in Jordan as more 

emerging system calling for further explanation and examination. Primarily, a 

theoretical contribution was captured in the current study by synthesising the relevant 

literature of IS area and Mobile banking as well. Further, such theoretical propositions 

were empirically tested via collecting sufficient amount of data from the Jordanian 

banking customers. Practically, the results of the current study alert the Jordanian 

banks about the current state of the Jordanian customers’ intention and adoption of 

MB services. Therefore, by conducting an empirical study to discover the 

demographic features of adopters and potential adopters of MB, this study was hoping 

to provide the Jordanian banks with relevant guidelines that would facilitate an 

effective implementation and acceptance of MB in proportion to the customer’s 

category and their demographic characteristics. The main results of mean and 

standard deviation of behavioural intention obviously suggest that the majority of the 

respondents seem to be more motivated to adopt MB. In addition to this, most of them 

enjoy an adequate level of education and experience with the Internet and the 

computer, thus; moving them as actual users of MB will not be expensive and 

difficult. Therefore, allowing customers to try using these applications through 

experimental accounts rather than using their own accounts could create a positive 

experience and let customers actually experience how much they will benefit by using 

these valuable, useful and easier applications [13]. 

7   Conclusion  

The fundamental intention of the current research was to discover how the Jordanian 

banking customers’ perceptions on aspects related to their intention and adoption of 

MB could be differing because of their demographic features. Five common 

demographic variables, namely age, gender, income, education, and technology 

experience were identified and tested in the current study. The empirical findings 



clearly suggest that Jordanian banking customers are more likely to be different in 

their perceptions toward intention and adoption of MB according to their 

demographic differences.     

7.1   Limitations and Future Research Directions   

One of the main limitations of the current study is that the data was derived using a 

convenience sample of banking customers from two cities in Jordan: Amman and Al-

Balqa, raising a concern regarding the applicability of the current study results for 

other banking customers in different regions. Accordingly, it would be more useful 

for future studies to capture the required data from a large sample size covering the 

most parts in Jordan. This study only focuses on the customers’ demographic features 

while it does not pay attention to the psychological and behavioral factors (such as 

habit, innovativeness, customer readiness, and self-efficacy). Therefore, examining 

such factors along with demographic features could provide a rich understanding of 

the customer’s reaction and perception toward Mobile banking. Future studies should 

look at the impact of cultural aspects on the Jordanian customers’ perceptions toward 

MB especially when such aspects have not been examined in the area of Mobile 

banking. 
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