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Abstract 

 

Trust in prior marketing research is considered to be the 

milestone in the dealing between two entities. Likewise, 

information systems’ researchers considered customer’s trust in 

e-Services to be an essential element in accepting such services. 

In the case of internet banking services (IBS) in the Jordanian 

context, the early stage of trust will be under investigation since 

the majority of people are not adopters for IBS. The main aim of 

this paper is to identify, define, and categorise the factors that 

influence Jordanian’s initial trust in IBS.  

 

A systematic qualitative literature survey approach has been 

adopted and reports the following categories: firstly, trust bases 

category includes: personality-based trust, cognition-based trust 



 

 

(Reputation), institutional-based trust (structural assurance); 

secondly, Information Technology category includes website 

factors (security, privacy, and general online experiences); 

thirdly, social factors (national culture); finally, diffusion of 

innovation factors: Relative advantages and compatibility. The 

selection of the previous factors depends on the user 

characteristics (no prior experience in IBS), and context 

characteristics (national culture of the Jordanian context). These 

factors can be useful for increasing organisations’ (i.e. banks) 

understanding and addressing customer’s initial trust in IBS in 

the Jordanian context. 

 

Keywords: Initial trust, internet banking services, intention to 

use, Jordanian Context 

 



 

 

Introduction 

 

Early 1980s, Banks attempted to provide their customers with 

remote banking services which represented the foundation of 

internet banking services (Bidgoli 2004). Dandapani & Curran 

(2004) argued that internet banking services (IBS) have become 

a necessity in our daily life. In this study, we define IBS as the 

customer’s ability to access their bank accounts and complete all 

their banking transactions through bank websites without a need 

for a physical presence at banks. In Jordan, the year 2000 was the 

starting point of IBS (Awamleh et al. 2003). Now, in 2013, banks 

that offer IBS in Jordan are 20. (Detailed list of Jordanian banks 

can be provided on request). 

 



 

 

According to annual governmental reports in Jordan (Ministry of 

Information and Communications Technology 2011; 

Telecommunications Regulatory Commission 2011, 2012), 55.9% 

of Jordanians had internet connection at that time. Due to this 

diffusion of the internet in Jordan, the adoption and usage of e-

services would grow considerably. Nevertheless, the usage of e-

services in general and IBS in particular was extremely low; the 

latest governmental report in Jordan showed that only 3.6 % of 

Jordanians use IBS (Department of Statistics 2009). (No further 

latest report). 

 

Previous studies which were conducted in Jordan found many 

factors affect the adoption of new technologies. Most of these 

studies have extended previous theories by adding other factors 

such as culture, trust, technological factors, and other social 



 

 

factors. For instance, the technology acceptance model (TAM) 

was used in Al Sukkar and Hasan 2005, others combined the 

diffusion of innovation (DOI) theory and TAM (e.g. Alomari 

2012), or adopted the unified theory of acceptance and use of 

techonolgy (UTAUT) (e.g. AbuShanab and Pearson 2009). We 

noticed that most of the previous studies in Jordan shared the 

investigation of trust and pointed that trust plays a significant 

role in adopting new technologies (e.g. Abbad 2011). This study 

presents a move through investigation that aims at identifying 

factors that affect trust. 

 

According to McKnight et al. (1998) trust is a crucial element for 

dealing in an off-line environment, and a number of more recent 

studies consider trust to be a determinant factor in online dealing 

(Kim et al. 2009; Lin et al. 2011; McKnight et al. 2002b; Susanto 



 

 

et al. 2013; Zhou 2011). Accordingly, trust plays a significant role 

in encouraging customers to use IBS. Since initial trust is the first 

step of trust, this study focuses on this important part of trust 

and the factors that affect it. 

 

Initial trust in developed countries is expected to be different 

from developing countries. Furthermore, most of the initial trust 

literature was conducted in developed countries (Susanto et al. 

2013). Moreover, most of the literature was conducted in 

developed countries (USA: 10, China: 4, UK: 2, Australia: 1, Korea: 

1, and Taiwan: 1). On the other hand, we found only 4 studies 

that were conducted in developing countries (Malaysia: 2, 

Indonesia: 1, and Saudi Arabia: 1). Therefore, lack in the number 

of studies in developing countries shows the necessity to do 

further research in this area. Consequently, the research question 



 

 

of this study is: what are the factors influencing the customer’s 

initial trust of IBS in the Jordanian context? To answer this 

question, we aim to provide an extensive critical review of the 

available studies concerning the factors that influence the 

customer’s initial trust. Consequently, we can do future research 

on the customer’s initial trust of IBS in the Jordanian context. 

 
The rest of this paper is structured as following: in the next 

section, a research method is presented to discuss the path and 

steps of our research. Then, a section for theoretical background 

of IBS and trust is presented. In addition, researchers categorise 

the factors which are mentioned in the existent literature of 

initial trust. 

  

 



 

 

Research Method 

 

In this study, we analyse the current situation of internet banking 

services’ (IBS) usage in the Jordanian context. And, we focus on 

trust as one of the barriers of using IBS in Jordan. A qualitative 

analysis for the literature has been done in order to define the 

factors that influence trust of IBS. This research adopts the design 

science research process (DSRP) model which was proposed by 

Peffers et al. (2006). Figure 1 shows the sequence of six research 

steps. This paper represents the first two steps: (problem 

identification and motivations and research objectives, questions, 

and literature). 

 

Please see figure 1 in the pdf version 

 



 

 

The empirical research method goes with six steps. As shown in 

figure 1, the research starts by identifying a problem and 

motivations to solve it. In the second step, the researcher 

develops the objectives of the study and starts collecting data 

about the problem from different resources. For the literature 

part, the researchers use some keywords (e.g. initial trust, 

culture, Arab countries, and developing countries) to conduct 

their research in databases such as Springer, Emerald, Google 

scholar, and EBSCO. The researchers analysed classified the 

articles they got from those databases. Then, they considered the 

articles which investigated initial trust. In future research, the 

researchers are going to propose a model to examine the 

relationships between the selected variables themselves, and 

with initial trust. 

 



 

 

Theoretical Background 

 

Internet Banking Services in Jordan 

 

Internet Banking service (IBS) in Jordan started in 2000.  

Awamleh et al. (2003) stated that two banks in Jordan (Arab 

Bank and Jordan Kuwait Bank) have already some services 

delivered on their websites since 2000. In 2013, we have checked 

the websites of the Jordanian banks to check the availability of 

IBS and found that there are out of 16 Jordanian commercial 

banks three of them don't offer IBS, and out of 9 foreign banks 

two of them don't offer IBS. In total, the number of Jordanian 

banks that offer IBS is 20 out of 25. (A detailed list of Jordanian 

banks can be provided on request). 

 



 

 

Recent Jordanian studies in the field of management information 

systems considered the lack of user’s trust to be a barrier which 

affects information system success (Abbad 2011; AbuShanab and 

Pearson 2009; AL-Majali and Mat 2011; Al Sukkar and Hasan 

2005). In addition, Al-Hujran et al. (2011) reported that trust is a 

major barrier in e-Government adoption. Due to the importance 

of trust, we focus on the early stage of the customer’s trust (initial 

trust) of IBS in the Jordanian context. 

 

Initial Trust 

 

The concept of trust is widely used in many sciences. Basically, 

trust is divided into initial trust and ongoing trust. The need for 

previous knowledge and a period of time are the main differences 

that distinguish the formation process of the two types of trust. 



 

 

Initial trust is formed temporary and does not rely on any 

previous knowledge (Kim & Tadisina 2007). On the contrast, 

ongoing trust needs long time to be formed and it is based on 

knowledge or previous experience, which is gained after the 

initial trust formation. 

 

In this study, the researchers focus on customer’s initial trust and 

the factors that influence it. That is because a sample of this study 

will be the Jordanians who have never used IBS. For the purpose 

of this study, initial trust can be defined as the level of trust that 

the trustor (i.e. customer) has about unfamiliar trustee (i.e. IBS) 

without relying on previous knowledge or experience of using it. 

 

 

 



 

 

Literature Review 

 

This section discusses the literature review of initial trust and 

clarifies the factors that affect it. After we had reviewed 21 

studies, we built Table 1 which categorises the literature’s 

factors. The first author labels four categories which are: trust 

bases category, Information Technology category, social category, 

and diffusion of innovation theory category.  Eight sub-categories 

and 26 dimensions are found. This draws our attention to the 

need of human and Information technology alignment. The 

labelling of categories identified from the literature is subject to 

human error and mistakes, which may lead to inconsistency 

(Weber 1990). Therefore, two researchers independently and 

concurrently checked the categories and their inter-connections; 



 

 

which were then adjusted by the first author of this paper. This 

has been done to minimise any possible omissions or errors. 

 

Trust bases factors 

 

Trust bases include Personality-based, cognition-based, 

institution-based, calculative-based, and knowledge-based. The 

name of this category comes from the source, nature, and the 

effect of these factors on the customers’ perception. The 

following paragraphs discuss these sub-categories briefly. 

 

• Personality-Based Trust: personality-based trust is defined 

as propensity or tendency to believe in the positive 

attributes of others in general (McKnight et al. 2002b). It is 

also known as propensity to trust or disposition to trust. 



 

 

Some studies claimed that faith in humanity and trusting 

stance are the two dimensions which represent personality-

based trust (see table1, row 1). However, most of the 

literature indicates that personality-based trust has been 

widely examined as one construct (without any dimensions) 

(see row 3) 

 

• Cognition-Based Trust: It represents the way that trust is 

formed during the first impression or meeting rather than 

first-hand knowledge or previous interaction (Meyerson et 

al. 1996). Table 1 explains that cognition-based includes 

four dimensions which are: reputation, size, corporate 

image, and willingness to customise. 

 

• Institutional-Based Trust: Two institutional predictors of 



 

 

initial trust have been introduced; situational normality 

(SN) and structural assurance (SA). According to Baier 

(1986) and Lewis and Weigert (1985), SN means that the 

normality of such a situation makes someone believe that 

his/her order is in a proper environment and will succeed. 

SA means that the existence of structures such as 

guarantees, regulations, rules, polices, security, legal 

resources, or other procedures will increase and promote 

success (Shapiro 1987; McKnight 1998). 

 

• Calculative-based trust: Gefen et al. (2003) illustrated that 

trust in this view results from analysing the ongoing 

relationships; it is shaped through rational assessments of 

the costs and benefits of another party in the relationship. 

This sub-category does not have dimensions (see row 8). 



 

 

 

• Knowledge-based trust (a.k.a. Familiarity):  results from the 

accumulated experience of dealing with the other parties 

(Gefen et al. 2003).  In our case, it means the experience of 

using IBS itself. 

 

Information Technology factors 

 

This category is defined as any factor related to information 

technology itself. Two main sub-categories represent the 

technological part, website factors and institutional-based 

(technological part). These sub-categories and their dimensions 

are discussed below. 

• Website factors: includes all the factors related to a website. 

Ten factors were found in the literature. Most of the literature 



 

 

focused on security and privacy which were identified as major 

customer’s concern in online trust. Others examined factors from 

existed models and theories (perceived usefulness and perceived 

ease of use, enjoyment of technology, compatibility). In addition, 

website quality, information quality, and website usability were 

taken into account. Finally, the familiarity with online 

environment (user’s previous experiences) was considered. 

 

• Technological institutional-based: contains two dimensions 

which are technological situational normality (refers to the 

experience which the user has from dealing with such situation), 

and technological structural assurance (refers to the existence of 

technological safeguards (e.g. encryption)), certifications of a 

third-party, and feedback mechanisms. 

 



 

 

Social category  

 

Culture factors: is defined as all factors related to social life and 

dealing directly with people. There are two dimensions that 

represent this sub-category, which are: interaction (means the 

availability of inter-consumer communication), word of mouth 

(means the recommendation to use or not use coming either 

from tie strength or relational content). Both of these dimensions 

have the same meaning but in a different way. The characteristic 

of word of mouth existed in collectivism societies such as the 

Jordanian society. 

 

Governmental support (support that the government gives to 

adopt IBS) 

 



 

 

Diffusion of innovation theory category 

 

Two dimensions were found in the literature, which are: relative 

advantages/benefits (means the benefits realized when a new 

service offers more value to customers than existing ones), and  

compatibility (means The degree to which an innovation is 

perceived as consistent with the existing values, past 

experiences, and needs of potential adopters). 

 

Please see table 1 in the pdf version 

 

Discussion 

 

This paper has explained the current situation of internet 

banking services’ (IBS) usage in Jordan. Through survey related 



 

 

literature, we have found that most recent studies named trust as 

one of the most important impediment of using, accepting, or 

adopting IBS. Thus, we have focused on the factors which 

influence trust of using IBS among Jordanians. Since more than 

96 % of Jordanians have not used IBS before (no previous 

experiences in IBS), this study has focused on customer’s initial 

trust which suit the characteristics of the study population. 

Obviously, the intensive literature survey that we have made 

therefore gives us a broad view of customer’s initial trust and the 

factors that influence it. 

 

Based on the literature review, there are many dimensions that 

do not suit the particular problem of IBS adoption in the 

Jordanian context, since these dimensions assume that users (i.e. 

customers) should have previous experiences and knowledge 



 

 

with the trustee (e.g. Calculative-based, knowledge-based). In 

addition, many dimensions have similarity in their meaning (e.g. 

website usability and perceived usefulness and relative 

advantages). Moreover, some dimensions are more 

comprehensive than others (e.g. website quality is more 

comprehensive than information quality). Finally, the social 

factors which were mentioned in our literature (i.e. word of 

mouth and interaction) represent a part of the Jordanian culture. 

Consequently, recent studies in Jordan showed that the Jordanian 

culture has a significant impact on adopting new technologies 

(e.g. Al-Hujran 2008). Thus, national culture should be 

considered in our research. In summary, our dimensions from 

trust bases category are: personality-based trust, cognition-based 

trust (Reputation), and Institutional-based trust; from the social 

factors (national culture); from the diffusion of innovation theory 



 

 

factors: relative advantages and compatibility; from technological 

category: website factors (security, privacy, general online 

experiences). 

 

Conclusion 

 

The aim of the paper is to identify factors influencing the 

customer’s initial trust of internet banking services (IBS) in the 

Jordanian context. Analysis of existing studies enabled us to 

identify the most important and suitable factors of the problem 

under consideration i.e. the adoption of IBS in the Jordanian 

society. In this study, we focus mainly on the factors that may 

affect the customer’s initial trust without any need for any 

previous experiences. Our analysis of the literature review has 

showed the most important and suitable factors for our study. 



 

 

The context of this study is (i.e. Jordanian context), by necessity, 

leading us to select the factors based on its characteristics. In 

other words, we took into account the lake of Jordanians’ 

experiences in using IBS and the national culture. Depending on 

these two criteria, we select the factors that suit our study. We 

have broadly divided these factors into four categories. 

Relationships between these factors and initial trust will be 

validated in the context of IBS adoption in Jordan, and will be the 

focus of our future work. 
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