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Abstract: This study aims to identify the factors influencing the use of e-banking services among

clients of Algerian banks. To this end, a theoretical model was proposed based on the technology ac-
ceptance model (TAM) and the concept of electronic word of mouth (eWOM). To validate the variables
of the proposed model in the Algerian context, we conducted a qualitative study using semi-structured
interviews, which were carried out with 17 clients from various cities across Algeria, including those in
the east, west, north, and south of the country. The data collected were subjected to thematic content
analysis using a constructivist research approach. The results revealed significant effects of perceived
usefulness, perceived ease of use, perceived trust, and electronic word-of-mouth (eWOM) on the use
of e-banking services among clients of Algerian banks. The results also uncovered other variables that
are expected to have a significant effect on e-banking use in Algeria, namely perceived costs and per-
ceived service quality.
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1. INTRODUCTION

The use of technology in modern banking ser-
vices, known as e-banking systems, enhances
banking performance, impacts productivity, and
reinforces the intention to use these technolo-
gies in the digital age (Fatonah et al., 2018, p. 13)
[1]. Designated by other terms, such as internet
banking, electronic banking, tele-banking, mobile
banking, etc. (Hasan et al., 2010, p. 3) [2]. The evolu-
tion of e-banking has put an end to endless queues
in front of different bank counters, as the internet
now allows for multiple banking transactions from
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anywhere and at any time (Ataya & Ali, 2019, p. 6)
[3]. Moreover, in developed countries, many finan-
cial transactions are conducted through electronic
money (Anouze & Alamro, 2020, p. 11) [4]. Like other
developing countries, the Algerian banking sector
has made colossal efforts over the past two de-
cades (Bellahcen & Latrech, 2020, p. 6) [5]. These
efforts have vyielded results since 2023 with the
circulation of 10.712.133 interbank cards, of which
70% were active, and the establishment of 3.030
ATMs and 38.144 POS machines for merchants (GIE-
Monétique, 2023) [6]. Despite the progress made by
the banking sector to keep up with the rapid pace
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of innovation and ICT worldwide, the use of e-bank-
ing in Algeria is still in its early stages compared to
the density of the national economic fabric (Bel-
lahcene & Mehdi KHEDIM, 2016, p. 4) [7]. This has
been proven by the numbers provided by the Eco-
nomic Interest Group, where only 2.204.836.081,42
DZD of transactions per bank card were carried out
in 2023. This is a very small number considering a
population of 44.6 million inhabitants and a GDP
per capita of around 2,568 dollars in 2023, accord-
ing to the IMF (2023).

In contrast to this situation, it would be crucial
to investigate with clients of Algerian banks the
factors likely to influence their use of electronic
banking services, namely, Algeria has made a re-
markable leap in the development of electronic
banking systems during the past two decades. A
wide range of research studies worldwide have
been interested in this subject, aiming to demon-
strate the effect of different determinants influ-
encing clients’ use of e-banking.

Previous research concerning the adoption of
e-banking has utilized prominent innovation adop-
tion theories, such as the technology acceptance
model (TAM) (Salloum & Al-Emran, 2018) [8], with its
two pivotal variables. We note that perceived ease
of use was identified as a key factor in the study by
Sarkam et al,, (2021), p. 6 [9], and perceived useful-
ness in the study by Kurnia et al,, (2010). p. 11 [10].
Likewise, in Algeria, the studies by (Bellahcen & La-
trech, 2020, p. 9) [11] confirmed the effect of perceived
ease of use and perceived usefulness on the adop-
tion of e-banking, as well as the Theory of Planned
Behavior (TPB) (Hanafizadeh et al., 2014, p. 2) [12] in
which behavioural intention is a significant determi-
nant of the use of information systems. While their
findings identify various factors responsible for the
limited adoption of e-banking, a consensus has yet
to be reached on the specific variables that influence
e-banking adoption, and results vary depending on
the location, context, and timeframe (Bellahcene &
Latreche, 2023, p. 6) [13]. Moreover, the issue has not
been extensively explored in the broader context of
developing countries and, more specifically, in the
case of Algeria.

Henceforth, the aim of this research is to ex-
amine the principal factors that influence the
use and adoption of electronic banking services
among Algerian bank customers. More precisely,
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this study puts forth, tests and validates an all-en-
compassing theoretical framework for customer
adoption of e-banking by incorporating both, the
Technology Acceptance Model (TAM) and the the-
ory of planned behaviour (TPB).

The subsequent sections of this paper are or-
ganized as follows: Section two provides a litera-
ture review. Section three puts forward the con-
ceptual framework. Section four elucidates the
research methodology employed in this study.
Section five presents the findings. Lastly, section
six concludes the work and suggests avenues for
future research.

2. LITERATURE REVIEW

Electronic banking services have been defined
by (Daniel, 1999, p. 4) [14], as providing banking
services to customers via the Internet. The same
researcher has defined them as an information
service where banks provide certain banking ser-
vices via the Internet (Sheikh & Rahman, 2020, p.
9) [15], describes e-banking as all banking activi-
ties that can reduce customers’ different expenses
when they can access their accounts without vis-
iting bank branches. At this stage, the researchers
have directed their attention to technology adop-
tion, drawing upon several theories, among which
the most well-known is the theory of reasoned
action (TRA) (Fishbein & Ajzen, 1975, p. 19) [16]. The
technology acceptance model (TAM) (Davis et al.,
1989, p. 7) [17]. The theory of planned behaviour
(TPB) (Ajzen, 1991, p. 3) [18], and the unified the-
ory of acceptance and use of technology (UTAUT)
(Viswanath Venkatesh et al., 2003, p. 6) [19].

In recent times, there has been significant ac-
ademic interest in adopting electronic banking,
with many researchers, such as Roy et al., (2017),
p. 9 [20], integrating the technology acceptance
model. The analysis indicates that the level of ac-
ceptance of internet banking among customers is
influenced by two critical factors - perceived ease
of use and external risk. On their part, Gharaibeh
et al., (2018), p. 11 [21] employed a mixed-method
approach to the Unified Theory of Acceptance and
Use of Technology (UTAUT 2) to demonstrate that
the acceptance of mobile banking services is signif-
icantly and positively influenced by factors such as
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mass media, trust, effort expectancy, performance
expectancy, facilitating conditions, and social influ-
ence. However, it was observed that there was no
significant relationship between hedonic motiva-
tion and the adoption of mobile banking services
in the Malaysian context. Similarly, Martins et al,,
(2014) [22] used the UTAUT model to understand the
main determinants of internet banking adoption in
the Portuguese context. The findings provide sup-
port for certain relationships posited by the UTAUT
model, including performance expectancy, effort
expectancy, and social influence, as well as the sig-
nificance of risk as a stronger predictor of inten-
tion. Furthermore, Ahmad et al., (2020), p. 9 [23] ex-
amined the current usage of e-banking through the
Technology Acceptance Model (TAM). The study’s
findings demonstrate that e-service quality has a
positive impact on perceived usefulness, perceived
ease of use, and intention to use e-banking, while
perceived usefulness has a positive effect on at-
titude towards using e-banking and behavioural
intentions to use e-banking. Alalwan et al., (2015)
[24] employed an extended TAM model by including
two external variables, namely perceived risk and
self-efficacy, to investigate customers of the Jor-
danian bank. The findings indicate that perceived
usefulness, perceived ease of use, and perceived
risk significantly influence behavioural intention.
On the other hand, Anouze & Alamro, (2020), p. 10
[25] introduced confusion between the TAM and
TPB models in testing the intention to use elec-
tronic banking services. The data analysis shows
that several key factors, such as perceived ease of
use, perceived usefulness, security, and reasona-
ble pricing, emerge as barriers to the intention to
use e-banking services in Jordan. To explore the in-
tention to use m-banking, Thanh D. Nguyen et al,,
(2019), p. 5[26] integrated electronic Word of Mouth
(e-WOM) into the TAM model. Based on the research
findings, it can be inferred that e-WOM holds a
predominant position within the structural model
of the intention to adopt mobile banking. On the
other hand, in the United Arab Emirates, Salloum &
Al-Emran, (2018), p. 8 [27], expanded the Technology
Acceptance Model (TAM) by incorporating the trust
factor to study the use of electronic payment ser-
vices among students. The findings from the em-
pirical study indicate that trust plays a significant
role in predicting perceived usefulness, perceived
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ease of use, and adoption of e-payment. Moreover,
perceived ease of use is a crucial factor influencing
perceived usefulness and adoption of e-payment.
Employing the modified Technology Acceptance
Model (TAM) in an under-researched Zambian con-
text, Mwiya et al., (2017), p. 3 [28] explored how the
perceived usefulness, perceived ease of use, and
trust (in terms of safety and credibility) of e-bank-
ing technology impact its adoption. The results in-
dicate that the perceived usefulness, ease of use,
and trust each have a significant positive influence
on the attitude towards electronic banking. In Al-
geria, Mansour et al,, (2022), p. 6 [29] incorporat-
ed socio-demographic factors into the TAM model
to predict the factors influencing the adoption of
e-banking among clients of Algerian banks. The
results revealed that gender moderates the influ-
ence of perceived usefulness and perceived trust
on e-banking adoption and that profession mod-
erates the relationship between perceived ease of
use and e-banking adoption.

There is a low level of internet user penetra-
tion in developing countries, as a result, many
individuals prefer traditional methods (such as
personal contact) for obtaining financial services
when conducting business, which could account
for the low adoption rate of online banking (Anou-
ze & Alamro, 2020, p. 9) [30]. In Algeria, the use
of e-banking still remains in the embryonic stage
(Bellahcene & Mehdi KHEDIM, 2016, p. 4) [31].

3. PROPOSED MODEL

To identify the factors likely to influence the
use of e-banking services among Algerian bank
customers, an integrated model combining the
Technology Acceptance Model (TAM) and the The-
ory of Planned Behavior (TPB) was constructed.

Based on previous studies, TAM, originally pro-
posed by Davis (1986), p. 6 [32], aims to provide
verification and explanation of the determinants
of acceptance and use of information technolo-
gies. Over the past two decades, the Technology
Acceptance Model (TAM) has been the most com-
monly employed framework among researchers in
the field of information systems and has amassed
substantial empirical evidence (Bellahcene & La-
treche, 2023, p. 11) [33]. Therefore, the conceptual
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model proposed in this study includes all factors
adopted by TAM. Then, and in addition to the TAM,
our model was based on TPB.

The theory of planned behaviour (TPB) (Ajzen,
1991, p. 13) [34] represents an expansion of the
Theory of Reasoned Action (TRA) developed by
Lai, (2017), p. 8) [35], which was deemed necessary
due to the TRA's limitations in accounting for be-
haviours that are not completely under individu-
als’ voluntary control. In the theory of planned be-
haviour, similar to the original theory of reasoned
action, the individual’s intention to perform a par-
ticular behaviour is a central factor (Ajzen, 1991,
p. 6) [36]. Building upon this, we have augmented
our proposed model by including the behavioural
intention factor to predict the adoption of elec-
tronic banking services. In addition, our proposed
model incorporates e-WOM and perceived trust, in
addition to the TAM and TPB. Accordingly, the re-
search model contains five main factors affecting
e-banking use, figure (1).

Electronic Word-of-Mouth (e-WOM): as de-
fined by Thanh D. Nguyen et al., (2019), p. 9 [37]
represents the dynamic and continuous process
of exchanging information among potential, actu-
al, or past consumers regarding a product, service,
brand, or company, which is available to a multi-
tude of people and institutions via the internet.
e-WOM is also an extraordinary tool for free com-
munication about services or products and has
become an interesting research topic for manag-
ers on social media (Nguyen et al., 2019, p. 11) [38].

This variable has been discussed in several stud-
ies, such as the study by (Augusto & Torres, 2018, p.
7) [39], which focuses on e-WOM in the banking in-
dustry context, as well as the study by(Petrovic et
al., 2021, p. 8) [40], which examines the influence of
electronic word-of-mouth on the use of m-banking.
From there, we propose the following hypotheses:

H1a: eWOM will affect the perceived usefulness
of behavioural intention to use e-banking among
clients of Algerian banks.

H1b: eWOM will affect the perceived ease of
use of the behavioural intention to use e-banking
among Algerian banks’ clients.

H1c: eWOM will affect the perceived trust in
the behavioural intention to use e-banking among
Algerian banks’ clients.

As previously stated, the original TAM is based
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on two main variables:

Perceived usefulness: Defined by (Davis, 1989,
p. 4) [41] as a measure in which a person believes
that the use of a technology should increase work
performance. This arises from the definition of
the term “useful”: “capable of being used advan-
tageously”. (Farrell & Petersen, 1982, p. 8) [42].
The IS community has also conducted extensive
research providing evidence of the significant im-
pact of perceived usefulness on usage intention
(Mansour et al., 2022, p. 4) [43]. Thus, we have test-
ed the following hypothesis:

H2: Perceived usefulness will have a positive
effect on the behavioural intention to use e-bank-
ing among clients of Algerian banks.

Perceived ease of use: Defined as the measure
in which a person believes technology can be used
without significant effort (Viswanath Venkatesh et
al., 2003, p. 9) [44]. Previous research on the adop-
tion of e-banking has established that consumers’
attitudes towards e-banking adoption are signifi-
cantly influenced by their perception of ease of
use (Sarkam et al., 2021, p. 8) [45]. Consequently,
we propose the following hypothesis:

H3: Perceived ease of use will have a positive
effect on the behavioural intention to use e-bank-
ing among clients of Algerian banks.

According to the TAM, these two variables de-
termine the intention to use, which determines
the behaviour of using technology. Over the past
two decades, numerous studies have tested the
TAM, demonstrating the positive influence of per-
ceived usefulness and perceived ease of use on
the adoption of information technologies in gen-
eral and e-banking in particular (Bellahcene & La-
treche, 2023, p. 11) [46].

The research model introduced a third inde-
pendent variable: perceived trust. Gefen et al,,
(2003), p. 2 [47] defined trust as the affection re-
flecting a sense of security towards another party.
Doney & Cannon, (1997), p. 6 [48] suggested that
perceived trust is a complex concept in marketing
and social psychology. Moreover, several studies
using the TAM have emphasized the importance
of the trust concept in using ICT. Therefore, the
fourth hypothesis of this model was formulated
as follows:

H4: Perceived trust will have a positive effect
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FIGURE (1): THE PROPOSED MODEL

Perceived usefulness

Hla
Perceived ease

Hib of use

Electronic word
of mouth

(E-WOM)

Perceived Trust

Source: (Viswanath Venkatesh & Davis, 1996, p. 7)

on the behavioral intention to use mobile banking
among clients of Algerian banks.

Behavioural intention: The Theory of Planned
Behavior (TPB), posit that adoption behaviour is
driven by behavioural intentions which are a func-
tion of an individual’s attitude and the influence
of external factors (Hanafizadeh et al., 2014, p. 8)
[49]. Behavioural intention measures the strength
of one’s willingness to exert effort while perform-
ing certain behaviours (Lee, 2009) [50]. TAM sug-
gests that two specific beliefs perceived ease of
use and perceived usefulness, determine one’s
behavioural intention to use a technology, which
has been linked to subsequent behaviour (Viswa-
nath Venkatesh, 2000, p. 6) [51].

H5: Behavioral intention positively influences
the use of e-banking among clients of Algerian
banks (See Figure 1).

4. RESEARCH METHODOLOGY

According to relativists, people who belong
to different social classes and ethnic groups ex-
perience the same reality differently. This is why
we chose a constructivist research approach that
acknowledges a subjective epistemology and rel-
ativist ontology.

GLOBALIZATION AND BUSINESS #17, 2024

Behavioral

S e-banking use
intention

To validate the proposed variables in the Al-
gerian context and identify any potential new
variables, an exploratory qualitative survey was
conducted with bank customers, randomly se-
lected from several cities across Algeria, namely
the provinces of Tlemcen, Ain-Temouchent, Si-
di-Bel-Abbés, Oran, Algiers, El-Bayad, M’sila, and
Khenchla.

The construction of the Interview Guide, also
known as a grid or framework, the interview guide
represents “the inventory of themes to be ad-
dressed during the interview and data that, at
some point in the exchange, will be the subject of
intervention by the investigator if the interviewee
does not address them spontaneously (Marie et
al., 2016, p. 13) [52].

An interview guide was developed based on
previous research on “The use of electronic bank-
ing services”. During this process, measurement
tools — including the reliability of coding used in
previous studies — were used to evaluate the pro-
posed conceptual model.

To avoid biased information that may result
from a misunderstanding of the questions by re-
spondents, the interview guide was tested on a
small sample of two (2) respondents who were
interviewed face-to-face. This allowed us to mod-
ify our question framework appropriately, avoid

75




RACHID MANSOUR, MOKHTAR TAHRAOUI

poorly worded questions, and address them ac-
cordingly. It should also be noted that the appel-
lations of some constructs adopted in our model
were modified in our interview guide, using syn-
onyms to facilitate perception by the interviewees.

5. DATA ANALYSIS TECHNIQUE

To address the research question, the collect-

ed data was subjected to the following techniques:

e Descriptive analysis using Nvivo 10 to

highlight the characteristics of the sample;

e Thematic content analysis, also on

Nvivo 10, involves frequency coding of

words to identify repetitive and similar

words referencing the variables in our

proposed conceptual model. Additionally,

a description of coding words was used

to link expressions with keywords to

obtain reliable support for confirming our
proposed model.

Sample Characteristics and Description:

Initial contact with the respondents was made
through various methods, such as phone, email, or
Facebook, to explain the purpose of the interview
the project goal, obtaining prior agreement to
record the interviews, scheduling appointments,
and agreeing on the location of the interview. The
constructed interview guide covered seventeen
(17) interviewees from all over Algeria, including
the East, West, North, and South regions. The only
requirement was that interviewees be users of
e-banking services, regardless of the degree of
their usage.

As shown in Table 02, the age of the respon-
dents ranged from 24 to 48 years old. The majority
of the respondents (6 persons) were managers in
the public sector, while the rest consisted of two
(4 persons) PhD students, two (2 persons) branch
managers, three (3 persons) managers in insur-
ance, one (1 person) retired and one (1 person) un-
employed. With regards to their domiciliary banks,
we observed that the interviewees had no prefer-
ence between public banks such as BEA, CPA, BDL,
BNA, BEA, CNEP, or Algérie poste, and multination-
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al banks such as AGB, TRUST BANK, and SGA. The
seventeen interviewees used at least one bank.
Regarding the number of e-banking services used,
we noticed that there is only one interviewee who
uses a single electronic banking service, while the
others use between two and five services. Regard-
ing their city of residence, we found that four (4)
respondents lived in Tlemcen, while the remain-
ing respondents were dispersed, with only one re-
spondent residing in each of the following cities:
Ain-Temouchent, Sidi-Belabess, Oran, Alger, M’si-
la, El-bayadh, or Khenchla (See Table 1).

However, we observed an average interview
duration of thirty-eight (38) minutes, conducted in
various locations and recorded by several means
and in different modes, either face-to-face or on-
line, as shown in Table 2 below (See Table 2).

6. RESULTS
6.1. Trustworthiness of qualitative findings:

The trustworthiness or rigour of a study is de-
termined by the level of confidence in the data,
interpretation, and methods used to ensure its
quality. For a study to be considered credible by
readers, researchers must establish the necessary
protocols and procedures for each study (Connel-
ly, 2022, p. 11) [53]. To do so, we conducted a cod-
ing reliability test as follows”.

Coding Reliability Test:

We performed a data coding operation during
this stage by categorizing them into significant
words or phrases related to the research question.
In a qualitative study, coding reliability refers to
the stability of the coding, and it helps to verify
if the coding rules are unambiguous (Allard-Poe-
si, 2003, p. 16) [54]. This coding reliability test was
implemented through the steps proposed by (Al-
lard-Poesi, 2003, p. 17) [55].

Coding stability or intra-evaluator reliability:
when the same coder codes the data repeatedly.
To do this, we performed several coding operations
several times, with consistent results, which con-
firmed the accuracy and reliability of the coding.

Coding reproducibility (or inter-coder reliabil-
ity ICR): The extent to which the coding produc-
es the same results when different people code
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TABLE 1: SAMPLE CHARACTERISTICS

E-BANKING
PROFESSIONAL TOWN OF
INTERVIEWS SEX AGE SITUATION DOMICILIARY BANKS SES;IIIE([Z)ES RESIDENCE
Interviewee 1 Male L Manager in insurance BEA, TRUST BANK Tlemcen
Interviewee 2 Male 27 PhD Student AGB, Algérie Poste Tlemcen
Interviewee 3 Male 37 Branch Manager CPA El bayadh
Interviewee 4 Male 38 Branch Manager CPA, BNA, BEA Tlemcen
Interviewee 5 Male 36 Manager in the public CPA, Algérie poste Tlemcen
sector.
Interviewee 6 Male 33 Manager in insurance BEA, AGB, CNEP Oran
interviewee 7 Male 48 Retired SGA, Algérie Poste Sidi Belabes
Interviewee 8 Male 36 Manager in insurance CPA, Algérie poste Tlemcen
Interviewee 9 Male 26 Manager in the public CPA M'sila
sector.
Interviewee 10 | Male 43 PhD Student BDL, Algérie Poste Khenchla
Interviewee 11 Male 28 Manager in the public BNA, Algérie Poste Alger
sector.
Interviewee 12 Male 29 Manager in the public| TRUST BANK, Algeria A i n
sector. Poste office Temouchent
Interviewee 13 Female |26 PhD Student Paysera bank Tlemcen
Interviewee 14 Female |32 Manager in the public Trust bank Oran
sector
Interviewee 15 | Female |28 Manager in the public Algéria Poste office Alger
sector
Interviewee 16 |Female |24 Unemployed Algéria Poste office Alger
Interviewee 17 Female |25 PhD Student BEA Tlemcen

Source: By researchers based on Nvivo10 outputs

the same data. A high level of ICR demonstrates
that the coding is both reliable and replicable,
which therefore strengthens evidence that the re-
sults of a qualitative study are scientifically valid
(MacPhail et al., 2016, p. 8) [56]. To pass this test,
we handed our data to another researcher, “PhD
student”, who performed an independent coding.
A similarity test was then conducted using the
Nvivo 10 software, which allowed us to assess the
reliability of our data coding, with a similarity ex-
ceeding 85%.
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6.2. Thematic analysis approach

This study employed a qualitative approach
to thematic analysis. Thematic content analysis is
centred around identifying recurring patterns or
themes across the entire dataset and is a wide-
ly utilized technique for qualitative data analysis
(Braun & Clarke, 2006, p. 3) [57]. The first step of
analysis involved open coding, an important pro-
cess of breaking down the data into units (Jin &
Hurd, 2018, p. 7) [58]. Therefore, we opted for two
coding approaches to clarify our content analysis.
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TABLE 2: CHARACTERISTICS OF THE INTERVIEWS

DURATION
INTERVIEWS RECORDING EQUIPMENT OF THE LOCIANTT'SIQ“VI%ENTHE MI%?’IEEIgIﬁETva
INTERVIEW

Interviewee 1 Smartphone OPPO F11 26,44 mins | Tlemcen Face to face
Audacity

Interviewee 2 Smartphone OPPO F11 41,57 mins | Tlemcen Face to face
Audacity

Interviewee 3 Smartphone OFPOFi 42,06 mins | Tlemcen Online
Audacity

Interviewee 4 Smartphone OPPOF11 40 mins Tlemcen Face to face
Audacity

Interviewee 5 Smartphone OPPO F11 44,06 mins | Tlemcen Face to face
Audacity

Interviewee 6 Smartphone OPPO F11 39,58 mins | Oran Face to face
Audacity

Interviewee 7 Smartphone OPPO F11 31,34 mins | Sidi Belabes Face to face
Audacity

Interviewee 8 Smartphone OPPO F11 33,03 mins | Tlemcen Face to face
Audacity

Interviewee 9 Smartphone OPPO F1 3511 mins | Tlemcen Online
Audacity

Interviewee 10 Smartphone OPPO F11 34,10 mins | Tlemcen Face to face
Audacity

Interviewee 11 Smartphone OFPOFi 46,28 mins | Tlemcen Online
Audacity

Interviewee 12 Smartphone OPPOF11 4418 mins | Ain Temouchent | Face to face
Audacity

Interviewee 13 Smartphone OPPO F11 41,22 mins | Tlemcen Online
Audacity

Interviewee 14 Smartphone OPPO F11 39,58 mins | Tlemcen Online
Audacity

Interviewee 15 Smartphone OPPO F11 34,20 mins | Tlemcen Online
Audacity

Interviewee 16 Smartphone OPPO F11 31,06 mins | Tlemcen Online
Audacity

Interviewee 17 Smartphone OPPO F1 40,04 mins | Tlemcen Face to face
Audacity

Source: By researchers based on Nvivo10 outputs.

6.2.1 Coding by word frequency
Each coding process begins with the prepara-
tion of the corpus. This preparation involves work-
ing on the corpus and its indexing (Gavard-Perret
et al., 2008, p. 11) [59]. Following Quivy and Van
Campenhoudt (1995), p. 12 [60], we first coded the
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relevant data for the research during the data col-
lection phase. The first form of coding involved
selecting all sources from the corpus, including
all interviews and attributes, and searching for re-
petitive keywords with unlimited word count and
a maximum word length of four (04) letters. The
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goal of this step is to avoid overwhelming the re-
searcher with the richness of information present-
ed in the analysis corpus (See Table 3).

Emerging from the first coding, we unveiled
a significant list of keywords (Table 3), which can
serve as the basis of our content analysis and con-
firm our research model. These words were shared
either multiple times within a single interview or
across all interviews, confirming the shared sim-
ilar ideas among the interviewees regarding the
different factors discussed, which can influence
the use of online banking services.

It is essential to note that some constructs, as
cited in the literature and theories, were replaced
in our interview guide based on their understand-
ing by the interviewees. As observed by (Frédiric,
1996, p. 8) [61], “even with rigorous coding proce-
dures, the researcher intervenes in the actor’'s own
language by transforming the discourse’s form”.
Hence, it was necessary for us to integrate similar

TABLE 3: CODES

names for our variables to facilitate maximum un-
derstanding among the interviewees.

6.2.2. Coding by text frequency
(Categorization):

BARDIN (1977) [62] defined the unit of analysis,
which can be a word, the meaning of a word or
group of words, a whole sentence, sentence frag-
ments such as “subject/verb/object,” one or sev-
eral paragraphs, or an entire text. To better illus-
trate the frequency coding of words, we deemed
it necessary to move to a phrase-based coding
method in relation to all the codes demonstrated
in Table 3 above. This method aims to highlight
and identify expressions related to codes to have
broader and more indicative confirmation sup-
port to validate our proposed research model.
Table 4 below shows a description of the codes
(See Table 4).

INTERVIEWS | E-BANKING | TRUST | EASE | USE | (= WO OR | ADVANTAGEOR | COSTS, | quauiry
Interviewee 1 5 2 0 1 2 0 1 2
Interviewee 2 6 7 1 2 2 4 1 1
Interviewee 3 8 4 1 7 2 1 1 1
Interviewee 4 14 3 0 0 1 0 1 1
Interviewee 5 " 2 0 4 3 2 1 3
Interviewee 6 5 4 0 3 3 0 1 2
Interviewee 7 1 1 1 2 4 0 2 1
Interviewee 8 5 2 0 2 3 1 1 0
Interviewee 9 10 2 1 4 4 0 1 1
Interviewee 10 | 1 2 0 4 3 0 1 2
Interviewee 11 | 2 2 1 2 3 1 1 2
Interviewee 12 | 6 3 1 1 2 3 1 1
Interviewee 13 | 9 2 1 2 1 2 1 1
Interviewee 14 | 5 1 0 4 5 2 1 2
Interviewee 15 | 3 2 2 2 3 1 1 1
Interviewee 16 | 6 3 2 1 1 2 3 1
Interviewee 17 | 8 2 3 1 0 1 2 1
Total 104 44 14 42 42 20 21 23

Source: Resulting from Nvivo10’s word frequency coding
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Referring to Table 4 above, sentence encoding
has provided a significant analytical framework
for each of the keywords listed above. To extract
salient points, randomly selected sentences from
the corpus were used.

Main theme 1: e-banking use

Regarding the concept of e-banking, all in-
terviewees repeatedly mentioned that electronic
banking services are of immense importance and
necessary for daily life. For example, one respon-
dent stated, “I think it is now obligatory to use
e-banking services given all the advantages they
can provide”.

TABLE 4: THE DESCRIPTION OF THE CODES

It was also discovered that the concept of us-
age is significant for all interviewees, which was
mentioned 42 times. Almost all of the sentences
referred to usage, particularly regular usage, some-
times even intense usage, and only a few times lim-
ited usage by electronic bank customers. Moreover,
one of the interviewees noted that is good to avoid
human contact through the use of e-banking, but
the quality of the services still needs improvement”.

Main theme 2: Technology acceptance
Regarding the concept of usefulness or advan-

tage as evoked by the interviewees, all respon-
dents admit that electronic banking services are

CODES THE SENTENCES ENCODED IN RELATION TO THE KEYWORD
e There are interesting and functional e-banking services available in Algeria.
E-banking e Let's be logical, e-banking services play a huge role in everyday life.
e For me, e-banking is very necessary, | can withdraw money through ATMs whenever | need to.
Trust e E-banking services are not always trustworthy.
e Trust is relative, | cannot fully trust online banking services.
e Itis a great advantage that we can trust a machine (ATM).
e Yes, they play an important role in my life as they make daily tasks easier.
Ease e E-banking is important for making life easier.
e The first advantage is the facilitation of daily financial transactions.
o Personally, | am very limited in the use of these services in my daily life.
Use e Undoubtedly, we will reach a more advanced stage in the use of electronic banking systems.

e There is no reason to stop using electronic banking services.

Social Medias
(ewoMm)

e Certainly, social media can be a means of negative or positive influence on the use of electronic banking
services.

e Social media have a very high degree of influence on internet users.

e | think that social media have a noticeable impact and can influence e-banking users in both positive
and negative ways.

Advantage or
Usefulness

e | can check my account at any time, either through ATMs or my smartphone or computer, which is a real
advantage.

e A major advantage is that it saves on travel, time, effort, and even expenses.

e In my opinion, these applications are of great usefulness, representing a significant advantage for me.

Costs or fees

Transaction fees are never verified, and they can be inflated without us being able to realize it.
Other banks offer better services in terms of costs compared to my bank.
I would have liked them to stop generating fees for current accounts like mine.

Services'
quality

It is good to avoid human contact through the use of e-banking, but the quality of the services still
needs improvement.

e The quality of e-banking services in Algeria still needs to be improved.

e | compare the electronic services offered by my bank, with those of others banks, and | see that they
offer better services in terms of quality compared to my bank

Source: By researchers, based on Nvivo10 outputs.
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indispensable for the user’s daily life, which is why
they listed many advantages regarding electronic
banking services, each according to their degree
of usage and integrity in information systems. Ex-
ample: | can check my account and credit at any
time, either from ATMs or from my smartphone or
computer, and it is a real advantage.

Ease of use of electronic banking services
was mentioned by half of the interviewees, not-
ing that this factor can contribute to users’ in-
tention to adopt e-banking, especially since re-
spondents have varying degrees of IT proficiency.
Therefore, it is justifiable that not everyone finds
ease of use important when using e-banking ser-
vices. For example, one respondent said, “I find
banking applications on my mobile very useful
for daily life. It makes payment for products and
services easier”.

The concept of Trust was found to be very in-
fluential, as it was presentin all randomly selected
sentences and was mentioned by all interviewees.
Some customers trust electronic banking services
completely, while others prefer to be more cau-
tious and have relative trust instead of complete
trust. For example, one respondent stated, “Trust
for me is relative, | cannot completely trust elec-
tronic banking services”.

Main theme 3: Electronic word of mouth
(e-wom)

Called upon by “social media” in the inter-
view guide to facilitate its perception, electronic
word-of-mouth (e-WOM) was very significant for
this study. Sometimes negative, sometimes pos-
itive, but most of the time, playing a mixed role,
having both a positive and negative influence on
electronic banking clients, and it varies depend-
ing on the personality or social orientation of the
internet user. Example: They have a very signifi-
cant effect, whether positive or negative, | think
that social media can influence e-banking users
through all the stories we hear about on the inter-
net regarding this kRind of technology.

However, besides the variables proposed in
the theoretical model, we have identified other
variables influencing customers to use electronic
banking services in Algeria.

Costs and fees were very significant in our
study. This variable was defined by (Nguyen et

GLOBALIZATION AND BUSINESS #17, 2024

al,, 2019, p. 11) [63] as the level to which an in-
dividual believes that using e-banking will incur
costs. Constantinides (2002), p. 8 [64] as the pos-
sible expenses associated with using ICT, namely
equipment costs, access costs, and transaction
fees. All interviewees mentioned bank charges
(commissions, costs, fees, etc.) at least once. All
respondents complained about the fees, some-
times called exorbitant, especially when the
bank does not clearly communicate these fees
and are automatically deducted during banking
operations (transfer, withdrawal, etc.). In fact,
one interviewee told us that he cancelled his
bank account because of unclear commissions
deducted from his account. Example: | submitted
a request to cancel my account because it gen-
erated many fees without being able to have a
clear picture of these deductions. These results
are consistent with several studies in e-banking,
such as Thanh D. Nguyen et al., (2019), p. 7 [65]
study, in which perceived costs significantly af-
fected the use of m-Banking. Also, in the study
by Anouze & Alamro, (2020), p. 9 [66], reasonable
prices, stand out as the barrier to intention to
use e-banking services in Jordan.

On the other hand, the qualitative analysis has
highlighted the determinant of “Quality”, which
is a significant factor in the use of online bank-
ing services in Algeria. Example: The quality of
e-banking services in Algeria still needs to be im-
proved. It was defined by Venkatesh; Viaswanath
& Davis; Fred D., (2000), p. 10 [67] as the degree to
which an individual believes the system performs
its tasks effectively. In Yaseen & El Qirem’s (2018),
p. 6 [68] study, perceived quality has a vital impact
on the behaviour intention in an electronic con-
text, which is adequate with our results. Similarly,
Naik et al., (2010), p. 8 [69] found that dominant
dimensions of service quality directly influence
behaviour intention and consumer satisfaction
(See Figure 2).

7. DISCUSSION AND IMPLICATIONS
7. Discussion
This qualitative study attempted to confirm

the factors listed in the Technology Acceptance
Model of Davis, (1989), and possibly discover oth-
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FIGURE 2: STRUCTURAL MODEL
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er factors influencing the adoption of electronic
banking services among Algerian bank customers.
Like other researchers, such as Thanh D. Nguyen
et al., (2019), p. 9 [70] we confirm in our proposed
model the influence of electronic word-of-mouth,
perceived usefulness, perceived trust, and per-
ceived costs on the use of electronic banking ser-
vices by Algerian bank customers. However, per-
ceived ease of use was found to be less influential
among Algerian bank customers, unlike Salimon
et al., (2017), p. 4 [71] study, which classified ease
of use as crucial for use and considered banking
services to be easy to use if the user expends lit-
tle physical and mental effort compared to other
proposed factors. Furthermore, our results were
aligned with the findings of Salloum & Al-Emran,
(2018), p. 11 [72], who were able to confirm the
significant influence of perceived usefulness and
perceived trust among electronic payment users.
The results also support Kurnia et al., (2010), p. 7
[73] study conducted in China, which confirmed
that customers’ lack of trust seriously impedes
the growth of e-banking.

Similarly, our results were in agreement with
those of Petrovic et al., (2021), p. 4 [74], who con-
firmed the influence of electronic word-of-mouth
(eWOM) on the intention to use mobile banking.
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Source: By researchers, based on content analysis.

The results of Luarn & Lin, (2005), p. 8 [75] like
ours, also confirmed the influence of perceived
costs on the intention to use e-banking. Based
on an inductive qualitative survey conducted
throughout Algeria, the results showed that using
e-banking is determined by several factors. Such
as the perceived ease of use adopted in the mod-
el, perceived usefulness adopted in the original
TAM model by Davis et al., (1989), as well as per-
ceived trust taken into account in several studies,
such as Garin-Munoz et al., (2019) p. 9 [76] study.

7.2. Academic implications

This study provides significant academic con-
tributions to the literature on technology adop-
tion and acceptance. Firstly, our study proposes
an extended theoretical model that integrates a
fusion of the Technology Acceptance Model and
Theory of Planned Behaviour with the extension of
two variables that we deemed potential: namely,
e-WOM and perceived trust. All of these variables
were tested on a sample of customers in the Al-
gerian context as a developing country. Secondly,
this study aimed not only to validate the proposed
variables but also to open the field of appearance
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to other variables that may be significant for Alge-
rian bank customers, such as perceived trust and
perceived costs. Thirdly and finally, our qualitative
study adopted a thematic content analysis, which
is a crucial tool for addressing many scientific
questions in the field of ICT that may have been
taboo for statistical analysis on the one hand and,
on the other hand, to form a platform for a possi-
ble quantitative study in the same context.

7.3. Managerial Implications

On the managerial side, the findings will pro-
vide researchers with a broader view of factors
that may influence the use of electronic services
provided by Algerian banks. Important insights
from this qualitative study have emerged, forming
an ideal platform for future, more precise quan-
titative studies. Firstly, the perceived ease of use
and perceived usefulness factors extracted from
Davis’ (1989) original TAM model were confirmed
in this study for clients operating in a developing
banking sector. These factors have a crucial im-
pact on Algerian e-banking users. Perceived trust
and perceived costs modified in the technology
acceptance model have also proven their impact
on the use of electronic banking services by Al-
gerian clients. On the other hand, the electronic
word-of-mouth (eWOM) factor was also deemed
significant for e-banking users in Algeria. For IT
managers, the results suggest studying the er-
gonomics of all available e-banking channels in
the country and ensuring they are easy to use and
useful for users. This can be achieved by launch-
ing demonstration campaigns through videos on
banks’ official websites, on social media, as well
as in bank waiting rooms, and by investing in ad-
vertising in this sense. Secondly, Algerian clients
will adopt e-banking services only if they believe
they are equipped with all security measures. The
lack of a reliable and robust system for manag-
ing financial transactions can affect clients’ trust
in this system. On the other hand, the Algerian
banking sector must pay attention to the costs de-
manded from clients to benefit from the system,
as this is a young society that is very careful about
understanding and using IT. Finally, Algerian banks
must take their interaction with clients on social
media and all electronic platforms seriously, as

GLOBALIZATION AND BUSINESS #17, 2024

the influence of electronic word-of-mouth can be
fatal for potential or prospective clients. There-
fore, it would be clear to involve bank managers
to salvage the image of the banks (GBADEBO, 2016,
p. 3) [77].

8. LIMITATIONS AND CONCLUSION

Despite the interesting contributions this study
provides, it is not without limitations. On the one
hand, using qualitative survey data on a restricted
number of respondents does not provide defini-
tive evidence. Therefore, quantitative and longi-
tudinal studies, which establish causality through
the temporal precedence of constructs, are need-
ed to justify the validity of the proposed model
and the relationships among the constructs. On
the other hand, the sample size of the qualitative
study is relatively small; thus, a quantitative study
is strongly recommended to boost the statistical
power of the results (Champely & Verdot, 2007, p.
14) [78]. Finally, the data were collected in Algeria,
and the generalizability of the results to other de-
veloping countries may be limited.

This study examined the factors that influence
customers’ use of electronic banking services in
Algeria, namely ease of use, perceived usefulness,
perceived trust, perceived costs, behavioural in-
tention, and electronic word-of-mouth (eWOM).
This paper proposes a modified model of the
Technology Acceptance Model (TAM). The results
and contribution open an interesting avenue for
future research, particularly quantitative studies
in Algeria and developing countries in general.
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