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ABSTRACT

This study aimed to identify the main factors associated with consumers’ intentions to adopt electronic 
payment systems (EPS) in Jordan. To achieve this objective, an integrated conceptual framework 
based on the technology acceptance model (TAM) and content analysis of the previous studies was 
developed. A quantitative approach using a convenience sample of 487 Jordanian banking customers 
was employed with the required data obtained via a survey questionnaire. The study findings indicated 
that all proposed factors (perceived usefulness, ease of use, security, self-efficacy, and trust) have 
statistically significant positive relationships with electronic payment adoption intention, with the 
explanation power of all examined factors reaching 49% (R Square=0.49). Perceived usefulness and 
ease of use were found to be the most important factors associated with the adoption of e-payment. 
However, education level was the only individual demographic variable with a significant relationship 
with adoption intention; age and gender were found to have only insignificant relationships.

KEywoRDS
Adoption, E-Payments, Intention, Jordan, Secure Banking Services, Trust

INTRoDUCTIoN

The global payment systems and tools have witnessed a remarkable development in the last ten 
years due to the rapid growth and evolution of information technology, digital financial services 
and e-commerce. As interest increased in financial and banking sector infrastructure, specifically 
in the field of clearing and settlement of payments and securities, the expectations indicate that the 
next years will see a more significant acceleration in technology and information. Consequently, 
major changes in the needs, features and forms of tools for payment and electronic transfer of 
funds in the Jordanian market. Moreover, the past two decades have seen a shift away from cash 
and other paper-based methods, toward electronic payment (e-payment) in numerous markets 
around the world. This trend mirrors the widely held belief that electronic types of payment 
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function at lower costs and provide more advantages to society than paper-based methods, 
including improving financial inclusion and enhancing the welfare of merchants, people and 
the economy as a whole.

Across the globe, electronic payments proceed on a march toward displacing paper-based methods 
for conducting consumer payment transactions with merchants. Several countries are well on their way 
toward becoming “cashless societies”, while others are making steady advances toward reducing their 
reliance on cash in at least some of the critical segments of consumer spending. Despite this overall 
trend, there are still cash-centric economies in many countries, especially in emerging markets. In this 
regard, there are two major payment systems used in Jordan, namely large-scale payment systems which 
includes Real Time Gross Settlement System (RTGS-JO), and retail payment systems that comprise 
of three categories. The first category is Electronic Cheques Clearing System (ECC), Automated 
Clearing House System (ACH), Electronic Bill Presentment and Payment System (eFAWATEERcom) 
and Mobile Payment System (JoMoPay). Followed by the second category; retail payment instruments 
(e.g. Cheques, Payment Cards and Electronic Wallets) and then; electronic payment channels (e.g. 
Internet Banking, Mobile Banking, Automated Teller Machines (ATMs), Point of Sales (POS) and 
E-Commerce Portals...etc.) (Central Bank of Jordan, 2016).

In light of this, finance and banking sector seeks to exploit the outcomes of technology in the 
payment systems, tools and means, and to benefit from the latest information technologies and 
communication networks in the field of payment and electronic transfer of funds, in order to achieve 
the speed and simplicity and to reduce the operational costs of payment transactions and electronic 
transfer of funds, and to enhance the safety and security of payments. Besides, E-payment has 
become a popular method today for paying; it is designed to benefit customers basically in terms of 
convenience, and lower the transaction cost (Central Bank of Jordan, 2016). The growth of the internet 
has encouraged the popularity of this payment instrument as electronic commerce (e-commerce) has 
created new financial needs that in many cases cannot be adequately fulfilled by traditional payment 
systems (Wendy et al., 2013).

A considerable number of studies have looked at e-payment from the technical and user acceptance 
perspectives e.g (Lwoga, & Lwoga, 2017; Lu et al. 2017; Park et al., 2019). In conjunction with 
these studies, several key factors influencing the perception of e-payment are proposed. For example, 
Hataiseree (2008) stated that cash and cheques remain as popular payment tools in the result that 
consumers are not convinced of the usefulness of using e-payment. The most important question in 
front of e-payment service providers is the reason why there is a slow adoption of e-payment. So, it 
is required to explore the factors influencing e-payment adoption intention in Jordan. An examination 
by the Central Bank of Jordan (2019) refers to the absence of awareness is one reason why consumers 
are not using e-payment. However, the central bank concludes that Jordan is moving toward better 
e-payment acceptance in the coming years. Abrazhevich (2001) attributes E-payments inability 
to the system design and deployment that do not meet clients’ needs and desires, while numerous 
studies view security and trust as among the vital concerns (Anthony & Mutalemwa, 2014; Chogo & 
Sedoyeka, 2014; Lashitew et al., 2019. Interestingly, these studies evoke that security; trust, usefulness, 
self-efficacy, and ease of use are significant factors influencing the perception of e-payment. Very 
few studies to date have attempted to study these factors in a single setting (e.g., Wendy et al., 2013; 
Qatawneh et al., 2015) and these relevant studies were conducted outside Jordan. It is interesting to 
inspect these factors, particularly in the Jordanian setting, due to the fascinating developments that 
are currently occurring. Thus, the prediction that e-payment use will expand at a significant rate 
within the next few years.

Understanding and meeting customers’ requirements and expectations are the key factor to the 
success of e-banking To increase the adoption rate of EPS, the factors that affect consumer adoption 
should be better managed (Montazemi and Qahri-Saremi, 2015). Most likely, the selection of 
e-payment services is closely related to the design characteristics of the e-payment system. For any 
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e-payment type to be adopted, its design should meet the users’ need (Sahut, 2008). Furthermore, 
the study of the influence of customers’ demographic characteristics is necessary for the banks in 
policy direction and formulation of strategies for marketing and allocation of e-payment resources. 
For example, the banks’ understanding of the customers’ demographic influences on the adoption of 
e-payment services may necessitate the deployment of target marketing strategies.

THE STUDy’S MoDEL

This study uses the technology acceptance model (TAM) as a theoretical base to hypothesize and 
examine an integrated model to explore factors affecting e-payment adoption intention in Jordan. 
TAM is a theory to model how users accept and use technology (Davis, 1989). In the TAM, two main 
factors influence users’ decision to use the technology, namely: perceived usefulness and perceived 
ease-of-use. Perceived usefulness (benefits) is defined as “the degree to which users believe that using 
a particular system would enhance their job performance”, while perceived ease-of-use is defined 
“as the degree to which users believe that using a particular system is easy to use” (Davis, 1989).

In addition to TAM, constructs such as trust, security, and self-efficacy have been added as the 
antecedents of adoption according to previous studies (Wendy et al., 2013; Qatawneh et al., 2015). 
Consequently, this study groups together all these factors into one integrated model to examine 
which of these factors appear to be the most influential on Jordanian intention to adopt e-payments. 
The proposed research theoretical model is illustrated in Figure 1. It shows the influence of the five 
independent factors (security, trust, usefulness, self-efficacy, and ease of use) and demographic 
variables (age, gender and education) on the dependent variable (consumers’ adoption /intention to 

Figure 1. A study model of factors influencing consumer intentions to adopt e-payment systems
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adopt e-payment. Behavioural intention refers to the desire of individuals to perform or not perform 
some specified future behaviour (Venkatesh and Davis, 2000). In this study, behavioural intention 
refers to the intention of consumers to adopt e-payment services.

E-payment represents any non-cash payment that does not include paper cheque (Hord, 
2005). Wendy et al., (2013) refers e-payment to the transfer of an electronic value of payment 
from a payer to the payee through an e-payment tool which allows customers to remotely enter 
and manage their bank accounts and transactions, performed through an electronic network. This 
study adopts these definitions and mentions the Central Bank of Jordan definition of e-payment 
systems that were mentioned in the Bylaw of Electronic Payment and Transfer of Funds 2017 
(Central Bank of Jordan, 2017), which is “the group of programs or instruments prepared for 
payment, transfer, clearance, or settlement of funds electronically and approved by the Central 
Bank.” Under the bylaw mentioned above, the business activities of the electronic payment and 
transfer of funds companies shall be subject to the supervision and control of the Central Bank 
of Jordan. This will make the payment and transfer of the funds’ activities such as payment or 
transfer or financial settlement or electronic clearing or issuing and managing electronic payment 
tools and systems subject to the Central Bank of Jordan supervision and control, within a new 
system of legislation and regulations governing this framework, requiring any entity that exercises 
these activities to obtain a license from the Central Bank of Jordan. All of this is obtained in 
order to enhance the role of Central Bank of Jordan in supervising and monitoring the activities 
of payment and electronic transfer of funds. As well as enhance the efficiency, soundness and 
effectiveness of payment, clearing and settlement systems, and to achieve transparency, efficiency, 
competitiveness and the protection of financial consumers in the payment sector (Central Bank 
of Jordan, 2016). Also, this will lead to feasibility in technology in terms of security, trust, and 
efficiency that also will affect users’ decision to use e-payment.

Based upon the above study’s conceptual framework, and the content analysis of the previous 
studies, the following most common and relevant factors were selected to be examined in the 
relationship with the intention of the adoption of e-payments services in Jordan culture context.

1.3 Perceived Usefulness
Gerrard and Cunningham (2003) present perceived usefulness to include fixed and transaction costs 
in adopting e-payment. Fixed costs refer to the costs of getting payment tools such as card readers 
and payment software, while transaction costs are those incurred by consumers and merchants every 
time, they carry out a financial transaction. Accordingly, customers can enjoy the usefulness of low 
cost when they involve in electronic transactions as they only need to pay a nominal fee to their 
respective banks, payment service providers and card issuers for the services used (San-Martin and 
Lo´pez-Catala ́ n, 2013; Shankar and Datta, 2018). So, the usefulness of the service is a crucial factor 
explaining the intention to adopt the service (Davis, 1989) and it has been empirically authenticated 
as a vital forerunner of new technology adoption Duane et al., 2014; Arvidsson, 2014; Apanasevic 
et al., 2016;). The statistics of e-payment use in Jordan show that the perception of Jordanians is 
slowly changing from using cash to e-payment due to many reasons. For instance, the attractiveness 
of cards and mobile wallets as transactional e-payment tools; this attractiveness stems from two 
critical sources. First, they allow individuals to minimize their handled cash. Second, there has been a 
gradual increase in consumer demand for cards and mobile wallets use, driven by the convenience of 
using them as a means for conducting transactions (Central Bank of Jordan, 2016). Thus, they offer a 
transactional advantage over cash and cheques; through providing consumers with a convenient means 
of payment which includes users’ ability to spend, store, and transport a currency value through the 
payment systems (Chakravorti, 2003), besides, the primary advantages of e-payment which include 
time, speed, cost and effort savings. Therefore, the perceived usefulness for customers represents a 
valid dimension of the adoption process.
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Before accepting any new technology, customers critically assess all the usefulness they will get 
after using it; therefore the perceived usefulness is the degree of consumer’s beliefs that adopting 
technology will enhance their performance (Davis, 1989). To start with, the relative advantages of 
a new product or services if compared to existing ones is reviewed as one of the most important 
factors affecting consumer adoption. Chou et al. (2004) identify usefulness as a significant driver 
for e-payment systems acceptance and use. Similarly, Eastin (2002) who studied four e-commerce 
activities (online shopping, banking, investing, and e-payment systems) found that before adoption, 
perceived suitability and financial usefulness predict adoption decision. Based on the above discussion, 
this study consequently proposes the following hypothesis: Usefulness relates positively to consumers’ 
attitudes to adopt e-payment in Jordan.

H1.1: There is a significant relationship between perceived usefulness and consumers’ intention to 
adopt e-payment in Jordan.

Ease of Use
This factor has been defined as the level to which an innovation is perceived as complex to understand 
and use (Arvidsson, 2014). Similarly, Davis (1989) defined ease of use as the degree of beliefs that 
using a particular technology will be effortless. Besides, Abrazhevich (2001) stated that a fruitful 
design of e-payment systems from the user position is important to attract user’s acceptance toward 
e-payment. Because of this, problems with usability have been found to justify low adoption of 
a variety of payment systems and tools, including cards, mobile wallets, and internet banking 
(Arvidsson, 2014; Qatawneh et al., 2015). As such, perceived ease of use regarded as a decisive 
factor of e-payment adoption.

Furthermore, this variable may explain consumers’ view on new technologies which relates to 
the amount of complexity of the technology (Mallat, 2007). In short, content, design, and speed are 
essential features leading to perceived ease of use and later influence consumers’ adoption of e-payment 
(Wendy, Et al., 2013). Chen (2008) proposed a model based on TAM and innovation diffusion theory 
(IDT) and found the ease of use as a crucial determinant of e-payment acceptance. Arvidsson, (2014) 
conclude that ease of use of a new payment service or lack of complexity; is expected to lead to a 
positive attitude by the individuals. If it is difficult to start using a new service, there will be usage 
barriers (Wang and Li, 2011) that harm the adoption (Laukkanen and Kiviniemi, 2010;). As such, 
the following hypotheses were developed: Ease of use relate positively to consumers’ attitudes to 
adopt e-payment in Jordan.

H1.2: There is a significant relationship between the ease of use factor and consumers’ intention to 
adopt e-payment in Jordan.

Security
As for security, users’ concerns about safety and security of electronic payment transactions are 
commonly connected to authentication and confidentiality issues as well as to anxieties about 
secondary use and unauthorized entrance to payments and consumer data (Dewan and Chen, 2005). 
Commonly, security is a set of procedures and programs to confirm the data source and guarantee 
the integrity and privacy of the information (Tsiakis and Sthephanides, 2005). Further, it refers to the 
perception regarding payment instruments and mechanisms for saving and transmission of information 
(Lim et al., 2006). So, it gets back to the technical aspects that guarantee integrity, authentication, 
confidentiality, and non-recognition of relationships in e-payment.

Regarding e-payment, security can be classified into three areas (Qatawneh et al., 2015); they 
are systems, transaction, and legal security. This is because e-payment can only be considered as 
confidential when all stages of the transaction process are qualified to satisfy users’ needs and their 
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security expectations. Wendy et al., (2013) stated that security to be an essential obstacle to online 
banking usage, which affects the use of e-payment systems because though consumers’ confidence 
on their selected bank is strong, their confidence in technology remains weak. It is for these reasons 
that security could be a determinant of users’ decision to adopt e-payment (Abrazhevich, 2004). The 
following hypothesis is proposed to confirm the effects of security on e-payment: Security relates 
positively to consumers’ attitudes to adopt e-payment in Jordan.

H1.3: There is a significant relationship between security factor and consumers’ intention to adopt 
e-payment in Jordan.

Self-Efficacy
The degree to which an individual believes in executing any particular activity with the skill they are 
having refers to self-efficacy (Hsu et al., 2011). Dory et al. (2009) stated that self-efficacy represents 
a person understands and beliefs in his or her skills and capability to perform a task given. In this 
regard, self-efficacy in oneself is derived from the experience of one’s mastery. Such self-efficacy 
beliefs are developed as a response to four sources of data which are; experience (success and failure), 
vicarious experience (watching others’ successes and failures), verbal influence (from peers, partners, 
and relatives), and affective state (emotional arousal such as tension) (Wendy et al., 2013). So, it has 
been an important determinant of users’ perception toward electronic payments.

Many studies found that self-efficacy has a significant positive influence on perception and 
behavioral intention to use information systems (Wendy et al., 2013;). Appropriately, users with higher 
self-efficacy tend to experience more types of communication media and function, while users with 
lower self-efficacy may be limited to fewer operations (Li et al., 2011). In the context of e-payment, 
self-efficacy refers to the judgment of one’s ability to use e-payment systems (Qatawneh et al., 2015) 
this factor which influencing e-payment adoption in Jordan and to be confirmed through the following 
proposition: Self-efficacy relates positively to consumers’ attitudes to adopt e-payment in Jordan.

H1.4: There is a significant relationship between self-efficacy factor and consumers’ intention to 
adopt e-payment in Jordan.

Trust
Many studies argue that trust is a vital factor for understanding interpersonal behavior and economic 
exchanges which affects consumers’ perception toward e-payment systems (Wendy, 2013) and then 
its adoption success (Lim et al., 2006). Trust can be defined as a positive expectation of consumer 
towards service provider (Mayer et al., 1995). Palvia (2009) concludes that trust consists of three 
beliefs; ability, integrity, and benevolence. Ability means parties have enough specialized knowledge 
to fulfil their promises. Integrity is the capability of e-payment service entities to keep their obligations 
because of this consumer acceptance of electronic payment needs a belief that concerns of the consumer 
will be addressed (Gupta and Sareen, 2001). Benevolence is the service provider’s concern to defend 
consumer interest. In electronic services, trust is the most important factor which affects consumer 
perception (Yan et al., 2009).

Trust is characterized as a component of the level of risk involved in financial transactions, and 
the result that trust is reduced perceived risk, leading to positive intentions toward e-payment adoption 
(Yousafzai et al., 2003). Prior studies found trust to be a critical determinant impacting consumers’ 
willingness to make e-commerce deals and engage in online exchanges of money (Qatawneh et al., 
2015; Shankar and Datta, 2018). Accordingly, the following hypotheses were developed: Trust relates 
positively to consumers’ attitudes to adopt e-payment in Jordan.
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H1.5: There is a significant relationship between trust factor and consumers’ intention to adopt 
e-payment in Jordan.

Demographics’ Characteristics
According to Rogers (2003), the adopter of new technology is typically younger, have a good income 
and appropriate level of education and more reactive to innovation than the non-adopter. This trend has 
been confirmed by many researchers, such as Margaret and Ngoma, (2013) Mutengezanwa and Mauchi 
(2013), Hidayanto et al., (2015); Yaokumah et al., (2017), Alalwan et al., (2017); Isaac et al.,(2018) 
who concluded that adopters are younger, wealthy and usually have a right level of education, there 
is a consensus among researchers that demographics play an important role in determining internet 
banking behaviour. High income, relatively young age and good education have been singled out as 
explaining the acceptance of internet banking. Gender has been suggested as a factor influencing 
internet banking adoption, while some studies argue that the internet is male-dominated (Venkatesh 
and Morris, 2000). Dalia et al. (2009) conducted research aimed at understanding and explaining 
customers continued intention to adopt internet banking in Egypt. By using a sample of users of 
internet banking services show that demographic variables had no significant effect on continued 
usage of internet banking services. Also, Dehbini et al., (2015) in their study showed that age, gender, 
education, employment and marital status did not significantly related to electronic payment card 
acceptance. While, Lee (2000), in his research, concluded that age, income and education have a 
direct impact and gender has no direct impact on technology adoption. Also, the results obtained 
from other studies exhibited no significant influence of the demographics on the consumer adoption 
of internet banking (Gan et al., 2006). On the other hand, Wang et al. (2003) found that age has a 
significant influence on user acceptance of Internet banking.

Moreover, Alagheband (2006) asserts that young individuals are more likely to adopt Internet 
banking. Ernest Emeka Izogo et al., (2012, in their study, show that the influence of marital status, 
age and education level on the adoption of e-banking is significant. The reverse is the case with such 
demographic variables as gender, religion and income Connolly and Stavins (2015) found that age, 
education, and income are especially strongly correlated with both adoption and use of most payment 
instruments in the United States. Schuh and Stavins (2013) and Koulayev et al. (2016) used data from 
a single year’s SCPC survey data, and all three studies show that demographics and income have 
significant effects on the adoption and use of payment instruments. Yaokumah et al., (2017), on their 
study, revealed that three was no significant differences between the male and female customers in 
the use of e-payment services. However, they indicated that younger customers and higher educated 
had more ICT skills and used the services much more. A critical look at the past studies reviewed 
revealed that the influence of the demographic characteristic of customers on the adoption of e-banking 
service was mixed; therefore, the following hypothesis was formulated:

H1.6: There is a significant relationship between the demographic characteristics of customers (age, 
education and gender) and their intention of the adoption of e-banking payment services in Jordan.

METHoDoLoGy

Based on the study objectives, a questionnaire survey was considered as a valid approach. Thus, a 
questionnaire was developed in line with the study’s conceptual framework and previous studies 
background. In this survey, some variables are factual (for example, customers’ demographic 
characteristics such as sex, age, income and education), whereas others are perceptual (i.e., factors 
influencing the adoption of e. payments and customers’ intention of adoption). A five-point Likert 
scale was used with range (1 = strongly disagree; 2 = disagree; 3 = neutral; 4 = agree; and 5 = 
strongly agree). The questionnaire’s content (constructs and items) were mainly selected from previous 
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studies and adoption theories; Davis, (1989); Wendy et al., (2013). Shankar and Datta (2018).; Kim 
et al., (2009); Isaac et al., (2018); Shankar and Datta, (2018). Moreover, the measurement scales of 
e-payment adoption were adopted by Wendy et al. (2013). For ensuring the reliability of questionnaire 
content, all these selected measures were modified to the Jordanian environment context based on 
the results of a pilot study and feedback from five professional academic staff in this filed (Appendix 
A, the questionnaire). Simple statistical tools like, mean, standard deviation and multiple regression 
analysis were applied.

The target study population comprises from bank customers of commercial banks in Jordan. To 
select the sample population, a convenient sampling technique was employed. Using the convenience 
sampling method, 600 copies of questionnaires were distributed using online, and self-administered 
questionnaire survey and only 487 questionnaires were usable with an 81% response rate. In this study, 
the respondents comprised 48.5% males and 51.5.0% females. The majority of the respondents in 
this study, that is, 64%, were in the age group between 35to 45years old. In terms of their education 
levels, 62.6% of the respondents have obtained a Bachelor degree, and in terms of their per capita 
income, about 56% of the respondents have income between 500 JD to 1000 per month. Also, the 
majority of respondents that participated (83.2%) have instruments, which can be used in e-payment 
and 66.2% of the respondents’ used point of sale terminals for shopping as the most frequently 
e-payment service for their different activities, such as shopping, payment of bills, money transfer, 
mobile credit recharge, and cash withdraw.

Descriptive Statistics
All the items scale (independent and dependent variables) included in the study were tested for their 
means, standard deviations, skewness, kurtosis and reliability. The descriptive statistics presented 
below in Table 1 indicate a positive disposition towards the items. While the standard deviation (SD) 
values ranged from 0.74433 to 0.90692, these values indicate a narrow spread around the mean. Also, 
the mean values of all items were higher than the midpoint (3) and ranged from 3.2244 to 3.9258 
However, after careful assessment by using skewness and kurtosis; the data were found to be normally 
distributed. Indeed, skewness and kurtosis were normally distributed since most of the values were 
inside the adequate ranges for normality (i.e. -1.0 to +1.0) for skewness, and less than 10 for kurtosis. 
The Cronbach alpha coefficient for all the study variables and they are ranged between 0.652 and 
0.878, which means that all the items used were reliable (Sekrane and Bougie, 2009).

Multicollinearity Analysis Results
In statistics, Multicollinearity (Collinearity) is a phenomenon in multiple regression analysis; it arises 
if there is a high level of correlation (positive or negative) between two or more independent variables. 
Multicollinearity can be assessed by the most widely used measures Tolerance and Variance Inflation 
Factor (VIF), which is the proportion of variance in the independent variable that is not explained by 

Table 1. Mean, Standard Deviation, and Normality of Scale Items

Factors Mean S.D Skewness Kurtosis Cronbach Alpha

Usefulness 3.9258 0.77044 -0.880 0.746 0.878

Ease of Use 3.8652 0.74433 -1.120 1.842 0.763

Security 3.5626 0.83073 -0.649 0.001 0.652

Self-Efficacy 3.3337 0.80319 -0.522 -0.621 0.683

Trust 3.4754 0.85821 -0.467 0.107 0.864

E-payment Adoption Intention 3.2244 0.90692 -0.304 -1.067 0.853
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its relationships with the other independent variables. Hair et al., (2009) stated that the minimum cutoff 
value for tolerance is typically (0.10), that is, a tolerance value less than 0.10 should be investigated 
further. On the other hand, the Variance Inflation Factor (VIF) discovers how much Multicollinearity 
problems inflate the variance of the regression coefficients. Noting that (VIF) value is favorable when 
being less than five as well as in more relaxed criterion when being less than 10 (Hair et al., 2010).

From this perspective, the Multicollinearity test for the five main factors (benefit, ease of use, 
security, self-efficacy, and trust) was accomplished, and all (VIF) values were less than (5 and 10), 
and tolerance values were more than (0.10) as shown in Table 2. Consequently, there is no Collinearity 
within collected data, which in result, reinforced the model by avoiding the problem of having 
interchangeable beta values between independent variables and then there was no bias.

TESTING HyPoTHESES RESULTS

The multiple regression analysis techniques were used to examine the main hypothesis and sub- 
hypotheses.

Table 3 summarizes the results of multiple regression analysis, with the F-ratio test, for the study’s 
main hypothesis. The results of the multiple correlation coefficient (R=0.702) value indicate that the 
main hypothesis is accepted at ɑ ⪯.000. Accordingly, it may be concluded that there is a significant 
relationship between these five factors (perceived usefulness, ease of uses, security, self-efficacy 
and trust) and the adoption of e. payments when were taken together. The value of the coefficient 
of determination (R Square) also indicates that 0.49 of variance in the extent of the intention of the 
adoption of e-payment could be explained by these all these factors when they were taken together. 
Adjusted R square value of this study was 0.487 which is very similar to R square value 0.492 as 
shown in Table 3, since adjusted R values always less than or equal R square; it means that if the 
model has been fitted when the whole population participate rather than those who responded in the 
study, there will be 0.005 (0.492 – 0.487) less variance in the model outcome.

Table 2. Collinearity Statistics for Independent Variables

Independent Variables Collinearity Statistics

Tolerance VIF

Benefit 0.422 2.369

Ease of Use 0.425 2.352

Security 0.936 1.068

Self-efficacy 0.853 1.172

Trust 0.493 2.028

Table 3. Model summary

Model R R 
Square

Adjusted 
R Square

Std. The 
error 
of the 

Estimate

Change Statistics

R 
Square 
Change

F 
Change df1 df2 Sig. F 

Change

1 0.702a 0.492 0.487 0.64945 0.492 93.345 5 481 .000

a. Predictors: (Constant), Trust, Security, Self-Efficacy, Ease of Use, Benefit
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By implementing the (α00.05) level of significance to reject or accept the main hypothesis; the 
F- value for the collected primary data was 93.345 which is significant at the level of p<0.05 (sig. 
= 0.000) which means that there is a statistically significant impact of the main five factors (benefit, 
ease of use, security, self-efficacy, and trust) on e-payment adoption intention, as shown in Table 4.

Table 5 started with an estimation of beta coefficients for each independent variable. It gives a 
measure of the contribution of each variable to the model. Clearly, a large value shows that a unit 
change in the independent variable has a significant effect on the dependent variable. Perceived 
usefulness, ease of use and self-efficacy represented the highest beta values, which were 0.281, 0.265, 
and 0.234 respectively, while, security and trust factors represented the lowest beta values, which 
were 0.084 and 0.109 respectively. Therefore, usefulness, ease of use and self-efficacy factors have 
the highest contributions in the research model.

The second part of Table 5 demonstrated t-value and sig—values, which give a rough indication 
of the impact of each independent variable. For instance, a big absolute (t) value and a small (p) value 
indicate that a predictor variable is having a significant effect on the criterion variable.

ANOVA analysis was used to test the 2nd hypothesis.

H1.6: There is a significant relationship between the demographic characteristics of customers (age, 
education and gender) and their intention of the adoption of e-banking payment services in Jordan.

It was used to assess the differences among respondents in terms of their intention to adopt 
e-payments services based on their personnel demographic characteristics such as gender, age and 
education. Table 6 summarizes the results of ANOVA for the above hypothesis, and the results indicate 
that the education level was significantly related to the participants’ intention to adopt e-payment 
services, while age and gender were not. Therefore, it could be concluded that the education level 

Table 4. ANOVA Results for Independent and Dependent Variables

Model Sum of Squares Df Mean Square F Sig.

1

Regression 196.860 5 39.372 93.345 0.000b

Residual 202.881 481 0.422

Total 399.741 486

a. Dependent Variable: E-payment Adoption Intention

b. Predictors: (Constant), Trust, Security, Self-Efficacy, Ease of Use, Benefit

Table 5. Coefficients for Variables

Model Unstandardized Coefficients Standardized Coefficients T 
Value

Sig.

B Std. Error Beta

1

(Constant) -0.929 0.210 -4.416 0.000

Usefulness 0.331 0.059 0.281 5.629 0.000

Ease of Use 0.323 0.061 0.265 5.315 0.000

Security 0.092 0.037 0.084 2.500 0.013

Self-Efficacy 0.264 0.040 0.234 6.643 0.000

Trust 0.115 0.049 0.109 2.356 0.019

a. Dependent Variable: E-payment Adoption Intention
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plays an important role in the intention of the adoption of payment service in Jordan and the higher 
educated customer, the more adopted such service.

DISCUSSIoN AND CoNCLUSIoN

In this research, the quantitative approach was applied to examine the relationship between the five 
factors and the dependent variable proposed in the conceptual framework; A multiple regression 
analysis was conducted to test the study proposed hypotheses. The population of the study was the 
banking customers in Jordan (N=600). Data were collected by a structured questionnaire distributed 
to a convenience sample of 487 respondents; the questionnaire consists of 33 items that represent 
the six variables of the study.

The study findings indicate that there is a significant positive relationship between the perceived 
benefit factor and the adoption of e-payment. The perceived benefit factor scored the highest overall 
mean and the highest correlation. The finding found support from preceding studies (Wendy et al., 
2013; Shankar and Datta, 2018; Gbongli, & Amedjonekou, (2019)) that the perceived benefit is a 
crucial driver of e-payment adoption. Wendy et al. (2013) indicated that individuals find it beneficial 
when they made their purchases at unconventional locations and at whichever time of the day. This 
is supported by the study results whereby the respondents stated that they found it easier and more 
convenient to make financial transactions electronically. The study found that Jordanian people 
perceive that e-payment adoption helps them to save time, costs and efforts when they conduct 
financial transactions, in addition to this, the speed and accuracy of the process. Shankar and Datta, 
(2018) indicated that this factor has a significant impact on consumers’ intention to adopt technology-
enabled product which is consistent with the findings of many previous e-payment adoption-related 
studies (e.g. Duane et al., 2014).

The findings of this study emphasized that customers would adopt a new technology only when 
they found it useful to fulfil their specific needs and they would switch to another payment method 
for a financial transaction if they perceived an extra benefit in less or similar cost. The reflections 
of test findings for the perceived usefulness are summarized as: (1) Benefit factor contributes to 
increasing consumer’s intention to adopt e-payment in Jordan. (2) The more costs, time and efforts 
saving, provided by e-payment tools, the more the e-payment adoption in Jordan. (3) The speed and 
accuracy of e-payment process provided for consumers in Jordan, contribute to increasing the adoption 
of this method and (4) The availability and suitability (anytime and anywhere) of e-payment method 
increase consumers’ intention to adopt it.

Table 6. ANOVA results for Hypothesis H1.6

Types of Social 
Media networks

Sum of 
Squares

Df Mean 
Square

F Sig.

Age Between Groups 2.439 2 1.220 1.486 0.227

Within Groups 397.302 484 .0821

Total 399.741 486

Gender Between Groups 2.936 1 2.936 3.588 0.059

Within Groups 396.805 485 0.818

Total 399.741 486

Education Between Groups 35.311 4 8.828 11.676 0.000

Within Groups 364.430 482 0.756

Total 399.741 486
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Ease of use scored the second-highest overall mean, this factor is correlated with consumers’ 
intention to adopt e-payment in Jordan, and the result is highly significant. Some banks, cards 
issuers and payment service providers (PSPs) in Jordan have also offered tutorials and advice to 
their customers on how to use the various e-payment tools and channels. To some extent, Ease of 
use factor allows the individuals to think that they are in control of the transaction process. The 
conclusions mentioned above were consistent with previous literature (e.g Wendy et al., 2013; 
Gbongli, & Amedjonekou,. (2019).) where the respondents feel that the e-payment instruments are 
user-friendly with easy to understand process and content. According to this, customers found it easy 
to learn the use of e-payment, where only minimal efforts are required. Shankar and Datta (2018) 
emphasized that individuals can adopt e-payment only when they find it easy to use in comparison 
with other traditional payment methods for a financial transaction. The repercussions of (H2) test 
results for this study are as follows: (1) The simplicity of learning how to use e-payment tools and 
channels enhance the customers’ intention to adopt this method. (2) When the process of e-payment 
is clear and understandable for customers, it will positively contribute to improving their adoption of 
e-payment in Jordan and (3) When consumers become skilful in using e-payment tools and channels, 
their intention to adopt e-payment will be improved.

While security factor scored the lowest overall mean between the five factors and therefore, the 
lowest level of correlation scores with consumers’ intention to adopt e-payment variable, multiple 
regression results show otherwise. The result is a bit inconsistent with prior studies (Bailey et al., 
2017; Isaac et al. (2018; Gbongli, & Amedjonekou, (2019)), but it was supported with the result of 
Wendy et al., (2013) study. The implication that Jordanian people do not perceive the security factor 
to be a crucial issue can be clarified from the point that customers more and more recognize the steps 
taken by the Central Bank of Jordan, local banks, payment service providers and cards issuers, as 
well as all the related party to address the challenges associated with security. These moves would 
have instilled customers’ confidence to use e-payment tools and channels. However, the significant 
correlation coefficient reported that security is another important factor requiring attention because 
of the mean score, positive correlation and multiple regression results, which indicate that security, 
is significantly responsible for the change in consumers’ intention to adopt e-payment in Jordan, 
and this implies that adequate attention still has to be paid on security factor. The following points 
summarize the reflection of (H3) results for this study: (1) Consumer concerns about security issues 
for the e-payment method influence their intention to adopt e-payment and (2) Consumers believe 
about the degree of security in e-payment have a significant impact on consumers intention to adopt 
e-payment.

Self-efficacy factor scored somehow high overall mean, and this factor is significantly 
correlated with consumers’ intention to adopt e-payment in Jordan. The conclusions as mentioned 
above were consistent with previous literature (e.g Wendy et al., 2013); Bailey et al., 2017 since 
the majority of individuals have tried e-payment tools and channels, their positive experience 
allows them to continue adopting e-payment. Friends, family, and other people who have used the 
e-payment method would have passed positive comments which further influence the consumers’ 
intention to adopt e-payment. In addition to this, if e-payment were easy to use, the consumers 
would have perceived that they own the skills and capabilities to complete their financial 
transactions and this will increase their confidence (Wendy et al., 2013). The following points 
summarize the reflection of (H3) results for this study: (1) When consumers heard previously 
about an e-payment tool effect, this will enhance their intention to adopt e-payment. (2) Feedback 
of others has an impact on the consumer’s intention to adopt e-payment. (3) Recommendation 
from family\friend about an e-payment tool and its effect would improve consumers’ intention 
to adopt e-payment and (4) The degree of confidence when using e-payment instruments will 
influence consumers’ intention to adopt e-payment.
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The study findings indicate that there is a significant positive relationship between trust factor 
and the adoption of e-payment with a high overall mean and considerable correlation Consumer trust 
is an important factor while adopting the technology-enabled product, as consumer trust reduces 
their perceived risk which leads to adoption (Mallat, 2007; Kalini et al., 2019). The results also 
indicated that initial trust has a significant impact on adoption intention. This result is consistent 
with the findings of many e-payment adoption studies (Arvidsson, 2014; Shankar and Datta, 2018;). 
Therefore, service providers should improve their security system to protect consumers’ privacy 
and to prevent the occurrence of any frauds; the trust issue has a significant impact on consumer’s 
intention to adopt e-payment as a result of the few knowledge about digital financial services and 
electronic payment method in Jordan. However, the Central bank of Jordan launched the digital 
financial literacy campaign in 2019 to raise awareness on e-payment and digital financial services 
and probably this will solve the trust issue. The repercussions of (H2) test results for this study are 
as follows: (1) Trust degree in e-payment legal frameworks will enhance consumers’ intention to 
adopt e-payment in Jordan. (2) Trust degree in the ability of the e-payment system to protect customer 
privacy has a significant impact on their intention to adopt this method. (3) When the degree of risk 
associated with e-payment is low, the intention of consumers to adopt e-payment will be affected, 
and (4) Trustworthiness in payment services provider (PSP) and other related parties will positively 
contribute to improving consumers’ intention to adopt e-payment.

The study findings indicate that the level of education factor is the only personal demographic 
characteristics has a significant relationship with the intention of the adoption of payment services, 
while gender and age were found insignificant. This result is supported by previous studies such as 
Hamza, A. & Shah, A. (2014).; Yaokumah et al., (2017Dehbini et al., (2015); Baile et al., (2017); 
Isaac et al., (2018); Gbongli, & Amedjonekou, (2019). Therefore, bank policymakers should pay 
more attention to those who are highly educated customers for the adoption of e-payment services 
in Jordan regardless of their age or gender. The following above Figure 2 illustrates the modified 
research theoretical framework according to the independent variables beta values. Each independent 
variable within the five factors is listed in a descending order to reflect its significance in consumers’ 
intention to adopt e-payment in Jordan. In addition to R square value, that reflects a robust positive 
relationship between the main five factors and the intention to adopt e-payment

Figure 2. Modified theoretical framework
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Research Theoretical and Managerial Implications
The main aim of this study is to investigate the impact of (benefit, ease of use, security, self-efficacy, 
and trust) factors on consumers’ intention to adopt e-payment in Jordan. The Literature review provided 
in this study was to explain the relationships between study constructs as clarified in the conceptual 
framework. The proposed model of this research considers users and non-users of e-payment in Jordan 
as a case study to test the research hypotheses. Since there is a lack of studies conducted in Jordan to 
discover this issue, it is interesting to inspect these factors, particularly in the Jordanian setting due 
to the fascinating improvements that are currently occurring. Accordingly, this study is the first of 
its kind to take the TAM model, which consists of five major factors (benefit, ease of use, security, 
self-efficacy, and trust) and demographic variable (age, gender and education) within the context 
of Jordan. It contributed and supported the existing literature about the relationships between the 
five mentioned factors and e-payment adoption. This study has provided its contribution concerning 
e-payment adoption, particularly from a country which has shown favorable growth in electronic 
payment use. Noting that; similar studies shall use the validated instruments in this research to confirm 
whether the findings are similar or different.

This study has a significant managerial perspective; the findings of it hold several implications 
for the development of e-payment method to increase the pace of adoption in Jordan. Accordingly, 
the following practical recommendations are suggested: Jordanian banks, payment services providers, 
card issuer and other related parties should continually develop their e-payment services because of 
the promising growth rate of this method adoption. Services provided by the mentioned parties shall 
meet consumers’ expectations. As stated by Wendy et al., 2013 and, Bailey, et al., 2017 Baile et al., 
2017 e-payment methods should be convenient and effective in order to win greater market share 
from cash and to create or heighten consumers’ awareness. Moreover, the parties, as mentioned above, 
must ensure that the e-payment tools, channels, and system are always secure in order to maintain 
trust and confidence for their consumers.

The findings of this study show that consumers need to be educated on how to use the available 
e-payment tools and channels. Employees in Banks, payment service provider and the rest parties 
can play a role to inform and educate consumers about the e-payment method. Furthermore, 
in order to boost confidence and enhance trust within consumers in Jordan, which is a crucial 
issue that related parties should prioritize, they should provide error-free process, reliable and 
responsive customer services as well as speedy transaction. Hence, they should ensure that users 
have good experiences with the technology, as these experiences could translate to a positive 
impact on their intentions to adopt e-payment. Also, they should organize campaigns to increase 
the awareness on the usefulness and convenience, particularly, highly educated customers. The 
Central bank and the government of Jordan, in general, have to maintain a competitive environment 
in the country where innovation can continue to foster new tools, channels and services, as well 
as lower the transaction costs for customers, merchants and overall businesses. Furthermore, the 
policymakers, overseer in Central Bank of Jordan, local banks and payment service providers 
all have important roles to play, to guarantee the security and trustworthiness of the e-payment. 
The regulator should continue to ensure stability and financial integrity by controlling e-payment 
services in order to protect consumers.

Research Limitations and Future Studies
Although the results concluded from this study are considered significant, several limitations should 
be considered when evaluating and generalizing the study’s conclusions. The study was conducted in 
one country, Jordan. Although Jordan is a valid indicator of prevalent factors in the more extensive 
developing countries, the lack of external validity of this research means that any generalizations 
of the research findings should be taken with caution Also the small sample size raises the issue 
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of generalizability. Some categories were not represented as needed. Therefore, the researchers 
recommend using a qualitative approach when conducting future research to increase the goodness 
of results including the various governorates in Jordan and a larger sample in future studies will 
enrich the results and give a more comprehensive view of the study elements. Future research may 
take into consideration the barriers as mentioned above and other factors that affect the acceptance 
and adoption of e-payment in Jordan.
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APPENDIX: THE STUDy QUESTIoNNAIRE

Part one: General Information
1.  Gender:

a.  Male
b.  Female

2.  Age:
a.  Between 18 years and 35 years
b.  Between 36 years and 45 years
c.  Between 45years and 55 years
d.  More than 55 years

3.  Education:
a.  High School Degree
b.  Diploma
c.  Bachelor Degree
d.  Postgraduate Degree

4.  Monthly per income:
a.  Less than 500Jd
b.  500-1499 JD
c.  1500 -2499 JD
d.  2500 JD and More

5.  What payment methods do use frequently?
a.  Credit card
b.  e-Wallet account
c.  Debit card
d.  Automated clearing house

6.  What are the most frequent uses of e. payment by you?

Part Two: Please Indicate How Much Do you Agree\ Disagree with Each Statement
Put a ✓ in the space that represents your answer:

Strongly disagree: 1
Disagree: 2
Indifference: 3
Agree: 4
Strongly agree: 5

Table 7. 

No. Statement 1 2 3 4 5

1 Usefulness Factor

1.1 Using e-payment tools would be advantageous.

1.2 It saves my time when using an e-payment tool.

1.3 It reduces the incurred cost when using an e-payment tool.

1.4 It helps in reducing the amount of effort required to make payments using electronic tools.

1.5 All the transactions can be performed at anytime and anywhere when using an 
e-payment tool.

continued on following page
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No. Statement 1 2 3 4 5

1.6 The speed of the e-payment system flow is faster than the traditional payment system.

1.7 The electronic billing and transaction process are accurately handled.

2 Ease of Use Factor

2.1 Learning to use an e-payment tool is easy.

2.2 I believe that when I use the e-payment tool, the process will be clear and understandable.

2.3 I believe that it is easy for me to become skillful at using e-payment instruments.

3 Security Factor

3.1 I am concerned about security when using an e-payment method.

3.2 I think that an e-payment method is less secure than a traditional payment method.

3.3 Matters of security have a significant impact on me in utilizing an e-payment tool.

4 Self-Efficacy Factor

4.1 I will only use an e-payment instrument if I heard about it before.

4.2 The feedback of other individuals will affect my intention to use e-payment.

4.3 I will use a new e-payment tool when one of my friends\ family introduce it to me.

4.4 I feel confident using an electronic instrument for making my payment and money transfer.

5 Trust Factor

5.1 I trust that legal frameworks for e-payment provision are sufficiently robust to secure 
and protect consumers.

5.2 I trust on the ability of an e-payment system to protect my privacy.

5.3 I feel that the risk associated with the e-payment system is low.

5.4 I believe that e-payment service provider implements adequate security measures to 
secure my data.

6 The Adoption/ Intention to adopt E-Payment:

6.1 I believe that the e-payment method is better than the traditional payment method.

6.2 I believe in the usefulness of e-payment compared with traditional payment.

6.3 I think that e-payment usefulness is the main factor to adopt e-payment.

6.4 I believe that risks associated with e-payment are higher than traditional payment.

6.5 I think that risks associated with e-payment are the main factor that affects consumer’s 
intention to adopt it.

6.6 Currently, my degree of use for e-payment tools to make financial transactions is:

6.7 In the future, I think that I adopt/ will Intend to make my payments and money 
transfers through an electronic instrument.

Table 7. Continued


