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Abstract 

This study aims at understanding why bank customers show resistance to adopting e-banking 

and identifying the characteristics of young and mature non e-banking users. We seek to 

identify barriers that act as a resistance behaviour to the adoption of e-banking. A 

questionnaire survey was conducted on 150 Tunisian customers who are not e-banking users. 

The results show that the two groups have the same perception of the barriers to e-banking 

adoption and consider that the main obstacles relate to risk and image. We contribute to 

enriching the literature on resistance to the adoption of e-banking in an emerging country. 

The results have important implications for the communication strategy to be adopted to 

target non e-banking adopters and reduce their resistance. 

Keywords: Innovation, resistance to adoption, e-banking, barriers to adoption, cluster 

analysis 

 

 

Introduction 

Banks need to identify sources of resistance to the adoption of innovation and understand 

why consumers reject online banking (e banking) ( Laukkanen et al. , 2008). There is a need 

to understand the psychology of resistance to promote and ensure wide dissemination of 

innovation (Sheth, 1981). This need is further explained by the fact that few studies have 

focused on resisting the adoption of innovation compared to the large number of studies that 

focused on innovation adoption of. Accordingly, Cornescu and Adam ( 2013) argue that most 

research has focused on the positive aspects of adoption and focused little on studying 

barriers to innovation adoption. Similarly, Hanafizadeh , et al. , (2014) , in their review of the 

literature on e-banking between 1999 and 2012, identify only 12 of 165 items that address 

barriers to adoption. 

With the improvement of living conditions and quality of health system in Tunisia, life 

expectancy has increased and people aged over 50 in the population has been increasing since 

independence. Moreover, aged people have a significant heritage accumulated during their 

careers and have significant purchasing power. They thus constitute a market segment highly 

targeted by banks. To better serve this segment, banks seek to understand the behaviour of 

aged people towards innovation and to identify the reasons why they resist adopting e 

banking. This is to say that banks became interested in studying the resistance to the adoption 



International Journal of Computer Application                                                Issue 4, Volume 3 (May-June 2014)                                                                                                                  

Available online on http://www.rspublication.com/ijca/ijca_index.htm                                       ISSN: 2250-1797 
 

R S. Publication (rspublication.com), rspublicationhouse@gmail.com Page 158 
 

of new banking services in Tunisia. Then, this study aims at contributing to the better 

understanding of the factors explaining the non subscription Tunisian customers to e banking.  

This paper is structured into five sections. The first presents the characteristics of the 

Tunisian banking system. The theoretical framework will be reviewed in the second section. 

The third section describes the research methodology. The fourth section presents the results. 

Finally, the fifth section discusses the results and presents the implications and the limitations 

and future research avenues. 

1 - The characteristics of the Tunisian banking system 

The Tunisian banking system consists of 22 banks with a wide branch network (more than 

1300 agencies). Tunisian banks have a strong banking structure, with a rate of about 50 %. 

Meanwhile, the banking system is in a continuous expansion, and it is expected to be 

reinforced by more than 400 agencies in order to achieve by the end of 2010 , the rate of an 

agency for 7000 inhabitants (against 8400 2009 ) (Amen Invest, 2011). On the other hand, 

there has been growth in the number of bank cards distributed which increased from 

2,082,905 million at the end of December 2009, to 2,346,165 cards at the beginning of 2010. 

Moreover, available indicators show that 55% of Tunisian assets are holders of a credit card 

(Amen Invest, 2011). 

The pace of banking automation has accelerated with the proliferation of ATMs. The number 

increased to 1608 during the first ten months of 2010, against 1,409 in December 2009. 

Moreover, the number of Electronic Payment Terminal installed in stores increased from 

10,450 in 2009 to 11,843 units in 2010. Moreover,  internet is used by a large segment of the 

Tunisian population and over 80 % of Tunisian commercial banks offer E banking (Nasri, 

2011). Accordingly, out of a population of nearly 10.732,900 inhabitants, the number of 

Internet users reached 4.2 million in June 30, 2012, representing a coverage rate of 39.1%, 

against 2.000,000 68,000 users in June 2008. This coverage rate is high compared to the rate 

in Africa which is 15.6 % (Nasri and Charfeddine, 2012; Internet World Stats, 2012). 

However, although the supply of Tunisian banks in e banking is well developed, the number 

of users of these services remains limited compared to other services (Nasri and Charfeddine 

, 2012). Thus, there is a need to understand non- adoption of e banking and to identify factors 

behind Tunisian consumers’ resistance to E banking adoption. 

2 – Theoretical Framework:  

Resistance is a normal reaction to an innovation and adoption can only begin after its 

disappearance. Resistance appears when characteristics, its source, its content and objectives 

of innovation conflict with the previous consumer’s representations (Ram and Sheth, 1989). 

We distinguish between two main categories of barriers: functional barriers and 

psychological barriers. We present in what follows the two categories of barriers and the 

impact of personal characteristics on resistance to e banking adoption.  

2-1 - Functional barriers (use, value and risk)  

They emerge when the consumer perceives significant changes at the time of adoption of an 

innovation (Ram and Seth, 1989). Use as a barrier relates to the incompatibility of innovation 

with the consumer’s practices, habits and experience. Smigin and Foxal (1998) found that if 

innovation involves changes in usage patterns, there will be resistance to innovation. 

Laukkanen et al (2007) argue that the incompatibility of innovation with habits and past 

experiences are an obstacle to E banking adoption. Value as a barrier is itself based on the 
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economic value of an innovation relying on the assumption that if innovation does not 

provide a financial benefit, there is no motivation to adopt (Ram and Sheth, 1989). It follows 

then that the cost of Internet banking can be a barrier to its use (Zhou et al, 2010). Finally, 

perceived risk has a negative influence on the intention of adopting e banking (Yiu et al, 

2007). Darpy and Volle (2003) show that consumers perceive risk when they cannot foresee 

the consequences of their behavior. As for Gerrard et al , (2006), they find that risk is the 

main factor that explains why consumers do not adopt e banking. 

2-2 - Psychological barriers  

They relate to tradition, image, lack of confidence, personality and consumer’s need for 

human interaction. They often emerge as a result of a conflict with consumers’ prior beliefs.  

Tradition refers to changes that may induce innovation in consumers’ routines. If these 

routines are important, tradition as barrier is probably high (Ram and Sheth, 1989). 

Laukkanen et al (2008) found that if there will be changes in the routines there is a resistance 

to the adoption of innovation.  Ram and Sheth (1989) find that there is a negative relationship 

between negative image and resistance to innovation. Negative image leads to resistance to 

the adoption of mobile banking (Laukkanen et al, 2007).  Negative impressions imply 

resistance to e banking adoption. Lack of trust inhibits development of online transactions 

and particularly the dissemination of e-banking (Zaoui and Akremi, 2003). Consumer 

personality is also a determinant of resistance to innovation (Ram, 1987). Finally, 

interpersonal interactions are, from consumer perspective, attributes that determine 

evaluating experience of service. Indeed, customers prefer to deal with human operators 

rather than with self-service technologies (Thornton and White, 2001). 

2-3 - Consumer personal characteristics 

Consumers’ personal characteristics are likely to generate an impact on their resistance to 

change Ram (1987). Age and gender are among these characteristics.   Zeithmal and Gilly 

(1987) found that the elderly are the most resistant to technological change. As for Marr and 

Prendergast (1991), they consider that the elderly prefer human contact and encourage the use 

of bank staff rather than self-service technologies. Thus, age is a significant variable that 

differentiates between different categories of technology users. Several studies have 

identified significant relationships between individual differences and technology acceptance 

(Venkatech and Morris, 2000). Abrouh - Robieh (2005) states that older people with low 

education and low annual earnings are less comfortable and more anxious to conduct online 

banking transactions. Laukkanen et al (2007) found that age related to risk and image 

obstacles and indicated differences between aged and young people’s behaviour towards 

mobile banking. Thus, aged and young people perceive differently barriers to e banking 

adoption. Therefore we hypothesize that the determinants of resistance to e banking use 

change with age. This is what we try to test in this study. 

3 - Methodology 

The methodology refers to data collection, measurement scales of our variables, the 

exploratory factor analysis and mean comparison test. 

3-1 - Data collection 

A face-to-face questionnaire survey was conducted on a sample of 150 Tunisian bank 

customers who have not adopted E banking. Respondents were asked to express their level of 
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agreement or disagreement on a 1 to 5 scale, with 1 being “Totally disagree” and 5 being 

“Strongly agree”. 

2.3 - The scales 

The measurement scales summarize the main obstacles to the adoption of online banking 

(use, value, risk, tradition, and image) and measure the intention to adopt online banking 

services. Relying on the relevant literature and specifically on the work of Kuisma et al 

(2007), Laukkanen and Lauronen (2005). Fain and Roberts (1997), Black et al (2001), 

Featherman and Pavlou (2003), Liao and Cheung (2002 ) we identified 23 items that measure 

five types of barriers to e banking adoption. 

3-3 - Statistic Data Processing  

Statistic data processing was performed using the SPSS 18 software. We purified our data 

applying a PCA and calculating Cronbach’s alphas and we carried out a mean comparison 

test based on the perception of barriers.  

4 - Presentation of the results  

Below, we present the results of exploratory factor analysis and those of the mean 

comparison test.  

4-1 - The exploratory factor analysis (EFA)  

Based on the EFA and using the PCA method, 3 items that have factor loadings lower 0.5 

were eliminated. Following the purification of scales, 20 items were selected as shown in 

Table 1 below.  

Table 1: The results of the exploratory factor analysis (EFA) 

Items 

 

Factor  

Loadings 

Cronba

ch 

Alpha 

KMO Chi 

square 

Sig 

Usage barrier 

E-BANKING is easy to use.  

Use of E-BANKING is convenient.  

E-BANKING is quick to use.  

Progress of E-BANKING is clear.  

Practical possibility to change the password 

and personal data. 

 
0,796 

0,782 

0,786 

0,602 

0,768 

0,800 0,816 221,812 0,00 

Value Barrier 

Use of E-BANKING is economical.  

Use of E-BANKING helps me better 

control the balance of my account.  

E-BANKING offers no advantage for 

monitoring the balance of my account. 

 

0,892 

0,892 

 

 

Eliminated 

0,738 0,500 63,444 0,00 

Risk Barrier 

I fear that the internet connection is 

interrupted.  

I am afraid of making mistakes.  

I risk losing my username and password.  

E-BANKING may not function properly 

which can cause problems for my account.  

 
0,652 

0,600 

0,863 

0,762 

 

0,554 

0,836 0,791 485,581 0,00 
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Use of E-BANKING can lead to financial 

losses.  

It takes time to learn to use E-BANKING.  

E-BANKING does not go with my vision.  

I am afraid of losing personal information 

about my account.  

I am afraid of piracy and fraud by malicious 

people. 

0,675 

0,827 

0,688 

 

0,682 

Tradition Barrier 

Banks press clients to adopt E-BANKING.  

The visits and discussions with agency staff 

are a source of pleasure and joy.  

E-BANKING is  more enjoyable than the 

services received at the agency. 

 
0,840 

 

0,840 

Eliminated 

0,577  0,500 27,316 0,00 

Image Barrier 

I think that e-banking is very complicated. 

I have the impression that e-banking is 

difficult. 

I have a positive image of e-banking. 

 

0,951 

0,951 

 

Eliminated  

0,894 0,500 156,745 0,00 

  

Cronbach's alphas range from 0.577 to 0.894. This indicates acceptable levels of reliability 

(Nunnally, 1967), cited by Laukkanen et al , (2008). Sampling adequcy of Kaiser- Meyer- 

Olkin (KMO = 0.816 ) and the Bartlett 's test of sphericity (p < 0.001 ) confirm that the factor 

analysis is adequate. Therefore, we can continue our analysis and use the previous results to 

conduct a mean comparison test. 

 4-2 - Presentation of the results 

We present below the characteristics of the young and aged groups and their perception of 

barriers to E banking adoption. 

4-2-1 - Characteristics of aged and young groups 

Note that at the outset the definition of aged people changes from one author to another. 

Laukkanen et al, (2007), consider the aged segment as consisting of of people aged 55 and 

over, while for Conaway (1994) aged group consists of people aged 50 and over. We 

distinguish between those aged under 50 and those aged 50 and over. The results obtained are 

reported in Table 2 below : 

Table 2: Distribution of the sample 

 Number Percentage 

Less than 50 years : young 117 78,0 

50 years and over : aged 33 22,0 

Total 150 100,0 

 

The sample includes 117 people, where 78% of the sample are aged under 50 and 33 people, 

or 22% of the sample, represents aged people, 50 years and over. The structure of our sample 

is similar to that of the sample studied by Laukkanen et al, (2007).  
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4-2-2 - Perception of barriers by aged people  

The mean scores of the perception of the different barriers to E-BANKING adoption by aged 

people are reported in Table 3 below.  

Table 3: Mean Scores of barriers to E-BANKING adoption by aged people 

Barriers  Mean Scores Standard Deviation 

Usage  2,52 1,35 

Value  2,27 1,45 

Risk 3,70 1,18 

Tradition 3,17 1,27 

Image 3,31 1,38 

 

In Table 3, we found that risk barrier is the greatest obstacle in the adoption of E-BANKING 

by aged people (3.70), followed by the image barrier (3.31) and the tradition barrier (3.17).  

Usage and value barriers have the lowest means of (2.27) and (2.52). Aged people have a 

negative image of online banking, which explains their preference to use the agency because 

they consider discussing with the staff as a source of pleasure and joy. The main obstacles to 

the adoption of online banking for aged people refer to psychological barriers (tradition and 

image) and the risk barrier. 

4-2-4 - Perception of barriers by young people 

The mean scores of resistance factors to e banking adoption for this group are reported in 

Table 4. 

Table 4: Mean Scores of barriers to E banking adoption by young people 

Barriers  Mean Scores  Standard Deviation 

Usage  2,40 1,44 

Value  2,34 1,38 

Risk 3,54 1,40 

Tradition 2,96 1,52 

Image 3,19 1,42 

 

Table indicates that risk is the main barrier to E banking adoption by young people (3.54), 

followed by image (3.19). Value, use and tradition barriers have the lowest means (2.34), 

(2.40) and (2.96) and are not obstacles to E banking adoption by young people. Moreover, 

young people feel that online banking is compatible with their habits and practices and it is 

easy to use offering high performance at lower prices. Young customers of Tunisian banks 

found that online banking is more pleasant than the services received at the agency. Finally, 

we can conclude that the main barriers to the adoption of online banking services by young 

people are image and risk as shown in Table 4 above. 

4-2-5 - Comparison of the perception of barriers by young and aged people 

Table 5 below presents the results of the mean comparison test of the perceptions of aged and 

young people. The results indicate that risk and image are the main barriers to the adoption of 

online banking for both age groups. It seems that aged people have a slightly more favourable 
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perception of online banking (2.66) than young people (2.47). We further note that aged 

people do not adopt E banking by fear of making mistakes (4.42). They consider that E 

banking can cause problems in the management of their account (4.09) and that online 

banking is not compatible with their image and vision (3.54). They fear losing personal 

information about their account (4.30) and finally they are afraid of being hacked (4.27). In 

fin, security and privacy risk, risk due to uncertainty and social risk are the main risks 

associated with the adoption of e banking by aged people. 

Tradition distinguishes further the two groups : aged people consider tradition as an obstacle 

to e banking adoption while young people do not consider tradition as an obstacle to its 

adoption. Usage and value do are not considered significant barriers by both young and aged 

people. Young people, fearing interruption of internet connection (3.41), consider that they 

may lose their username and password (3.83), assume that online banking can lead to 

financial losses (3.71) and that it takes time to learn to use e banking (3.43). They also fear 

losing personal information r (3.88) and are afraid of being hacked (4.01). Our hypothesis has 

been thus confirmed. In conclusion, let us remember that security and privacy risk, functional 

risk, economic risk and the risk of loss of time are the main risks to the adoption of online 

banking services for young people. 

Table 5 : e banking resistance in young and aged people 

Items 

 

Mean for 

young people 

(- 50 years) 

Mean for 

aged people  

(+ 50 years) 

 

Sig. 

Usage barrier 

E banking is easy to use.  

Use of E banking is convenient.  

E banking is quick to use.  

Progress of E banking is clear.  

Practical possibility to change the password and 

personal data. 

2,40 

2,24 

2,69 

2,25 

2,24 

2,61 

2,52 

2,51 

2,42 

2,36 

2,63 

2,72 

 

ns  (0,958) 

ns (0,085) 

sig (0,029) 

ns (0,749) 

ns (0,529) 

Value Barrier 

Use of E banking is economical.  

Use of E banking helps me control the balance 

of my account.  

2,17 

2,17 

2,17 

2,34 

1,90 

2,70 

 

ns (0,809) 

ns (0,071) 

Risk Barrier 

I fear that the internet connection is interrupted.  

I am afraid of making mistakes.  

I risk losing my username and password.  

E banking may not function properly which can 

cause problems for my account.  

Use of E banking can lead to financial losses.  

It takes time to learn to use E banking.  

E banking does not go with my vision.  

I am afraid of losing personal information about 

my account.  

I am afraid of piracy and fraud by malicious 

people. 

3,54 

3,41 

3 ,50 

3,83 

3,11 

 

3,71 

3,43 

3,02 

3,88 

 

4,01 

3,70 

3,24 

4,42 

3,48 

4,09 

 

3,42 

2,60 

3,54 

4,30 

 

4,27 

 

sig  (0,028) 

sig  (0,000) 

 ns  (0,471) 

ns  (0,031) 

 

ns (0,125) 

ns (0,148) 

ns (0,067) 

ns (0,315) 

 

sig (0,016) 
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Tradition Barrier 

Banks press clients to adopt E banking  

The visits and discussions with agency staff are 

a source of pleasure and joy.  

3,54 

3,01 

3,50 

3,83 

3,24 

4,24 

 

ns (0,364) 

sig (0,001) 

Image Barrier 

I think that E banking is very complicated. 

I have the impression that E banking is difficult. 

3,56 

3,60 

3,52 

3,64 

3,60 

3,69 

 

ns (0,092) 

ns (0,261) 

 

Conclusion and Discussion 

Our study showed that risk and image are perceived by Tunisians as main barriers to the 

adoption of E-banking by both aged and young people. However, intensity of risk is higher in 

aged than in young people and it seems that aged people need more information than young 

people to be reassured. Banks may use communication and face-to-face to overcome the risk 

faced by aged people. They may also target those aged people who tend to keep a youthful 

spirit as asserted by Oumil et al, (2000). They may also use demonstration platforms to 

encourage testing of E-banking and show its advantages and ease of use. 

Today almost all banks offer E-banking services that allow customers to make permanent and 

various remote operations. These services have been adopted by a large number of customers 

but their use remains low. This study has allowed us to understand the behaviour of aged and 

young people towards these services. The results indicate that risk and image are the most 

intense barriers to the adoption of E-banking for both aged and young Tunisians. These 

groups consider E banking as risky and it seems they have an unfavourable image of E 

banking. Tunisian banks are expected to enhance the security of their E banking services and 

improve their image through advertising campaigns, demonstrations, trial periods and 

personal interviews with potentially profitable customers. 
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