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Abstract

This study is aimed at determining the effect of expected effort and social influence 
factors on expected performance when using internet banking. The study adapts the 
constructs and definitions from the UTAUT model in the context of the adaptation of 
online banking technology. With regard to the nature of the variables analyzed, the 
following statistical tests and methods were used: calculation of average values using 
descriptive statistics; multiple linear regression analysis – to interpret associations be-
tween quantitative variables. Banks, as well as users of these banking services in the 
online environment, are the subject of research. The survey sample consists of 454 men 
and women and reflects the profile of online consumers across different countries of 
the European Union. The results of this study show the impact of the social influence 
construct on the respondents’ behavior when using electronic banking. The expected 
effort factor in the study significantly affects the expected performance factor, which 
can be characterized by original research, which showed that the effect of perceived 
ease of use on behavioral intent and use is incompatible with the degree of system 
complexity.
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INTRODUCTION

Since its inception, internet banking has changed not only the banking 
sector, but also the banking services provided to customers (Iyengar & 
Belvalkar, 2010). The incentive to implement internet banking opens 
up new business opportunities, attracting additional funds from both 
new and existing customers, expanding geographic coverage, and, last 
but not least, the image of a modern bank, especially if an institution 
is aimed at a young audience and does not want to risk losing customer 
loyalty (Zamir, 2019). The explosion of the internet use and the enor-
mous funding of e-banking initiatives have attracted researchers to 
explore the issues of internet banking (Belas et al., 2015). Its growing 
use and general interest have led many internet analysts to believe that 
the technology will have a major impact on how financial institutions 
do business in the future (Wang et al., 2003). Through online banking, 
customers can conduct a wide range of operations electronically on 
the bank’s homepage. This means for the bank’s customers that inter-
net banking provides a useful channel for managing financial trans-
actions. Internet banking provides a sophisticated financial man-
agement tool that can be accessed quickly (Tan, 2000). Technology 
Acceptance Model (TAM) is a widely used model introduced by Davis 
in 1989. It is an extension of Theory of Reasoned Action (TRA). TAM 
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specifies the adoption models of information systems. The aim of this model is answer the question of 
how users accept technology. The model shows that a number of factors influence user decisions on how 
and when to accept new technologies. According to Davis (1989), perceived usefulness is the degree to 
which an individual believes that using a particular system will increase his or her work productivity. 
It also defines perceived ease of use as the degree to which a person believes that the use of a particular 
system will be effortless. Another study of the use of technology is based on the Technology Acceptance 
Model (Davis, 1989). While the original purpose of the Technology Acceptance Model is to simulate the 
use of technology in simulated conditions, researchers have also applied TAM in consumer acceptance 
studies in online environment, such as mobile internet services (Jiang, 2009). The Unified Theory of 
Acceptance and Use of Technology – UTAUT (Venkatesh et al., 2003) is based and extended by TAM in 
an effort to integrate the eight most widely used technology acceptance research models into one practi-
cal model. Thus, UTAUT includes a framework for current Internet banking adoption studies. Al Queisi 
et al. (2014) adapt UTAUT constructs and definitions to the issue of consumer acceptance of technology 
and the context of its use. Expected performance is the degree to which the use of technology helps a 
consumer perform certain activities. The expected effort is the ease with which consumers benefit from 
technology. The social effect means the degree to which consumers believe that their loved ones (family 
and friends) think they should use the technology. This study aims to explain the relationships between 
the variable effort expectancy factor and social influence factor on the performance expectancy in a 
model based on the Unified Theory of Acceptance and Use of Technology model. These factors seek to 
explain user behavior in relation to the use of Internet banking.

Banking institutions, as well as other companies and individuals, benefit from well-designed websites, 
effective social networking and mobile marketing. The efficiency and quality provided by banks signifi-
cantly affect not only all aspects of people’s daily life, but also the country’s economic growth (Kočišová, 
2020). Based on an analysis of previous research on technology acceptance models, the purpose of this 
study is to clarify the significance of the selected factors, the so-called expected effort, social impact and 
expected results in relation to the use of internet banking in the light of a unified theory of acceptance 
and use of technology.

1. LITERATURE REVIEW

The UTAUT model (Venkatesh et al., 2003), which 
is based on the widespread principle of the TAM 
Technology Acceptance Model (Davis, 1989), con-
sists of four key constructs affecting the behavio-
ral intent and real use of technology. Performance 
expectancy is the degree to which the use of tech-
nology helps consumers perform certain actions. 
The effort expected is equivalent to the ease with 
which consumers use technology. Social effect re-
fers to the degree to which consumers believe that 
their loved ones, such as family, think they should 
use the technology (Brown & Venkatesh, 2005; 
Venkatesh et al., 2003).

The aim of the study is to identify the impact of 
expected effort and social influence factors on ex-
pected performance in the context of using inter-
net banking. The study aims to explain how these 
elements affect user behavior. The study adapts 

constructs and definitions from the UTAUT mod-
el in the context of adapting of online banking 
technology.

According to Unified Theory of Acceptance and 
Use of Technology Theory, factors like perfor-
mance expectancy, effort expectancy and social 
factors influence the intention to use technology. 
Research will focus on constructs that shape the 
intent to use internet banking technology.

Al-Qeisi et al. (2014) extend the UTAUT model 
by discovering the relationships between expect-
ed performance, expected effort and social in-
fluence. Based on a study of the relationship be-
tween performance and effort factors, Brown and 
Venkatesh (2005) define expected performance as 
the level to which the use of online banking as-
sists users in performing e-banking operations. 
E-banking activities and other possibilities of us-
ing e-technologies, including ones in accounting 
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systems, cause competitive advantages for differ-
ent types of firms, in particular, SMEs (Budiarto 
et al., 2019). Considering the expected efforts, 
Pakurár et al. (2019) proved that training and de-
veloping employees to solve current problems and 
motivating talented employees to innovate can be 
an essential driver in increasing performance. The 
same effect can be achieved by correct usage of 
benefits and compensation practices (Bilan et al., 
2020b) and socioeconomic support of employees 
(Majetić et al., 2019), which, in turn, are perceived 
by workers as an essential incentive for perfor-
mance growth even in emerging markets with la-
bor-deficient conjuncture regarding high-skilled 
employees (Bilan et al., 2020a). According to Al-
Qeisi et al. (2014), performance expectation can 
also affect the expected effort or ease with which 
users believe they can conduct internet banking 
operations. Thus, the following hypothesis is put 
forward:

H1: Expected efforts have a significant impact on 
expected performance.

Brown and Venkatesh (2005) have identified the 
relationship between social impact and expected 
performance as the extent to which respondents 
believe that their loved ones think they should 
use internet banking. A study by Al-Queisi et al. 
(2014) expects the relationship between social im-
pact and expected performance, but its results do 
not support this hypothesis. These findings are 
not typical for young entrepreneurs, whose incen-
tives and results are derived by the social impact 
to a great extent (Rahmatiah et al., 2019). In their 
study, Kim and Park (2011) state that the stronger 
the social impact of an individual, the sooner the 
consumer will adapt to the new technology. 

Thus, the following is hypothesized:

H2: Social impact significantly affects the expect-
ed performance.

2. MATERIALS  

AND METHODS

To obtain the necessary primary sources of in-
formation and data for this study, the explor-
atory method, i.e. questionnaires, was used. 

Questionnaires gather data based on subjective 
answers of respondents, which, in this study, are 
internet users and mobile application users who 
are also users of electronic banking services. The 
aim of the questions is to sort out the analyzed 
sample for subsequent statistical analysis. This 
study is interested in demographic information 
and data related to the use of internet, internet 
banking, mobile applications, so respondents can 
be placed into individual segments in terms of 
segmentation of the internet market. In addition, 
the study is aimed at exploring respondents’ atti-
tudes and views on internet marketing communi-
cation tools, the use of social networks, the use of 
selected applications in connection with mobile 
marketing and the impact of these aspects on their 
attitudes to the use of internet banking and bank 
themselves. With regard to the nature of the var-
iables analyzed, the following statistical tests and 
methods were used:

• Calculation of average values using descrip-
tive statistics.

• Cronbach’s alpha and the Kaiser-Meyer-Olkin 
test were used to measure the adequacy of the 
research sample, statistically testing whether 
partial correlations between variables were 
low.

• Multiple linear regression analysis was per-
formed to interpret associations between 
quantitative variables.

• Structural Equation Modeling.

The research subject are banks operating their 
own web portals, provide electronic banking ser-
vices and offer mobile banking options through 
mobile applications, as well as users of these bank-
ing services in the online environment, visitors to 
the banking institutions’ websites who represent 
real and potential users of electronic banking and 
users of mobile applications of these subjects. 

Internet and mobile users are the basic set for 
quantitative research. Easier access to computer 
devices, technological advances and the ever-in-
creasing popularity of smartphones give people 
the opportunity to use the Internet more often 
and more comfortably. The sample was compiled 
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by proportional stratified sampling. Respondents 
were selected using the proportional stratified se-
lection in each age group based on the age struc-
ture of internet banking users in the European 
Union (ComScore, online). The research sample 
consists only of respondents who are actively us-
ing mobile platforms for mobile banking purposes 
(one of the questions in the questionnaire).

A pilot survey on a sample of 38 respondents, stu-
dents and university staff was also a useful tool 
for verifying the quality of the survey sample se-
lection. The pilot survey, which was conducted in 
two phases, helped to verify the respondents’ un-
derstanding of each question and the functionali-
ty in terms of instructions and the time it took to 
elaborate the questionnaire. As the research em-
ployed factor analysis, it was necessary to verify 
choice of questions, as well as question areas to see 
whether individual factors showed some common 
characteristics. 

The reliability of the research file was tested in sev-
eral ways. During retesting, the same question-
naire survey was distributed to the same respond-
ents, and the degree of agreement between obser-
vations was recorded. The match rate between the 
two results was expressed as a correlation coeffi-
cient, with a value above 0.80 for all results. Since 
the survey does not include dichotomous items 
but features a larger scoring range (1 to 7), the 
focus was placed on the Cronbach alpha coeffi-
cient. Another assumption needed to be observed 
was factorability – an assumption that there are 
at least some correlations between variables in or-
der for coherent factors to be identified. In prin-
ciple, there should be some degree of collinearity 
between variables, but not to an extreme degree 
or singularity between variables. Factorability in 
terms of sample adequacy was addressed by the 
Kaiser-Meyer-Olkin (KMO) test the result of 
which should be greater than 0.5. Indeed, the re-
sult was greater than the required value. A total 
of 529 respondents’ responses were recorded, of 
which 454 were accepted. The survey sample con-
sists of 279 (61.45%) men and 175 (38.55%) women, 
the majority of the survey sample reaches a higher 
level of education, and 158 (34.80%) belong to the 
age group of 19 to 29 years old. The relatively high-
ly educated respondents and the moderate male 
dominance in the survey sample show the online 

consumer profiles across the European Union 
(Yousafzai & Yani-de-Soriano 2012; Al-Qeisi et al., 
2014).

3. RESULTS

The first defined factor is the expected perfor-
mance. The respondents were asked about the 
issue of expected performance in different ways. 
The respondents could choose their answer on a 
seven-degree scale, with the lowest degree ex-
pressing total disagreement and the highest de-
gree expressing full agreement with the statement.

The first set of questions concerned the perfor-
mance expectancy (PE), which can be defined as 
the level to which an individual believes that us-
ing online banking will assist him in complet-
ing banking challenge through this platform 
(Venkatesh et al., 2003). The questions used in the 
survey were as follows (PE 1-5):

• PE 1: I have found that internet banking is 
useful to me.

• PE 2: Internet banking helps me to accomplish 
my tasks faster.

• PE 3: Internet banking increases the efficien-
cy with which I am performing bank-related 
tasks.

• PE 4: Internet banking improves the quality of 
banking services.

• PE 5: Internet banking improves my 
per formance.

Questions regarding this factor examined the per-
ceived performance of Internet banking by a re-
spondent. As can be seen in Figure 1, the highest 
proportion of responses was positive or expressed 
agreement with the statements, while respondents 
answered positively in 80% of cases. Questions 
PE4 and PE5 recorded more ambiguous positive 
answers and more neutrally directed answers, 
which can be explained by the respondent’s sub-
jective feeling that Internet banking is not yet di-
rectly associated with the quality of services pro-
vided by banks.
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Another set of questions addressed the expected 
effort factor (EE – Effort expectancy), which is 
characterized as a degree of simplicity associated 
with the use of internet banking (Venkatesh et al., 
2003). The items used in the survey were as follows 
(EE 1-4):

• EE 1: The use of internet banking is clear to 
me.

• EE 2: I am skilled in using internet banking.

• EE 3: It is easy for me to learn how to use in-
ternet banking.

• EE 4: It is easy for me to navigate through in-
ternet banking and make it do what I want.

The expected effort factor reflects the respond-
ent’s user experience and his ability to handle in-
dividual tasks when using internet banking. As 
with the previous questions, positive responses 
and a high level of agreement with the statements 
were recorded. However, what can be seen in the 
results and the figure is that the trend is less clear 
and the respondents responded more evenly in 
terms of the scale of responses. For question EE 2 
(30.18%) and EE 4 (26.87%), the highest propor-
tion of responses was found in the 6th degree of 
the scale.

Social Inf luence (SI) was another factor incor-
porated into the research. It can be defined as 
the degree to which a person believes that their 
close (important) people believe they should 

Table 1. Results for the expected performance factor

Source: Own processing.

Factor

1 2 3 4 5 6 7

(%) (%) (%) (%) (%) (%) (%)

N N N N N N N

PE 1
1.54 2.42 3.30 8.81 14.76 18.50 50.66

7 11 15 40 67 84 230

PE 2
1.76 1.98 2.64 7.49 17.18 22.03 46.92

8 9 12 34 78 100 213

PE 3
1.54 1.76 1.76 6.39 15.86 25.11 47.58

7 8 8 29 72 114 216

PE 4
1.32 1.32 3.74 11.01 20.48 23.79 38.33

6 6 17 50 93 108 174

PE 5
1.76 2.20 4.19 17.18 27.09 18.94 28.63

8 10 19 78 123 86 130

Note: Legend: 1 – I totally disagree; 3 – Neutral stance; 7 – I totally agree.

Source: Own processing.

Figure 1. Results for the factor of expected performance 

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

PE 1

PE 2

PE 3

PE 4

PE 5

1 - definitely disagree 2 3 4 5 6 7 - definitely agree
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use online banking. The factor also deals with 
and measures the support of bank employees in 
using internet banking (Venkatesh et al., 2003). 
The questions used in the survey were as follows 
(SI 1-5):

• SI 1: In the opinion of people important to me, 
I should use internet banking.

• SI 2: People who influence me believe I should 
use internet banking.

• SI 3: People with whom I share values think 
that I should use internet banking.

• SI 4: Bank staff are trying to help me using in-
ternet banking.

• SI 5: The bank branch I visit supports using 
internet banking.

With regard to the social influence factor, the first 
three questions dealt with the influence of the re-
spondents’ loved ones and their surroundings on 
their stance over the internet banking. With re-
gard to the graphical representation of the results, 
the outcome shows mostly neutral attitude. The 
results show that respondents could not decide 
and therefore chose the neutral stance. Other re-
sponses are rather positive. Overall, half of the re-
spondents chose to answer positively to the first 
question (50.22%), and the same situation repeat-
ed for the second (53.30%) and the third (55.07%) 
question.

Questions SI 4 and SI 5 deal with the impact bank 
staff have on the respondent and his use of in-
ternet banking. These questions produced very 
positive responses. 29.74% of respondents totally 
agreed with the question whether bank employees 
are helpful with internet banking while the ques-

Table 2. Summary of results for the expected effort factor

Source: Own processing.

Factor

1 2 3 4 5 6 7

(%) (%) (%) (%) (%) (%) (%)

N N N N N N N

EE 1
1.32 2.64 5.73 8.81 22.03 27.31 32.16

6 12 26 40 100 124 146

EE 2
2.42 2.42 2.20 9.91 23.57 30.18 29.30

11 11 10 45 107 137 133

EE 3
0.88 1.32 4.41 11.45 21.81 29.52 30.62

4 6 20 52 99 134 139

EE 4
1.10 0.88 6.39 16.30 26.87 26.87 21.59

5 4 29 74 122 122 98

Note: Legend: 1 – I totally disagree; 3 – Neutral stance; 7 – I totally agree.

Source: Own processing.

Figure 2. Summary of results for the expected effort factor 

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

EE 1

EE 2

EE 3

EE 4

1 - definitely disagree 2 3 4 5 6 7 - definitely agree
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tion on the support regarding the use of internet 
banking generated “totally agree” in 58.59% of 
respondents.

3.1. Incorporating the construct into 
the UTAUT research model

In the following part of this study, other factors 
that make up the structural model and the signifi-
cance of their individual components with a view 
to its future optimization and the validity of the 
model were addressed. In the first evaluation col-
umn, there is Std.lv, which represents standardized 
latent variables. In the next column, there is Std.
all, which represents both standardized latent and 
observed variables. These values are often referred 
to as a complete standardized solution. Tables 4-6 

provide an overview of factor values and reliability 
expressed by Cronbach alpha and Kaiser-Meyer-
Olkin statistics (KMOS).

The expected performance factor recorded the 
highest values for the following issues: faster com-
pletion of banking tasks, time efficiency in per-
forming these tasks. Questions regarding the im-
pact of electronic banking on the improved qual-
ity of banking services and improved respond-
ent’s performance of banking tasks received the 
lowest values. When verifying sample reliability, 
Cronbach Alpha reached a value of 0,912. 

The factor of expected efforts noted balanced 
values of significance on the first three issues 
concerning the clarity of using internet banking, 

Table 3. Results for the social influence factor

Source: Own processing.

Factor

1 2 3 4 5 6 7

(%) (%) (%) (%) (%) (%) (%)

N N N N N N N

SI 1
5.29 3.52 8.59 32.38 18.28 15.20 16.74

24 16 39 147 83 69 76

SI 2
5.29 5.07 6.39 29.96 19.82 18.72 14.76

24 23 29 136 90 85 67

SI 3
5.73 3.08 5.51 30.62 21.59 18.06 15.42

26 14 25 139 98 82 70

SI 4
1.76 2.64 5.95 14.10 18.50 27.31 29.74

8 12 27 64 84 124 135

SI 5
0.88 0.66 1.98 5.73 12.56 19.60 58.59

4 3 9 26 57 89 266

Note: Legend: 1 – Totally disagree; 3 – Neutral stance; 7 – Totally agree.

Source: Own processing

Figure 3. Overview of results for the social influence factor

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

SI 1

SI 2

SI 3

SI 4

SI 5

1 - definitely disagree 2 3 4 5 6 7 - definitely agree
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skills in using it, and the ease of learning how to 
work with internet banking. The last question 
concerning the navigation in internet banking 
in relation to the user’s intention was lower, but 
it can still be stated that the values reach simi-
lar numbers. When verifying sample reliability, 
Cronbach Alpha reached a value of 0,924. 

The first three questions regarding the social 
inf luence factor ref lected respondents’ views 
on the impact of individuals on the given re-
spondent in relation to using internet banking, 
and in all three questions similar values were 
observed with the most significant change be-
ing bank branch staff and their assistance in 
using internet banking (0.426) and the support 
of banks when using internet banking (0.331). 
These questions will be excluded from the fur-
ther evaluation. When verifying sample reliabil-
ity, Cronbach Alpha reached 0.849.

3.2. Structural model  
and hypothesis testing

After a detailed analysis of partial results, as part 
of the methods for calculating factor analysis, the 
research hypotheses were evaluated and the re-
gression relationships between individual varia-
bles were observed. Detailed statistical values of 
the model can be found in the individual tables, 
which show the calculation coefficients for both 
methods used to calculate factor analysis. 

The study on which the research is based used a 
robust ML estimation method that was also em-
ployed in the study in question. As can be seen, 
there are several factors showing significance. The 
expected effort factor positively and significantly 
affects the expected performance factor, and the 
social influence factor positively and significant-
ly influences the expected performance factor at 

Table 4. SEM for the PE factor – Overview of results for latent variables

Source: Own processing.

Factor Estimate Std. error Z-value Std. lv Std. all
KMOS

TPE – Expected performance
PE 1 1 1.247 0.867 0,89

PE 2 1.029 0.036 28.385 1.283 0.924 0,81

PE 3 0.961 0.035 27.849 1.199 0.915 0,84

PE 4 0.754 0.043 17.337 0.940 0.694 0,91

PE 5 0.809 0.045 17.934 1.009 0.710 0,92

Table 5. SEM for the EE factor – Overview of results for latent variables

Source: Own processing.

Factor Estimate Std. error Z-value Std. lv Std. all
KMOSTEE – Estimated effort

EE 1 1 1.220 0.868 0.858

EE 2 1.020 0.039 26.172 1.245 0.898 0.827

EE 3 0.943 0.036 25.898 1.151 0.892 0.833

EE 4 0.865 0.039 22.012 1.056 0.814 0.885

Table 6. SEM for the SI factor– Overview of results for latent variables

Source: Own processing.

Factor Estimate Std. error Z-value Std. lv Std. all
KMOSTSI – Social influence

SI 1 1 1.430 0.897 0.818

SI 2 1.071 0.031 34.126 1.532 0.962 0.718

SI 3 0.987 0.033 29.714 1.411 0.901 0.809

SI 4 0.439 0.046 9.589 0.628 0.428 0.687

SI 5 0.277 0.038 7.275 0.396 0.335 0.647



35

Banks and Bank Systems, Volume 16, Issue 2, 2021

http://dx.doi.org/10.21511/bbs.16(2).2021.03

p < 0.01. For the purposes of this paper, the null 
hypothesis was not explicitly defined as it repre-
sents a generally known relationship to the formu-
lated alternative hypothesis, which expresses the 
existence of a difference. In each hypothesis, the 
influence of the independent variable on the de-
pendent variable was observed. When evaluating 
hypotheses, the estimation methods are indicated 
in Table 8 with coefficients that always correspond 
to the given method.

For the first hypothesis, the impact of the expect-
ed effort factor (TEE) on the expected perfor-
mance (TPE) was investigated. The hypothesis is 
as follows:

H1: Expected efforts have a significant impact on 
expected performance.

The coefficient for the effect of the expected effort 
factor on the expected performance is positive and 
statistically significant at a p <0.001 level and a re-
gression coefficient value of 0.683. The hypothesis 
is thus accepted. The values are based on the ML 
estimation method. 

H2: Social influence significantly affects the ex-
pected performance.

Hypothesis H2 examines the significance of the 
social effect factor on the expected performance 
factor. The result of the investigation is positive, 
since a statistically significant coefficient of 0.110 
at p <0.001 was reached. Thus, the hypothesis is 
accepted. The values are based on the ML estima-
tion method. 

4. DISCUSSION

The significance of the impact of the expected per-
formance and expected effort factors is related to 
studies on the perceived ease of use and usefulness 
of the Technology Acceptance Model. The expect-
ed effort factor significantly affects the expected 
performance factor, which is in line with the origi-
nal research, which indicated that the incidence of 
the ease of use factor on the behavioral intent and 
use (in this study, this factor corresponds to inter-
net banking use) is inconsistent with the degree of 
the system complexity. In particular, ease of use 
influences usage or behavioral intent, particular-
ly when technology seems more complicated and 
users are less skilled (Igbaria et al., 1997; Sun & 
Zhang, 2006). The respondents who participated 
in the study are also users of electronic banking 
and, therefore, have experience in using the sys-
tem. The impact of this factor, which represents the 
social effect of different groups of persons on the 
behavior of internet banking users, is not consist-
ent with previous research in this area, since there 
is no evidence of the impact of this factor on the 
internet banking use. Previous research suggest-
ed that the impact of this factor is lost under the 
conditions of the voluntary use of technology, and 
thus users tend to prefer their own beliefs more 
than the views of other people or use their direct 
prior experience with the system to shape their 
opinion (Morris & Venkatesh, 2000; Venkatesh et 
al., 2003). Karahanna and Straub (1999) argue that 
social standards have a greater impact on an unex-
perienced individual than on experienced poten-
tial users of these technologies. The results of the 
study show, in particular, the impact of the first 

Table 7. SEM when estimating ML – Overview of results for a structural regression model

Variable Estimate Std. error Z-value
p(>|z|) Std.lv Std.all

TPE

TEE 0.683 0.044 15.391 0.000 0.695 0.695

TSI 0.094 0.032 2.979 0.003 0.111 0.111

Table 8. Overview of statistical evaluation of research hypotheses

Hypotheses Route Coefficient S.E. t (Z) Result Estimator

H1 TEE>TPE 0.683 0.044 15.391 Support ML

H2 TSI>TPE 0.094 0.032 2.979 Support ML
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three questions in the construct of social effect, 
namely the impact of important or close people 
on the respondent’s behavior regarding the use of 
electronic banking. The results are subject to lim-
itations, as are other survey-based studies. The re-
sults cannot prove causality, so further research in 
this area should focus on longitudinal research. In 

addition, the research was conducted in a particu-
lar industry, and, therefore, the results are limited 
to a specific area of internet banking. While there 
are clear advantages to such a specific area of re-
search, care must be taken to generalize the results 
and apply them to other industries, other forms of 
technology, or other markets. 

CONCLUSION

Based on the results, future research on the use of internet banking technology should focus on mobile 
banking, since this factor has proven to be an important attribute (UTAUT model) and its significance 
is expected to increase in the years to come in terms of user experience and ease of use of technology. 
As already mentioned, the subject of the research – banking institutions and their information systems 
used for internet banking for end consumers – is currently a very important topic. Many systems cur-
rently face accessibility problems for users, and thus there is a lot of room for improving and facilitating 
the operation of information systems in terms of user experience issues. This process may ultimately 
lead to easier adoption of the latest technology, acceptance of procedures and greater acceptance of the 
use of such technology.
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