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ABSTRACT 

The current convergence of information and communication technology (ICT) is found to 

be creating new opportunities. Business organizations are leveraging this technology in 

response to the need for greater business integration, flexibility, and agility. One of the 

technologies that have been utilized quite aggressively by firms is the Self-Service 

Technologies (SST). Although the proclaimed benefits of SSTs are enormous, few 

institutions which have adopted the SST have achieved its intended objectives. Even 

thought the use of the SSTs in the service settings within the developed economies has 

attained an increasing level of acceptance by consumers, little is known about the 

consumer‟s adoption in the Arab world, particularly in Saudi Arabia which is still lack of 

research in this area. Therefore, the main aim of this thesis is to explore the SST adoption 

in multiple sectors in Saudi Arabia as well as the usage of all types of SST. The main 

focus of this thesis, is to explore the consumers‟ adoption of the SSTs through the users‟ 

seek values. The users‟ seek values construct is a new construct proposed in this study to 

complement the Technology Acceptance Model (TAM) framework. The research model 

composes of four variables: the antecedents of users‟ seek values; the users‟ seek values; 

the customers‟ intention to use the SST; and the customers‟ adoption of the SST. Using a 

mall-intercept technique, a sample of 400 respondents was collected in three major cities 

in Saudi Arabia. The hypothesis was tested using Structural Equation Modeling (SEM). 

The results showed that, for the antecedent factors, demographic profiles and personality 

traits were found to influence the users‟ seek values. In addition, users‟ seek values were 

found to mediate the relationship between the consumers‟ characteristics and their 

intention to use the SST. In addition, the intention to use the SST also mediates the 

relationship between users‟ seek values and the SST adoption. Finally, the direct positive 

relationship between customers‟ intention and adoption was also confirmed. The research 

concluded with a discussion on the management implications as well as the 

recommendations and the future research that need to be carried out. 

 

Keywords: users‟ seek values, antecedents, self-service technologies, technology 

acceptance model, Saudi Arabia 
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ABSTRAK 

Penemuan semasa tentang teknologi maklumat dan komunikasi (ICT) banyak 

mewujudkan peluang baharu. Organisasi perniagaan banyak memanfaatkan teknologi 

sebagai tindak balas kepada keperluan yang meningkat bagi integrasi perniagaan, 

fleksibiliti, dan ketangkasan. Antara teknologi yang telah digunakan secara agresif oleh 

firma-firma ialah Teknologi Layan Diri (SST). Walaupun manafaat atau faedah SST 

dikatakan agak banyak, namun hanya beberapa institusi yang mengguna pakai  SST  

mencapai objektif yang menjadi matlamatnya. Penggunaan SST dalam bidang 

perkhidmatan di negara ekonomi maju telah menyaksikan peningkatan tahap penerimaan 

yang tinggi oleh pengguna. Namun, hanya sedikit maklumat yang diketahui dan jumlah 

kajian yang terhad tentang penggunaan SST oleh pengguna di dunia Arab terutamanya di 

negara Arab Saudi. Oleh itu, matlamat utama kajian  ini adalah untuk meneroka 

penggunaan SST  dalam pelbagai sektor dan juga penggunaan  semua jenis SST  di 

negara Arab Saudi. Tumpuan utama kajian ini adalah untuk meneroka tujuan pengguna 

dalam penggunaan SST berdasarkan objektif penggunaan. Konstruk ini merupakan  

konstruk baharu yang dicadangkan dalam  kajian ini  bagi melengkapi rangka  Model 

Penerimaan Teknologi (TAM). Model kajian  ini terdiri daripada empat pembolehubah:  

latar belakang atau  anteseden  pengguna bagi mendapatkan nilai-nilai, pengguna-

pengguna yang mendapatkan nilai-nilai, tujuan pelanggan  menggunakan SST, dan 

penggunaan SST oleh pelanggan.  Dengan menggunakan teknik pintasan  mall  (mall-

intercept technique), sampel daripada 400  orang responden  telah dikumpulkan dari tiga 

bandar  utama di Arab Saudi. Hipotesis telah diuji menggunakan Pemodelan  Persamaan  

Berstruktur (SEM). Dapatan kajian menunjukkan faktor-faktor anteseden, profil 

demografi dan sifat personaliti  mempengaruhi pengguna dalam mendapatkan nilai. Di 

samping itu, pengguna yang mendapatkan nilai didapati menjadi pengantara dalam  

hubungan antara ciri-ciri pengguna dan  tujuan mereka untuk menggunakan SST. Di 

samping itu, tujuan  untuk menggunakan SST pula menjadi pengantara dalam hubungan 

antara pengguna yang  mendapatkan  nilai dan penerimaan SST. Akhirnya, ia turut 

mengesahkan hubungan positif langsung antara niat pelanggan dan  penerimaan.  Kajian 

diakhiri dengan perbincangan mengenai implikasi pengurusan serta cadangan dan kajian  

masa  hadapan  yang perlu dijalankan.  

 

Kata kunci:Pengguna yang mendapatkan nilai, anteseden, teknologi layan diri, model  

penerimaan teknologi, Arab Saudi 
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CHAPTER ONE 

INTRODUCTION 

1.1 Introduction 

The service sector is one of the important contributors to the global economy. More 

specifically, in North America, the exports of commercial services in 2008 alone, 

increased by 9% to USD$603 billion while the imports increased by 6% to USD$473 

billion. Europe‟s exports of commercial services on the other hand also showed an 

increase by 11% to USD$1.9 trillion along with exports by 10% to USD$1.6 trillion. In 

the meantime, commercial services exports in the context of the Middle Eastern countries 

was reported at USD$94 billion in 2008, showing an increase of 17% from the year 

before. Along a similar line, imports also increased by 13% in the same context to 

USD$158 billion (WTO, 2008). While the economic growth of both the continents of 

Europe and North America only displayed a slight 1% increase in 2008, the oil exporting 

regions of South and Central America, the Commonwealth of Independent States, Africa 

and the Middle East all reported increase in their GDP growth of 5% with Middle East 

exports growing at the rate of 6.3%.   

This buoyant economic growth would obviously affect the growth of the services sector 

within this region. In addition, the world commercial services exports showed an increase 

of 11% in 2008 to reach USD$3.7 trillion with the three fastest primary categories of 

service exports as transport (15% growth), travel (10%), and other commercial services 



The contents of 

the thesis is for 

internal user 

only 



196 

 

REFERENCES 

Abi, R. (2010). https://www.abiresearch.com/research/product/1006069-mobile-

commerce-and-virtual-goods/ 

Abu Shanab, E.A., Internet banking and customers‟ acceptance in Jordan: The unified   

model's perspective, Southern Illinois University, Carbondale, IL, 2005. 

Aaker, D. A. (1991). Managing brand equity. New York: Free Press. 

Adams, D. A., Nelson, R. R., & Todd, P. A. (1992). Perceived usefulness, ease of use, 

and usage of information technology: A replication. MIS Quarterly, 16(2), 227-247. 

Agarwal, A., & Prasad, J. (1998).A conceptual and operational definition of personal 

innovativeness in the domain of informational technology. Information Systems 

Research, 9(2), 204-215. 

Agarwal, R. & Prasad, J. (1997).The role of innovation characteristics and perceived 

voluntariness in the acceptance of information technologies. Decision Sciences, 28, 

557-82. 

Agarwal, R. & Prasad, J. (1999). Are individual differences germane to the acceptance of 

new information technology? Decision Sciences, 30(2), 361-391. 

Agarwal, R., Sambamurthy, V., & Stair, R. (2000). Research report: the evolving 

relationship between general and specific computer self-efficacy – an empirical 

assessment. Information Systems Research, 11, 418-430. 

https://www.abiresearch.com/research/product/1006069-mobile-commerce-and-virtual-goods/
https://www.abiresearch.com/research/product/1006069-mobile-commerce-and-virtual-goods/


197 

 

Ajzen, I. (1991). The theory of planned behavior. Organizational Behaviour and Human 

Decision Processes, 50, 179–211. 

Ajzen, I., & Madden, T. J. (1986). Prediction of goal-directed behavior: attitudes, 

intentions, and perceived behavioral control. Journal of Experimental Social 

Psychology, 22, 453-474 

Aladwani, A. (2003), Key Internet characteristics and ecommerce issues in Arab 

countries, Journal of Information Technology and People, 16(1), 9-20. 

Al-Ashban, A. A., & Burney, M. A. (2001). Customer adoption of tele-banking 

technology: the case of Saudi Arabia. International Journal of Banking Marketing, 

19(5), 191-200.  

Alba, J.W. & Hutchinson, J.W. (1987). Dimensions of consumer expertise. Journal of 

Consumer Research, 14)4(, 411-54. 

Al-Hawari, M. A. (2011). Automated service quality as a predictor of customers‟ 

commitment A practical study within the UAE retail banking context. Asia Pacific 

Journal of Marketing and Logistics, 23(3), 346-366. 

Ali, J. (2004). Information technology in the Middle East. Journal of Global Information 

Technology Management, 7(1), 1-4. 

Allen, J.P. (2000). Information systems as technological innovation, Information 

Technology and People, 13(3), 210-221. 



198 

 

Alpar, P. (1992). Automation of banking functions and its managerial implications, IEEE. 

Transactions on Engineering Management, 39(4), 378-85. 

Al-Somali, S. A., Gholami, R., & Clegg, B. (2009).An investigation into the acceptance 

of online banking in Saudi Arabia. Tech-novation, 29(2), 130-141. 

Armitage, C. J., & Conner, M. (2001). Efficacy of the theory of planned behavior: A 

meta-analytic review. British Journal of Social Psychology, 40, 471-499 

Armstrong, J. S., & Overton, T. S  (1977 ) Estimating nonresponse bias in mail surveys. 

Journal of Marketing Research ,XIV (August 1977), 396-402. 

Anderson, J. C., & Gerbing, D. W. (1988). Structural equation modeling in practice: A 

review and recommended two-step approach. Psychological Bulletin, 103(3), 411-

423. 

Anderson, J.C. & Narus, J.A. (1990). A model of distributor firm and manufacturer firm 

working partnerships. Journal of Marketing, 54(1), 42-58 

Anguelov, C. E., Hilgert, M. A., & Hogarth, J. M. (2004). U.S. consumers and electronic 

banking, 1995-2003. The Federal Reserve Board. 

Anitsal, I (2005). Technology-Based Self-Service: From Customer Productivity toward 

Customer Value, Unpublished PhD Dissertation, The University of Tennessee, 

Knoxville 



199 

 

Anselmsson, J. (2001). Customer-perceived service quality and technology-based self-

service, Unpublished Doctoral dissertation. Lund: Lund Business Press, Lund 

University. 

Arsanjani A. (2004). Service-oriented modeling and architecture: how to identify, 

specify, and realize services for your SOA, Developer Works, IBM Corporation, 

Armonk, NY, November 9, Available at <www.ibm.com/developerworks/ 

Webservices/library/ws-soa-design1/> (Last accessed on 15.09.2012). 

Arvidson, A. (2008). The ethical economy of customer coproduction, Journal of 

Macromarketing, 28(4), 326-338. 

Auh, S., Bell, S.J., McLeod, C.S., & Shih, E. (2007).Co-production and customer loyalty 

in financial services. Journal of Retailing, 83(3), 359-370. 

Assael, (1995). consumer behavior and marketing action, fifth edition Cincinnati, south-

western college publishing 

Babin, B. J., Darden, W.R., & Griffin, M. (1994). Work and/or fun: Measuring hedonic 

and utilitarian shopping value. Journal of Consumer Research, 20(March), 644-656. 

Bandura, A. (1994). Self-efficacy: The Exercise of Control, W. H. Freeman, New York, 

NY. 

Bateson, J.E. (1985). Self-service consumer: An exploratory study. Journal of Retailing, 

61(Fall), 49–76. 



200 

 

Bateson, J. E. G. (1985). Perceived control and the service encounter, in the service 

encounter: Managing employee/customer interaction in service businesses, J. A. 

Czepiel and M. R. Solomon and C. F. Surprenant, Eds. Lexington, Mass.: Lexington 

Books, 67-82. 

Beck,U, 1992.risk society :Towards anew modernity ,sage, London 

Bendapudi, N. & Robert, L. (2003).Psychological implications of customer participation 

in co-production. Journal of Marketing, 67(January), 14-28. 

Berry, L.L., Bennett, D.R., & Brown, C.W. (1989). Service quality: a profit strategy for 

financial institutions, Homewood, IL: Dow Jones-Irwin. 

Berry, L. L. (1999). Discovering the soul of service: The nine drivers of sustainable 

business success. New York City: The Free Press. 

Berry, L.L., Seiders, K. &Grewal, D. (2002).Understanding service convenience. Journal 

of Marketing, 66(3), 1-17. 

Bentler, P.M. and Bonnet, D.C. (1980). Significance Tests and Goodness of Fit in the 

Analysis of Covariance Structures. Psychological Bulletin, 88(3), 588-606. 

Bentler, P.M. (1990). Comparative Fit Indexes in Structural Models. Psychological 

Bulletin, 107(2), 238-46. 



201 

 

Bhattacherjee, A., G. Premkumar. 2004. Understanding changes in belief and attitude 

toward information technology usage: A theoretical model and longitudinal test. MIS 

Quart. 28(2) 351-370 

Bitner M., Brown, S.W., & Meuter, M.L. (2000).Technology infusion in service 

encounters. Journal of the Academy of Marketing Science, 28(10), 138-149. 

Bitner,M.J., Ostrom, A.L. and Meuter, M.L. (2002). Implementing successful self-service 

technologies. Academy of Management Executive, 16(4), 96-108. 

Black, N.J., Lockett, A., Ennew, C., Winklhofer, H. & McKechnie, S. (2002). Modelling 

consumer choice of distribution channels: an illustration from financial services. 

International Journal of Bank Marketing, 20(4), 161-73. 

Blythe, J. (1999). Innovativeness and newness in high-tech consumer durables. Journal 

of Product and Brand Management, 8(5), 415-29. 

Bobbitt, L. M. & Dabholkar, P.A. (2001). Integrating attitudinal theories to understand 

and predict use of technology-based self-service: the internet as an illustration. 

International Journal of Service Industry Management, 12(5), 423-450. 

Bolton, R. N., & Drew, J. H. (1991).A multi-stage model of consumers‟ assessments of 

service quality and value. Journal of Consumer Research, 17(4), 375–384. 

Bollen, K.A. (1989), Structural Equations with Latent Variables, New York: John Wiley 

& Sons, Inc. 



202 

 

Bouwman, H., Carlsson, C.,Walden, P., & Molina-Castillo, F.J. (2009). Reconsidering 

the actual and future use of mobile services, Information Systems And E-Business 

Management. 7, 301–317.  

Breakwell, G. M. (1986). Coping with Threatened Identity. London: Methuen. 

Byrne, B., 2001. Structural Equation Modeling with AMOS. Lawrence Erlbaum     

Associate, New Jersey, U.S.A. 

Bryne, B.M. (2010). Structural equation modelling with AMOS (2nd Ed.) New York:   

Taylor & Francis Group. 

Burke, R.R. (2002). Technology and the customer interface: what consumers want in the 

physical and virtual store? Journal of the Academy of Marketing Science, 30(4), 411-

32. 

Bush, A. J. and Hair, J.F. Jr. (1985). An assessment of the mall intercept as a data 

collection method. Journal of Marketing Research, XXII, 158-67. 

Byun, S. (2007). The value of technology in service encounters: exploring consumer 

perceptions of biometric access at automatic teller machines, Unpublished PhD 

Thesis, Purdue University West Lafayette, Indiana. 

Chai, S., Bagchi-Sen, S., Morrell, C., Rao, H.R., and Upadhyaya, S. 2009. Internet and 

Online Information Privacy: An Exploratory Study of Preteens and Early Teens, 

Professional Communication, IEEE Transactions, 52(2),167-182. doi: 

10.1109/TPC.2009.2017985 (Best Paper Award at the Informing Science and 



203 

 

Information Technology Education joint conference-InSite 2006, Salford, UK, June 

25-28). 

Calnan, M., Montaner, D., & Horne, R. (2005). How acceptable are innovative health 

care technologies? A national survey of public beliefs and attitudes. Social Science 

and Medicine, 60, 1937-1948. 

Carlin, Mary (2002). Technology Tamed: The New Future of Self-Service. Randolph, 

New    Jersey: Kiosk Business, The Magazine for Customer-Activated Solutions. 

Capon, N. & Marian, B. (1980). Individual, product class and task-related factors in 

consumer information processing. Journal of Consumer Research, 7(3), 314-26. 

Castillo, J.J (2009). Convenience Sampling, accessed on December 12th, retrieved at 

http://www.experiment-resources.com/convenience-sampling.html#ixzz1Bw1l6PIw 

Chan, S. C. & Lu, M. T. (2004). Understanding internet banking adoption and use 

behavior: a Hong Kong perspective. Journal of Global Information Management, 

12(3), 21-43.  

Chang, J. & Samuel, N. (2004).Internet Shopper demographics and buying behaviour in 

Australia. The Journal of American Academy of Business, September, 171-6. 

Chau, P.Y.K & Hu, P.J. (2001).Examining a model of information technology acceptance 

by individual professionals: An exploratory study. Journal of Management 

Information System, 18, 191. 

http://www.experiment-resources.com/convenience-sampling.html#ixzz1Bw1l6PIw


204 

 

Chau, P. Y. K.. An Empirical Assessment of a Modified Technology Acceptance Model. 

Journal of Management Information Systems, 12(2), 1996, 185-204. 

Chen, L. (2008). A model of consumer acceptance of mobile payment. International 

Journal of Mobile Communications, 6, 32–52. 

Chen, Z. and Dubinsky, A.J. (2003). A conceptual model of perceived customer value in 

e-Commerce: A preliminary investigation. Psychology and Marketing, 20(4), 323-

347. 

Cheng, J.M.S., Wang, E.S.T., Lin, J.Y.C. & Vivek, S.D. (2009). Why do customers 

utilize the internet as a retailing platform? A view from consumer perceived value. 

Asia Pacific Journal of Marketing and Logistics, 21(1), 144-160. 

Cheong, J.H., & Park, M.C. (2005).Mobile internet acceptance in Korea. Internet 

Research, 15, 125–140. 

Chew, K.W., Shingi, P.M., & Ahmad, M.I. (2006). TAM derived construct of perceived 

customer value and online purchase behavior: an empirical exploration. IFIP 

International Federation for Information Processing, 226, 215-227. 

Childers, T. L., Carr, C.L., Peck, J. & Carson, S.  (2001). Hedonic and utilitarian 

motivations for online retail shopping behavior. Journal of Retailing, 77, 511-35. 

Chiu, Yu-Bin, Lin, C.P., & Tang, L.L., (2005). Gender differs: assessing a model of 

online purchase intentions in e-tailing service. International Journal of Service 

Industry Management, 16(5), 416-35. 



205 

 

Churchill, G. A., Jr. (1979). A paradigm for developing better measures of marketing 

constructs. Journal of Marketing Research, 16(February), 64–73. 

Cohen, R. (2004). Negotiating across cultures: International communication in an 

interdependent world (rev. ed.). Washington, DC: United States Institute of Peace. 

Curran, J. M., & Meuter, M. L. (2005). Self-service technology adoption: comparing 

three technologies. Journal of Services Marketing, 19(2), 103-114.  

Curran, J.M., Meuter, M.L., & Surprenant, C.F. (2003). Intentions to use self- service 

technologies: a confluence of multiple attitudes. Journal of Service Research, 5(3), 

209-224. 

CIA World Fact book, (2013). https://www.cia.gov/library/publications/the-world-

factbook/geos/ks.htm. 

Cohen. J. (1988). Statistical power analysis for the behavioral sciences (2nd ed.). 

Hillsdale, NJ: Lawrence Erlbaum. 

De Vaus, D. (2002). Surveys in Social Research (5th ed.). London: Routledge. Ch. 

Babbie, E. (1998). Survey Research Methods (2nd ed.). Belmont: Wadsworth. Ch. 

14. 

Dabholkar, P.A., Shepherd, C.D. &.,  Thorpe, D.I. (2000). A comprehensive framework 

for service quality: an investigation of critical conceptual and measurement issues 

through longitudinal study. Journal of Retailing, 76(2), 131-9. 

https://www.cia.gov/library/publications/the-world-factbook/geos/ks.htm
https://www.cia.gov/library/publications/the-world-factbook/geos/ks.htm


206 

 

Dabholkar, P. A. (1994). Technology-based self- service delivery: a classification scheme 

for developing marketing strategies. Advances in Services Marketing and 

Management, 3, 241-271. 

Dabholkar, P. A. (1996). Consumer evaluations of new technology-based self-service 

options: an investigation of alternative models of service quality. International 

Journal of Research in Marketing, 13, 29-51. 

Dabholkar, P. A. &Bagozzi, R.P.  (2002). An attitudinal model of technology-based self-

service: moderating effects of consumer traits and situational factors. Journal of the 

Academy of Marketing Science, 30(3), 184-201. 

Dabholkar, P.A.(1996). Consumer evaluations of new technology-based self-service 

options. International Journal of Research in Marketing, 13(1), 29-51. 

Dabholkar, P.A.,Michelle, L., Bobbitt, & Lee, E.U. (2003). Understanding consumer 

motivation and behavior related to self-scanning in retailing: Implications for 

strategy and research on technology-based self-service. International Journal of 

Service Industry Management, 14(1), 59 – 95. 

Darian, J. C. (1987). In-Homeshopping: Are There Consumer Segments? Journal of 

Retailing, 63, 163-186. 

Daniel, E. (1999). Provision of electronic banking in the UK and the Republic of Ireland. 

International Journal of Bank Marketing, 17(2), 72-82. 



207 

 

Danko, W.; maclachlan, J. (1983). Research to accelerate the diffusion of a new 

invention. Journal of Advertising Research, [S. l.], 23, 39-43, June/July 1983. 

Davies, F., Moutinho, L. & Curry, B. (1996). ATM user attitudes: a neural network 

analysis. Marketing Intelligence and Planning, 14(2), 26-32. 

Davis, F. (1989). Perceived usefulness, perceived ease of use, and user acceptance of 

information technology. MIS Quarterly, September, 319-40.  

Davis, F.D., Bagozzi, R.P. & Warshaw, P.R. (1989). User acceptance of computer 

technology: a comparison of two theoretical models. Management Science, 35, 982–

1003. 

Dean, D.(2008). Shopper Age and the Use of Self-Service Technologies, Managing 

Service Quality ( ,3)18 , 225-38. 

De Vaus, D. (2002). Surveys in social research. London, Routledge, Taylor & Francis 

      Group. 

Dickerson, M.D., &Gentry, J.W., (1983).Characteristics of adopters and non-adopters of 

home computers. Journal of Consumer Research.10 September, 225–235. 

Dillon, A. & Morris, M. (1999). P3: modeling and measuring the human determinants of 

information systems usage. Proceedings of the 43rd Annual Meeting of the Human 

Factors and Ergonomics Society, Paper presented at the Annual Meeting of HFES in 

Texas, Santa Monica, CA: HFES, September. 



208 

 

Doyle, S. (2007). Self-service delivery and the growing roles of channels. Journal of 

Database Marketing and Customer Strategy Management 14(2): 150-159. 

Durrande-Moreau, A. & Usunier, J-C. (1999). Time Styles and the Waiting Experience, 

Journal of Service Research, 2(2), 173-86. 

Eastin, M.S. & LaRose, R. (2000). Internet self-efficacy and the psychology of the digital 

divide. Journal of Computer-Mediated Communication, 6.1, available at: 

wwww.ascusc.org/jcmc/ 

Eastlick, M.A. & Lotz, S.L. (1999).Profiling potential adopters of an interactive shopping 

medium. International Journal of Retail and Distribution Management, 27(6/7), 209-

23. 

Elliott, K., Meng, J. and Hall, M.(2008) Technology Readiness and the Likelihood to Use 

Self-Service Technology: Chinese vs. American Consumers, Marketing Management 

Journal, 18(2), 20-31. 

Eriksson, K., Kerem, K., & Nilsson, D. (2005).Customer acceptance of internet banking 

in Estonia. International Journal of Bank Marketing, 23(2). 

Evanschitzky, H. & Wunderlich, M. (2006). An examination of moderator effects in the 

four stage loyalty model. Journal of Service Research, 8(4), 330-340. 

Fassnacht, M. &.,  Koese, I.(2006). Quality of electronic services – Conceptualizing and 

testing a hierarchical model. Journal of Service Research, 9(1), 19-37 



209 

 

Featherman, M. S., & Pavlou, P. A. (2003).Predicting e-services adoption: A perceived 

risk facets perspective. International Journal of Human-Computer Studies, 59, 451-

474. 

Fenech, M., Denham, J., Francis W. and Morley, A.A. (1990). The cytokinesis-block 

micronucleus assay: biological dosimetry in cancer patients following in vivo 

fractionated exposure to ionizing radiation. International Journal of Radiation 

Biology, 57(2), 373-383. 

Filotto, U., Tanzi, P.M. & Saita, F. (1997). Customer needs and front-office technology 

adoption. International Journal of Bank Marketing, 15(1), 13-21. 

Fickel, Louise. (2000). Power to the People. CFO Magazine, August 2000 issue. 

Fishbein, M. & Ajzen, I. (1975). Belief, Attitude, Intention and Behaviour: An 

Introduction To Theory And Research, Addison-Wesley, Reading, MA. 

Flavian, C., Torres, E., & Guinaliu, M. (2004). Corporate image measurement: A further 

problem for the tangibilization of Internet banking services. The International 

Journal of Bank Marketing, 22(4/5), 366-381. 

Frambach, R. T., Roest, H. C. A. & Krishnan, T. V. (2007). The impact of consumer 

internet experience on channel preference and usage intentions across the different 

stages of the buying process. Journal of Interactive Marketing, 21(2) (Spring 2007), 

26-41. 



210 

 

Fornell C, Larcker DF (1981). Evaluating structural equation models with unobservable 

variables and measurement error. J. Mark. Res. 18(1): 39 - 50. 

Fornell, C., 1992. A national customer satisfaction barometer: The Swedish experience. 

Garson, D. (2007a). Structural Equation Modeling, from Statnotes: Topics in Multivariate 

Analysis. Retrieved July 17, 2007, from 

http://www2.chass.ncsu.edu/garson/pa765/statnote.htm 

Garson, G. D. (2007b). Testing of Assumptions, from Statnotes: Topics in Multivariate 

Analysis. Retrieved September 11, 2007. 

Gatignon, H. and Robertson, T.S. (1991). Innovative decision processes, in Robertson, 

T.S. and Kassarjian, H.H. (Eds), Handbook of Consumer Behavior, Prentice-Hall, 

Englewood Cliffs,NJ, 316-48. 

Gefen, D., Karahanna, E., & Straub, D. W. (2003). Inexperience and experience with 

online store: The importance of TAM and trust. IEEE Transactions on Engineering 

Management, 50(3), 307-321. 

Gefen, D., & Straub, D.W. (1997). Gender differences in the perception and use of    

email:An extension to the technology acceptance model. [Electronic version]. MIS  

Quarterly, 21(4), 389-401. 

Gerrard, P., & Cunningham, B.J. (2003).The diffusion of Internet banking among 

Singapore consumers. International Journal of Bank Marketing, 21(1), 16-28. 

http://www2.chass.ncsu.edu/garson/pa765/statnote.htm


211 

 

Gerbing DA, Anderson JC. 1992. Monte Carlo evaluations of goodness of fit indices for 

structural equation models. Sociological Methods and Research 21(2), 132–160. 

George, G. & Prabhu, G. 2002. Developmental financial institutions as catalysts of 

entrepreneurship in emerging economies. Academy of Management Review, 25 (3), 

620-630. 

Gist, M.E. (1987). Self-efficacy: Implications for organizational behavior and human 

resource management. [Electronic version].Academy of Management. The Academy 

of Management Review, 12(3), 472-486. 

Greco, A.J. & Fields, D.M. (1991). Profiling early triers of service innovations: a look at 

interactive home video ordering services. Journal of Services Marketing, 5(3),19 – 

26. 

Gremler, D. (1995). The effect of satisfaction, switching costs, and interpersonal bonds 

on service loyalty. Unpublished doctoral dissertation, Arizona State University, 

Tucson, Arizona. 

Gutman, J. (1982). A means-end chain model based on consumer categorization process. 

Journal of Marketing, 46, 60-72. 

Hall, E.T. (1976). Beyond Culture, New York: Doubleday 

Hair, J., Black, W., Babin, B., and Anderson, R. (2010). Multivariate data analysis (7th 

ed.): Prentice-Hall, Inc. Upper Saddle River, NJ, USA. 



212 

 

Hair JF, Anderson RE, Tatham RL, Black WC. Multivariate data analysis; 1998 Upper 

Saddle River 

Harler, C. (2002). Come fly with me: kiosks are the new stars of the travel industry, 

Kiosk Business, 3 (6), November/ December, 18-21. 

Hart, C. W. L., Heskett, J. L., & Sasser, W. E. J. (1990).The profitable art of service 

recovery. Harvard Business Review, 68(July-August), 148-156. 

Helson, H. (1964). Adaptation-Level Theory, Harper & Row, New York, NY. 

Henderson, T. P. (2001). Multi-channel retailers increasingly rely on internet-based 

kiosks to bridge gap between channels. Stores, October. 

Hertzog, C., & Hultsch, D. F. (2000).Metacognition in adulthood and old age. In F. I. M. 

Craik & T. A. Salthouse (Eds.), The handbook of aging and cognition (2nd ed., 417–

466). Mahwah, NJ: Lawrence Erlbaum. 

Heskett JL, Sasser WE, Schlesinger LA. The service profit chain. New York: Free Press; 

1997. 

Hoffman, D., Novak, T. (1996). Marketing in hypermedia computer-mediated 

environments: conceptual foundations. Journal of Marketing, 60, 50-68. 

Hoffman, L.W. (1972). Early Childhood Experiences and Women's Achievement 

Motives. Journal of Social Issues, 28(2), 129-155. 



213 

 

Hoffman, D.L., T.P. Novak and A.E. Schlosser (2002). Locus of Control, Web Use, and 

Consumer Attitudes Toward Internet Regulation. 

Holbrook, M. B. (1994). The nature of customer value: An axiology of services in the 

consumption experience. In R. T. Rust and R. L. Oliver (Eds.), Service Quality: New 

Directions in Theory and Practice, (21-71). Thousand Oaks, CA: Sage. 

Holbrook, M. B. (1999). Introduction to consumer value. In M. B. Holbrook (Ed.), 

Consumer value: A framework for analysis and research (1-29). New York, NY: 

Routledge. 

Horton, R. P., Buck, T., Waterson, P. E., & Clegg, C. W. (2001).Explaining intranet use 

with the technology acceptance model. Journal of Information Technology, 16, 237-

249. 

Howcroft, B., Hamilton, R. & Hewer, P. (2002).Consumer attitude and the usage and 

adoption of home-based banking in the United Kingdom. The International Journal 

of Bank Marketing, 20(3), 111-21. 

Hsieh, A-T, Yen, C-H., & Chin, K-C.(2004). Participative customers as partial 

employees and service provider workload. International Journal of Service Industry 

Management, 15(2), 187-99. 

Hsu, C., & Lu, H. (2004). Why do people play on-line games? An extended TAM with 

social influences and flow experience. Information and Management, 41, 853-868. 



214 

 

Hu, L. T., & Bentler, P.M. (1999). Cutoff criteria for fit indexes in covariance structure 

analysis: Conventional criteria versus new alternatives. Structural Equation 

Modeling, 6, 1–55. 

Hu, P.J., Chau, P.Y.K., Sheng, O.L., & Tam, K.Y. (1999). Examining the technology 

acceptance model using physician acceptance of telemedicine technology. 

[Electronic version]. Journal of Management Information, 16(2), 91-113. 

Huber, F., Herrmann, A. & Morgan, R.E. (2001). Gaining competitive advantage through 

customer value oriented management. Journal of Consumer Marketing, 18(1), 41-53. 

Hui, M. K. & Tse, D.K. (1996). What to tell consumers in waits of different lengths: an 

integrative model of service evaluation. Journal of Marketing, 60(2), 81-90. 

Igbaria, M., & Liveri, J. (1995).The effects of self-efficacy on computer usage. Omega. 

23(6), 587-606. 

Igbaria, M., Guimaraes, T., & Davis, G. B. (1995). Testing the determinants of 

microcomputer usage via a structural equation model. Journal of Management 

Information Systems, 11(4), 87-114. 

Igbaria, M., Liveri, J. & Parasuraman, S. (1989). A path analytic study of individual 

characteristics, computer anxiety and attitudes toward microcomputers. [Electronic 

version]. Journal of Management, 15(3), 373-388. 



215 

 

Im, S., Bayus, B.L. & Mason, C.H. (2003).An empirical study of innate consumer 

innovativeness, personal characteristics, and new-product adoption behavior. Journal 

of the Academy of Marketing Science, 31(1), 61-72. 

Jackson, C.M., Chow, S., & Leitch, R.A. (1997).Toward an understanding of the 

behavioral intention to use an information system. Decision Sciences, 28(2), 357-

390. 

James, T., Pirim, T., Boswell, K., Reithel, B. & Barkhi, R. (2006).Determining the 

intention to use biometric devices: An application and extension of the technology 

acceptance model. Journal of End User Computing, 18(3), 1- 24. 

Jaffee, D. (1998). Institutional resistance to asynchronous learning networks. Journal of 

Asynchronous Online Learning, 2(2), 21-32. 

Jonsson, S. & Gunnarsson, C. (2005).Internet technology to achieve supply chain 

performance. Business Process Management Journal, 11(4), 403-17. 

Joseph, M., McClure, C. and Joseph, B. (1999). Service quality in the banking sector: the 

impact of technology on service delivery. International Journal of Bank Marketing, 

17(4), 182-191. 

Jungki Lee, &Arthur Allaway, (2002).Effects of personal control on adoption of self-

service technology innovations. Journal of Services Marketing, 16(6), 553 – 572. 

Kahle, L. R. (1983). Social Values and Social Change: Adaptation to Life in America, 

New York: Praeger. 



216 

 

Kang, Y., & Ridgway, N.M. (1996). The importance of consumer market interactions as 

a form of social support for elderly consumers. Journal of Public Policy and 

Marketing, 15, 108–117. 

Karahanna, E., Straub, D.W., & Chervany, N.L., (1999). Information technology 

adoption across time: a cross-sectional comparison of pre-adoption and post adoption 

beliefs. MIS Quarterly, 23(2), 183–213. 

Karjaluoto, H. (2002). Selection criteria for a mode of bill payment: empirical 

investigation among Finnish bank customers. International Journal of Retail and 

Distribution Management, 30(6), 331-339. 

Karjaluoto, H., Mattila, M. &Pento, T. (2002). Electronic banking in Finland: consumer 

beliefs and reactions to a new delivery channel. Journal of Financial Services 

Marketing, 6(4), 346-61. 

Kauffman, R. J., & Lally, L.(1994). A value platform analysis perspective on customer 

access information technology, Decision Sciences, 25 (September–December), 767–

794. 

Kelley, M. R. (1994). Productivity and Information Technology: The Elusive Connection, 

Management Science, 40(11), 1406-25. 

Kelly, P., Lawlor, J. & Mulvey, M.A (2010). Review of Key Factors Affecting 

Consumers‟ Adoption and Usage of Self-Service Technologies in Tourism, THRIC 

Conference, Shannon, 15-16 June, 2010. 



217 

 

Khalifa, A. S. (2004). Customer Value: A review of recent literature and an integrative 

configuration, Management Decision, 42, 645-666. 

Kim, H.-W., Chan, H.C. & Gupta, S. (2007). Value-based adoption of mobile Internet: 

An empirical investigation. Decision Support Systems, 43, 111–126. 

Kim, S., & Garrison, G. (2009).Investigating mobile wireless technology adoption: An 

extension of the technology acceptance model, Information Systems Frontiers, 11, 

323–333. 

Kleijnen, M., Ruyter, K.D. and Wetzels, M. (2004). Consumer adoption of wireless 

Services: discovering the rules, while playing the game. Journal of Interactive 

Marketing, 18(2), 51-61. 

Kleijnen, M., Wetzels, M. and de Ruyter, K. (2007). Consumer acceptance of wireless 

finance. Journal of Financial Services Marketing, 8(3), 206-17 

Kolodinsky, J.M., & Hogarth, J.M. (2001).The adoption of electronic banking 

technologies by American consumers, Consumers Interest Annual, 47, 1-9. 

Kolodinsky, J.M., Hogarth, J.M., & Hilgert, M.A. (2004).The adoption of electronic 

banking by US customers. International Journal of Bank Marketing, 22(4/5), 238-

276. 

Konradt, U., Christophersen, T., & Schaeffer-Kuelz, U., (2006).Predicting user 

satisfaction, strain and system usage of employee self-services. International Journal 

of Human–Computer Studies, 64, 1141–1153. 



218 

 

Korzaa, M.L. (2003). Going with the flow: predicting online purchase intentions. Journal 

of Computer Information Systems, 43(4), 25-31. 

Kuo, Y.-F., & Yen, S.N. (2009).Towards an understanding of the behavioral intention to 

use 3 G mobile value-added services. Computers in Human Behavior, 25, 103–110. 

Kulchitsky, D. (2004). Computerization, Knowledge, and Information Technology 

Initiatives in Jordan. Administration and Society, 36(1),3-37. 

Labay, D. & Kinnear, T. (1981). Exploring the consumer decision process in the adoption 

of solar energy systems. Journal of Consumer Research, 8(3), 271–278. 

Lai, V.S., & Li, H. (2005). Technology acceptance model for Internet banking: An 

invariance analysis. Information and Management, 42, 373-386. 

Langeard, E., Bateson, J.E.G., Lovelock, C.H., & Eiglier, P. (1981). Marketing of 

services: New insights from consumers and managers, Report No. 81-104. 

Cambridge, MA: Marketing Science Institute. 

Lapierre, J. (2000). Customer-perceived value in industrial contexts. Journal of Business 

and Industrial Marketing, 15( 2/3), 122 – 145 

Laroche, M, Cleveland, M., Bergerson, J. & Goutaland, C. (2003). The knowledge-

experience-evaluation relationship: a structural equations modeling test of gender 

differences. Canadian Journal of Administrative Sciences, 20 (September), 246-59. 



219 

 

Laroche, M, Saad, G., Cleveland, M., & Browne, E. (2000). Gender differences in 

information search strategies for a Christmas gift. Journal of Consumer Marketing, 

17(6), 500-11. 

Lassar WM, Manolis C, Lassar SS (2005). The relationship between consumer 

innovativeness, personal characteristics, and online banking adoption. Int. J. Bank. 

Market., 23(2): 167 - 199. 

Laukkanen, T. (2006). Customer perceived value of e-financial services: a means-end 

approach. International Journal of Electronic Finance, 1(1), 5-17. 

Laukkanen, T. (2007). Internet vs mobile banking: comparing customer value 

perceptions. Business Process Management Journal, 13(6), 788-797. 

Laukkanen, T. & Lauronen, J. (2005).Consumer value creation in mobile banking 

services. International Journal of Mobile Communications, 3(4), 325-38. 

Le Bon, J & Merunka, D., (1998). The role of attitude in competitive intelligence 

activities of salespersons: evidence and consequences of the mediating effect. ISBM 

Working Papers, 22 December. 

Lee, H-J, Cho, H.J., Xu, W. and Fairhurst, A. (2010). The influence of consumer traits 

and demographics on intention to use retail self-service checkouts. Marketing 

Intelligence and Planning, 28(1), 46-58. 



220 

 

Lee, I., Choi, B., Kim, J., & Hong, S.J. (2007). Culture-technology fit: Effects of cultural 

characteristics on the post-adoption beliefs of mobile Internet users. International 

Journal of Electronic Commerce, 11(4), 11–51. 

Lee, J. & Allaway, A. (2002).Effects of personal control on adoption of self-service 

technology innovations. Journal of Services Marketing 16(6), 553-572. 

Lee, N., and Hooley, G. (2005). The evolution of classical mythology within marketing 

measure development. European Journal of Marketing, 39, 365-385. 

Legris, P., Ingham, J., & Collerette, P. (2003). Why do people use information 

technology? A critical review of the technology acceptance model. Information and 

Management, 40, 191–204. 

Lichtenstein, D., Ridgway, N. & Retemyer, R. (1992). Price perceptions and consumer 

shopping behavior: a field study. Journal of Marketing Research, 30(May), 234-245. 

Lichtenstein, S. & Williamson, K. (2006). Understanding consumer adoption of internet 

banking: an interpretive study in the Australian banking context. Journal of 

Electronic Commerce Research, 7(2), 50-66. 

Liebermann, Y. & Stashevsky, S.(2002). Perceived risks as barriers to internet and e-

commerce usage, Qualitative Market Research: An International Journal, 5(4), 291-

300.  



221 

 

Lin, C. &Hsieh, P.L. (2007).The influence of technology readiness on satisfaction and 

behavioural intentions toward self-service technologies. Computers in Human 

Behaviour, 23, 1597-1615. 

Lin, C.H., Shih, H.Y. & Sher, P.J. (2007). Integrating technology readiness into 

technology acceptance: The TRAM model. Psychology and Marketing, 24(7), 641-

657. 

Lindgreen, A. & Wynstra, F. (2005). Value in business markets: What do we know? 

Where are we going? Industrial Marketing Management, 34, 732–748. 

Littler, D. & Melanthiou, D. (2006). Consumer perceptions of risk and uncertainty and 

the implications for behavior towards innovative retail services: the case of internet 

banking. Journal of Retailing and Consumer Services, 13, 431-443.  

Lippert, S.K. and Forman, H. (2005). Utilization of information technology: Examining 

cognitive and experiential factors of post-adoption behaviour. IEEE Transactions on 

Engineering Management,52(3), 363-381. 

Liu, L., &Ma, Q., (2005). The impact of service level on the acceptance of application 

service oriented medical records. Information and Management, 42, 1121–1135. 

Lockett, A. & Litter, D. (1997).The Adoption of Direct Banking Services. Journal of 

Marketing Management, 13(8), 791-881. 

Lohse, G.L., S. Bellman and E.J. Johnson (2000). "Consumer Buying Behavior on the 



222 

 

        Internet: Findings from Panel Data. Journal of Interactive Marketing. 14(1), 15-29. 

Lou. H., W. Luo, and D. Strong. 2000. Perceived critical mass effect on groupware 

acceptance. European Journal of Information Systems, 9,  91-103. 

Lu, J., Yao, J.E., & Yu, C.-S., (2005).Personal innovativeness, social influences and 

adoption of wireless internet services via mobile technology. Journal of Strategic 

Information Systems, 14(3), 245–268. 

Lu, J.C.S., Liu, C., & Yao, J.C. (2003).Technical acceptance model for wireless internet, 

Internet Research, 73(3), 207-223. 

Lucas Jr., H.C. & Spitler, V.K. (2000).Implementation in a world of workstations and 

networks. Information and Management. 38(2), 119-128. 

Ma, Q., & Liu, L., (2004). The technology acceptance model: A meta-analysis of 

empirical findings. Journal of Organizational and End User Computing, 16(1), 59–

72. 

Mallat, N., Rossi, M., Tuunainen, V.K., & Oorni, A. (2009). The impact of use context 

on mobile services acceptance: The case of mobile ticketing. Information & 

Management, 46, 190–195. 

Marakas, G.M., Yi,M.Y. & Johnson, R.D. (1998). The multilevel and multifaceted 

character of computer self-efficacy: toward clarification of the construct and an 

integrative framework for research. Information Systems Research, 9(2),126-63. 



223 

 

Markus, M.L. (1994). Electronic mail as the medium of managerial choice. Organization 

Science, 5(4), 502–527. 

Mathieson, K. (1991). Predicting user intention: comparing the technology acceptance 

model with theory of planned behavior. Information Systems Research, 2(3), 173-

191. 

Mathwick, C., N.K. Malhotra and E. Rigdon (2002). The effect of dynamic retail  

experiences on experiential perceptions of value: An Internet and Catalog. 

Mattila, A. (2006).The mitigating effects of explanations on service failures. Journal of 

Services Marketing, 20(7), 442-453. 

Mattila, M., Karjaluoto, H. & Pento, T. (2003). Internet banking adoption among mature 

customers: early majority of laggards? Journal of Services Marketing, 17(5), 514-28. 

Mc Farland, D.J. (1999). The particularization of computer-efficacy and its influence on 

the technology acceptance model: A field study, Unpublished Doctoral dissertation, 

Drexel University. 

McDonald, R. E. (2002). Knowledge entrepreneurship: Linking organizational learning 

and innovation. PhD Thesis, School of Management. The University of Connecticut. 

McKechnie, S., Winklhofer, H. and Ennew, C. (2006). Applying the Technology 

Acceptance Model to online retailing of financial services. International Journal of 

Retail and Distribution Management 34(4/5), 388-410 



224 

 

Meuter, M. L. & Bitner, M.J. (1998). Self-service technologies: extending service 

frameworks and identifying issues for research, Marketing Theory and Applications, 

Dhruv Grewal and Connie Pechmann (Ed.), Vol. Chicago, Illinois: American 

Marketing Association, 12-19. 

Meuter, M. L., Ostrom, A.L., Roundtree, R.I. & Bitner, M.J. (2000). Self-service 

technologies: understanding customer satisfaction with technology-based service 

encounters. Journal of Marketing, 64(3), 50. 

Meuter, M.L., Bitner M., Ostrom, A.L., & Brown, S.W. (2005). Choosing among 

alternative service delivery modes: an investigation of customer trial of self-service 

technologies. Journal of Marketing, 69(April), 61-83. 

Meuter, M.L., Ostrom, A.L., Bitner M., & Roundtree, R. (2003).The influence of 

technology anxiety on consumer use and experiences with self-service technologies. 

Journal of Business Research, 56, 899-906. 

Meyers-Levy, J., & Maheswaran, D. (1991). Exploring differences in males‟ and 

females‟ processing strategies. Journal of Consumer Research, 18, 63–70. 

Minton, H.L. & Schneider, F.W. (1980).Differential Psychology.   Brooks/Cole Pub. Co.  

(Monterey, Calif.)  

Mizik,N., &Jacobson, R.(2003). Trading of between value creation and value 

appropriation: the financial implications of shifts in strategic emphasis. Journal of 

Marketing, 67, 63-76. 



225 

 

Mols, N.P. (1998).The behavioral consequences of PC banking. International Journal of 

Bank Marketing, 16(5), 195-201. 

Mols, N.P. (2001).Organizing for the effective introduction of new distribution channels 

in retail banking. European Journal of Marketing, 35(5/6), 661-86. 

Monsuwe, T.P.Y., Dellart, B.G.C. & de Ruyter, K. (2004). What drives consumers to 

shop online? A literature review. International Journal of Service Industry 

Management, 15(1), 102-121. 

Morris, M.G., & Venkatesh, V. (2000). Age differences in technology adoption 

decisions: implications for a changing workforce. Personnel Psychology, 53, 375-

403. 

Moon, Y. and F. X. Frei (2000). Exploding the self-service myth. Harvard Business 

      Review, 78(3): 26. 

Moutinho, L. & Smith, A. (2000). Modelling bank customer satisfaction through 

mediation of attitudes towards human and automated banking. International Journal 

of Bank Marketing, 18(3), 124-34. 

Mueller, J. H., Wondilich, S. D. (1986) self-referent processing of age-specific material 

.psychology and aging ,1293-199. 



226 

 

Neslin, Scott A., Dhruv Grewal, Robert Leghorn, Venkatesh Shankar, Marije L. Teerling, 

Jacquelyn S. Thomas, and C. Peter (2006), “Verhoef. Challenges and Opportunities 

in Multichannel Customer Management. Journal of Service Research, 9(2), 95–112. 

Ndubisi, N.O. (2005). Integrating the moderation effect of entrepreneurial qualities into 

the technology acceptance model and treatment of potential confounding factors. 

Journal of Information and Science Technology, 2(1), 28-48. 

Nunnally, J. C. (1978). Psychometric theory (2nd ed.). New York: McGraw-Hill. 

O‟Cass, A., & Fenech, T. (2003). Web retailing adoption: Exploring the nature of internet 

users‟ Web retailing behaviour. Journal of Retailing and Consumer Services, 10, 81–

94. 

Oliver, T.A. & Shapiro, F. (1993).Self-efficacy and Computers. Journal of Computer-

Based Interactions, 20(1), 81-5. 

Olson, J.C. & Reynolds, T.J. (2001). The means-end approach to understanding 

consumer decision making, in Reynolds, T.J. and Olson, J.C. (Eds), Understanding 

Consumer Decision Making: The Means-end Approach to Marketing and 

Advertising Strategy, Lawrence Erlbaum Associates Inc., Mahwah, NJ, 3-23. 

Ong, C-S; Lai, J-Y, & Wang, Y-S.(2004). Factors affecting engineers acceptance of 

asynchronous e-learning systems in high-tech companies. Information and 

Management, 41(6), 765. 



227 

 

Parasuraman, A. (2000). Technology readiness index (TRI): A multiple-item scale to 

measure readiness to embrace new technologies. Journal of Service Research, 2 

(May), 307-320.  

Parasuraman, A., & Colby, C. L. (2001).Techno-ready marketing. New York: The Free 

Press. 

Parasuraman, A., & Grewal, D. (2000). The impact of technology on the quality-value 

loyalty chain: A research agenda. Journal of the Academy of Marketing Science, 

28(1), 168-174. 

Parasuraman &., G.M. Zinkhan. (2002). Marketing to and serving customers through the 

internet: An overview and research agenda, Journal of the Academy of Marketing 

Science 30 (2002), 286–295 

Pavlou, P., & Fygenson, M. (2006). Understanding and prediction electronic commerce 

adoption: An extension of the theory of planned behavior. MIS Quarterly, 30(1), 

115-143. 

Peter, J.P. & Olson, J.C. (2005).Consumer Behavior & Marketing Strategy, 7th ed., 

McGraw-Hill, New York, NY. 

Peterson, R., & Balasubramanian, S. (2002). Retailing in the 21st century: reflections and 

prologue to research. Journal of Retailing, 78(1), 9-16 



228 

 

Pijpers, G.G.M, Bemelmans, T.M.A., Heemstra, F.J., & van Montfort, K.A.G.M. (2001). 

Senior executives‟ use of information technology. Information and Software 

Technology, 43, 959–971. 

Pikkarainen, T., Pikkarainen, K., Karjaluoto, & Pahnila, S. (2004). Consumer acceptance 

of online banking: an extension of the technology acceptance model. Internet 

Research, 14(3), 224-235. 

Ping Jr., R. (2004). On assuring valid measures for theoretical models using survey data. 

Journal of Business Research, 57(2) (February), 125-141. 

Plouffe, C.R., Holland, J.S., & Vandenbosch, M. (2001). Richness versus parsimony in 

modeling technology adoption decisions – Understanding merchant adoption of a 

smart card-based payment system. [Electronic version]. Information Systems  

Research, 12(2), 208-228. 

Plouffe, C.R., Vandenbosch, M. & Hulland, J. (2001). Intermediating technologies and 

multi-group adoption: a comparison of consumer and merchant adoption intentions 

toward a new electronic payment systems. Journal of Product Innovation 

Management, 18, 2, 65-81. 

Polatoglu, V.N. & Ekin, S. (2001). An empirical investigation of the Turkish consumers‟ 

acceptance of internet banking services. International Journal of Bank Marketing, 

19(4), 156-65. 



229 

 

Pousttchi, K. & Schurig, M. (2004).Assessment of today‟s mobile banking applications 

from the view of customer requirements, Proceedings of the 37th Hawaii 

International Conference on System Sciences, Big Island, Hawaii. 

Prendergast, G.P. & Marr, N.E. (1994). Disenchantment discontinuance in the diffusion 

of technologies in the service industry: a case study in retail banking. Journal of 

International Consumer Marketing, 7(2), 25-40. 

Pujari, D. (2004). Self-service with a smile?: Self-service technology (SST) encounters 

among Canadian business-to-business. International Journal of Service Industry 

Management, 15(2), 200 – 219. 

Ramayah, T., & Lo, M.Y. (2007). Impact of shared beliefs on perceived usefulness and 

ease of use in the implementation of an enterprise resource planning system. 

Management Research News, 30(6), 420-431.  

Ratchford, B.T., Talukdar, D. & Lee, M.S. (2001).A model of consumer choice of the 

internet as an information source. International Journal of Electronic Commerce, 5 

(3), 7-21. 

Ravald, A. & Gronroos, C. (1996).The value concept and relationship marketing. 

European Journal of Marketing. 30(2), 19-30. 

Reda, S. (2000). In-store interactive systems take on major role in drawing technology-

savvy customers, stores, March, Visual Merchandising and Store Design, 131, 5. 



230 

 

Reda, S. (2002). Active multi-channel shoppers may be a liability, less loyal than other 

on-line shoppers. Stores, 84, 78. 

Roe, R. A. (2012). What is wrong with mediators and moderators? The European Health 

Psychologist,14(1), 4-10. 

Rodin & McAvay self-efficacy measure (Rodin & McAvay, 1992) Designed for older 

adults. 8-9 items, 4-point agree/disagree format. Interpersonal efficacy (dealing with 

friends & family) & instrumental efficacy (finances, safety, productivity). 

Rogers, E. M. (2003). Diffusion of Innovations (5th ed.). New York: The Free Press. 

Rust, R. T.; Oliver, R. L. (2000). Should We Delight the Customer?. Journal of the 

Academy.  

Rogers, E.M. (1995). Diffusion of innovations. New York: The Free Press. 

Rokeach, M. (1973).The nature of human values. New york: the free press, A Division of 

Macmillan Publishing Co., Inc. 

Rosenberg, M & Hovland, CI., (1960). Cognitive, affective, and behavioral components 

of attitudes, In: Rosenberg, M, Hovland, CI, McGuire, WJ, Abelson, RP and Brehm, 

JW, Editors, Attitude Organization and Change, Yale Univ. Press, New Haven. 

Rosenbloom, B. (1999): Marketing Channels - A Management View. Orlando, FL, The 

Dryden Press. 



231 

 

Rugimbana, R. (1995). Predicting automated teller machine usage: the relative 

importance of perceptual and demographic factors. International Journal of Bank 

Marketing, 13(4), 26-32. 

Rugimbana, R., & Iversen, P. (1994).Perceived attributes of ATMs and their marketing 

implications. International Journal of Bank Marketing, 12(2), 30-35. 

Salomann, H., L. &Kolbe, et al. (2006). Self-services in customer relationships: 

balancing high-tech and high-touch today and tomorrow. E – Service Journal, 4(2), 

65. 

Sathye, M. (1999). Adoption of Internet banking by Australian consumers: An empirical 

investigation. International Journal of Bank Marketing, 17(7), 565-577.  

Saudi Arabia Central Department of Statistics and Information. (2010). Population of 

Saudi Arabia, accessed on December 16th, 2010, retrieved at 

http://www.cdsi.gov.sa/english/index.php. 

Saudi Arabian Monetary Agency/ SAMA, Annual 

http://www.sama.gov.sa/en/publications/forty_sec_report/Chapters/index.htl report  

2005. 

Sánchez, J., Callarisa, LL.J., Rodríguez, R.M., & Moliner, M.A. (2006). Perceived value 

of the purchase of a tourism product. Tourism Management, 27(4), 394-409.  

Scully, R. (2005) Becoming Europeans? Attitudes, Behaviour and Socialisation in the 

European Parliament. Oxford: Oxford University Press.  

http://www.cdsi.gov.sa/english/index.php
http://www.sama.gov.sa/en/publications/forty_sec_report/Chapters/index.htl


232 

 

Shady, F. (2012). The Effects of Reference Disciplines on Technology Adoption 

Research. International Journal of Business Research, 12(2), 145-154.  

Sheldon, K. M. Ryan, R. M Rawthome (1997) Trait Self And True Self: Cross-Role 

Variation In The   Big- Five Personality Traits And Its Relations With 

Psychological,73, 1380-1393. 

Sheppard, B. H., J. Hartwick (1988). The Theory of Reasoned Action: A Meta-Analysis 

of Past Research with Recommendations for Modifications and Future Research. 

Journal of Consumer Research 15(3), 325-343. 

Sheth, J.N., Newman, B.I. & Gross, B.L.  (1991). Why we buy what we buy: A theory of 

consumption values. Journal of Business Research, 22(2), 159-170. 

Schneider, B. and Bowen, D. (1985). Employee and customer perceptions of service in 

banks: replication and extension. Journal of Applied Psychology, 70, 423-33. 

Sheppard, B., Hartwick, J., & Warshaw, P., 1988. The theory of reasoned action: A meta-

analysis of past research with recommendations for modifications and future 

research. Journal of Consumer Research, 15(3), 325. 

Shim, S., Eastlick, M.A., Lotz, S.L. & Warrington, P. (2001). An online pre-purchase 

intentions model: the role of intention to search. Journal of Retailing, 77(3), 397-

416. 

Shin, D.H. (2007). User acceptance of mobile Internet: Implication for convergence 

technologies. Interacting with Computers, 19, 472–483. 



233 

 

Sim, L.L., &Koi, S.M. (2002).Singapore‟s internet shoppers and their impact on 

traditional shopping patterns. Journal of Retailing and Consumer Services, 9(2), 115-

124. 

Simon, F., & Usunier, J.C. (2007).Cognitive, demographic, and situational determinants 

of service customer preference for personnel-in-contact over self-service technology. 

International Journal of Research in Marketing, 24(2), 163-173. 

Slater, S. F. (1997). Developing a customer value based theory of the firm. Journal of the 

Academy of Marketing Science, 25, 162-167. 

So, W.C., Wong, D. & Sculli, D. (2005).Factors affecting intentions to purchase via the 

internet. Industrial Management & Data Systems, 105(9),1225 – 1244. 

Sobel, M. E. (1982). Asymptotic intervals for indirect effects in structural equations 

models. In S. Leinhart (Ed.), Sociological methodology. San Francisco: Jossey-Bass. 

290–312. 

Soltani, I., & Gharbi, J.E., (2008). Determinants and consequences of website perceived 

value. Journal of Internet Banking and Commerce, 13(1), 1–13.  

Spiteri, J.M.; dion, P.A. (2004). Customer value, overall satisfaction, end-user loyalty, 

and market performance in detail intensive industries. Industrial Marketing 

Management, 33: 675-687. http://dx.doi.org/10.1016/j.indmarman.2004.03.005 

Spreng, R.A., MacKenzie, S.B. & Olshavsky, R.W. (1996).A re-examination of the 

determinants of consumer satisfaction. Journal of Marketing, 60 (July), 15-32. 



234 

 

Stevens, G. C. (1989), Integrating the Supply Chains, International Journal of Physical    

Distribution and Materials Management, 2-8. 

Stoelting, R. (2002). Structural Equation Modeling/Path Analysis. Online@SFSU San 

Francisco State University, updated on 04/04/01. (URL:http://on1ine.sfsu.edu/--

efc/c1assic/bio1710/path/SEMwebpage.htm) 

Straub, C. (2007). A comparative analysis of the use of work life balance practices in 

Europe: Do practices enhance female‟s career advancement? Women in 

Management Review,22(4). 

Straub, D. (1989). Validating Instrument in MIS Research. MIS Quarterly, 13(2). 147-

169. 

Suh, B. & Han, I. (2003). The impact of customer trust and perception of security control 

on the acceptance of electronic commerce. International Journal of Electronic 

Commerce, 73, 135-161. 

Suh, B. & Han, L. (2002).Effect of Trust on customer acceptance of Internet Banking. 

Electronic Commerce Research and Application, 1, 297 – 363. 

Sun, H., & Zhang, P. (2006).The role of moderating factors in user technology 

acceptance. International Journal of Human-Computer Studies, 64(2), 53-78. 

Sweeney, J.C., & Lapp, W. (2004). Critical service quality encounters on the web: An 

exploratory study. Journal of Services Marketing, 18(4), 276–289. 

http://on1ine.sfsu.edu/--efc/c1assic/bio1710/path/SEMwebpage.htm
http://on1ine.sfsu.edu/--efc/c1assic/bio1710/path/SEMwebpage.htm


235 

 

Sweeney, J.C. and Soutar, G.N. (2001). Consumer Perceived Value: The Development 

ofa Multiple Item Scale. Journal of Retailing 77(2): 203–20. 

Sweeney, J.C., Soutar, G.N., &Johnson, L.W. (1997).Retail service quality and perceived 

value. Journal of Retailing and Consumer Services, 4(1). 

Szanja, B. (1996). Empirical evaluation of the revised technology acceptance model. 

Management Science, 42(1), 85-92. 

Tabachnick, B.G., Fidell, L.S., 2007. Using Multivariate Statistics. Harper Collins, New 

York. 

Taft, J. (2007). An examination of the antecedents of electronic banking technology 

acceptance and use. Unpublished PhD Thesis, Touro University International 

Taylor, S., & Todd. P. A. (1995). Understanding information technology usage: A test of 

competing models. Information Systems Research, 6(2), 144-176. 

Thornton, J.& White, L. (2001). Customer orientations and usage of financial distribution 

channels. Journal of Services Marketing. 15(3), 168-185. 

Timmor, Y & Rymon, T. (2007). To do or not to do – the dilemma of based technology 

service improvement. Journal of Services Marketing, 21(2), 99-111. 

Turel, O., Serenko, A. & Bontis, N. (2007). User acceptance of wireless short messaging 

services: Deconstructing perceived value. Information and Management, 44, 63–73. 



236 

 

Van Raaij, E.M., & Schepers, J.J.L. (2006). The acceptance and use of a virtual learning 

environment in China. Computers and Education. 

doi:10.1016/j.compedu.2006.09.001. 

Van Slyke, C., Ilie, V., Lou, H. & Stafford, T. (2007). Perceived critical mass and the 

adoption of a communication technology. European Journal of Information Systems, 

16, 270-283. 

Venkatesh, V., & Morris, M.G. (2000). Why don‟t men ever stop to ask for directions? 

Gender, social influence, and their role in technology acceptance and usage 

behavior.[Electronic version}. MIS Quarterly, 24(1), 115-140. 

Venkatesh, V., & Davis, F. D. (2000). A theoretical extension of the Technology 

Acceptance Model: Four longitudinal field studies. Management Science, 46(2), 186-

204. 

Venkatesh, V., Morris, M.G., & Davis, G.B. (2003). User acceptance of information 

technology: Toward a unified view. [Electronic version]. MIS Quarterly, 27(30, 425. 

Venkatesh, V., Morris, M.G., Davis, G.B. & Davis, F.D. (2003). User acceptance of 

information technology: toward a unified view. MIS Quarterly, 27(3). 

Venkatraman, M. P., (1991). The Impact of Innovativeness and Innovation Type on 

Adoption. Journal of Retailing.67(1).51–67. 

Verhage, B.J., Yavas, U. & Green, R. T. (1990). Perceived risk: a cross-cultural 

phenomenon? International Journal of Research in Marketing, (4), 297-303. 



237 

 

Vrechopoulos, A.P., Doukidis, G.I. and Siomkos, G.J. (2001). e-commerce adoption by 

Greek  consumers, European Journal of innovation management,4(3),142-152 

Völlink, T., Meertens, R. & Midden, C.J.H. (2002). Innovating „diffusion of innovation‟ 

theory: innovation characteristics and the intention of utility companies to adopt 

energy conservation interventions. Journal of Environmental Psychology, 22(4), 

333-344. 

Von Hagen, Jürgen & Zhang, Haiping, (2006). A welfare analysis of capital account              

liberalization," ZEI Working Papers B 01-2006, ZEI - Center for European 

Integration Studies, University of Bonn. 

Walker, R. & Johnson, L. (2006). Why consumers use and do not use technology-enabled 

services. Journal of Services Marketing, 20(2), 125-35.  

Walker, R. H., & Johnson, L. W. (2005). Towards understanding attitudes of consumers 

who use Internet Banking services. Journal of Financial Services Marketing, 10(1), 

84–94. 

Wang, C. Harris, J. & Patterson, P.G. (2012). Customer choice of self-service 

technology: the roles of situational influences and past experience. Journal of Service 

Management, 23(1), 54 – 78. 

Wang, F., Head, M., et al. (2002): "E-tailing: An Analysis of Web Impacts on the Retail 

Market. Journal of Business Strategies 19(1): 73-9 

http://ideas.repec.org/p/zbw/zeiwps/b012006.html
http://ideas.repec.org/p/zbw/zeiwps/b012006.html
http://ideas.repec.org/s/zbw/zeiwps.html


238 

 

Wang, J., & Namen, J., (2004). Customer adoption of technology-based self-service – a 

case study on airport self-check-in service. Master‟s Thesis, Department of Business 

Administration and Social Sciences, Lulea University of Technology. 

Wang, Y.-S., Wang, Y.-M., Lin, H.-H., &Tang, T.-I., (2003). Determinants of user 

acceptance of internet banking: an empirical study. International Journal of Service 

Industry Management, 14(5), 501–519. 

Wang, Y. S., Lin, H. H., & Luarn, P. (2006). Predicting consumer intention to use mobile 

service Info Systems, 16, 157–179. 

Weber, K. & Roehl, W.S. (1999).Profiling people searching for and purchasing travel 

products on the world wide web. Journal of Travel Research, 37, 291-8. 

Weijters, B., Rangarajan, D., Falk, T., & Schillewaert, N. (2007).Determinants and 

outcomes of customer use of self -service technology in a retail setting. Journal of 

Service Research, 10(1), 3-21. 

Wheeler, B. (2002). Binding in short-term visual memory, Journal of experimental 

psychology general, 131, 46-48 

Wiedmann, K.-P./Frenzel, T./Buxel, H. (2001): Strategists E-Commerce Marketing, in: 

Eggers, B./Hoppen, B. (Hrsg.): Strategists E-Commerce Management: 

Erfolgsfaktoren für die Real Economy, Wiesbaden 2001, S. 417-443 

Wikstrom, S., & Norman, R., (1994). Knowledge and value: a new perspective on 

corporate transformation, Routledge Press, London. 



239 

 

Wilkie, W. L. (1990). Consumer Behavior (2nd ed.). New York: John Wiley. 

Wolfinbarger, M. &.,  M.C. Gilly (2001). Shopping Online for Freedom, Control, and 

Fun". California Management Review. 43(2), 34-55. 

Wong, and Sculli, Factors affecting intentions to purchase via the internet. Industrial 

Management and Data Systems 105(9): 1225-1244 (2005) 

Woodall, T. (2003). Conceptualizing value for the customer: an attributional, 

dispositional and structural analysis. Academy of Marketing Science Review 

(Online).Available at http://www.amsreview.org/articles/woodall122003.pdf. 

Woodruff, R. B., & Gardial, S. F. (1996). Know your customer: New approaches to 

understanding customer value and satisfaction. Cambridge, MA: Blackwell 

Publishers. 

world  trade report 

(2008)http://www.wto.org/english/res_e/booksp_e/anrep_e/world_trade_report08_e.pdf    

Wright, Tom. (2002). Bank in a Box: Financial Kiosks Reach Out to Customers via the 

Web and Without Wires," Kiosk Business, Vol. 3 (6), November/ December, 23-25. 

Wu, F., & Mahajan, V., et al. (2003). An analysis of e-business adoption and its impact 

on business performance. Journal of the Academy of Marketing Science, 31(4), 425-

447. 

http://www.informatik.uni-trier.de/~%20LEY/db/journals/imds/imds105.html#SoWS05
http://www.informatik.uni-trier.de/~%20LEY/db/journals/imds/imds105.html#SoWS05
http://www.amsreview.org/articles/woodall122003.pdf


240 

 

Wu, J.-H., &Wang, S.-C., (2005). What drives mobile commerce? An empirical 

evaluation of the revised technology acceptance model. Information and 

Management, 42, 719–729. 

Yan, X., Gong, M., & Thong, J.Y. (2006). Two tales of one service: User acceptance of 

short message service (SMS) in Hong Kong and China. Info, 8(1), 16–28. 

Yen, H. J. R. (2005). An attribute-based model of quality satisfaction for internet  self-

service technology. The Service Industries Journal 25(5): 641-659. 

Yi, M.Y., Jackson, J.D., Park, J.S., & Probst, J.C., (2006). Understanding information 

acceptance by individual professionals. Information and Management, 43(3), 350–

363. 

Yiu, C.S., K. Grant & D. Edgar (2007).Factors affecting the adoption of Internet Banking 

in Hong Kong-Implications for the banking sector. International J. Information 

Management, 27(2), 336-351. 

Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value: A means-end 

model and synthesis of evidence. Journal of Marketing, 52 (July), 2-22. 

Zeithaml, V. A., & Gilly, M. C. (1987). Characteristics Affecting the Acceptance of 

Retailing Technologies: A Comparison of Elderly and Nonelderly Consumers. 

Journal of Retailing, 63, Spring, 49-68. 

 



241 

 

Zeithaml, V.A., Bitner, M.J., & Gremler, D.D. (2006). Services marketing: integrating 

customer focus across the firm (4th ed., pp.117). Singapore: McGraw-Hill 

Zeithaml, V. A., Parasuraman, A., & Berry, L. L. (1990). Delivering quality service: 

Balancing customer perceptions and expectations, New York: Free Press. 

Zhu, G., Ma, L., Sangwan, S. & Lu, T.J. (2010). Consumer adoption model and empirical 

research based on social cognitive theory. Nankai Business Review, 13(3), 12-21. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 




