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Resumen
Bankers worldwide are interested in user´s behaviour in adopting technology-enhanced banking
services. This paper analyses the factors that affect the adoption of social technology by users of
internet banking services in the Middle East context. The Technology Readiness and Acceptance
Model is applied to data from a survey of 338 users in Egypt, Jordan, Kuwait, Lebanon and Saudi
Arabia. Findings indicate that technology readiness plays an important role in forming the perceived
ease of use. Another main finding is that, contratry to previous research, only perceived ease of use
and playfulness influence on the intention to continuous use of these services.
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USE AND ACCEPTANCE OF SOCIAL TECHNOLOGIES BY
INTERNET BANKING SERVICES USERS IN THE MIDDLE EAST

1. INTRODUCTION
Nowadays the social technologies (ST) represent a global phenomenon, for example, in December
2013 Facebook had 1.23 billons of active users per month, and 81 per cent of the users were from
abroad U.S.A and Canada. In the Arab countries, 93 per cent of the internet users visit social
networking sites and they spend between two and four hours using these services per day (Dennis et
al., 2013). In general, the users are demanding ST based services, such as banking services, among
others, and the companies have to respond to the new expectations of the consumers. In addition, the
Gulf Cooperation Council banks (Bahrain, Kuwait, Qatar, Oman, Saudi Arabia and the United Arab
Emirates) are changing their strategy and turning it thought a more customer-oriented one (Accenture,
2011).

In general terms, the economic benefits for companies of adopting ST based services are clear (Lu et
al., 2005): increase in the retention rate, satisfaction, and customer perceived credibility. Research on
ST adoption is still very recent and there is a lack of research on this subject. There are some relevant
approaches to the study of the impact of ST on management and marketing (Garrigos-Simon et al.,
2012), on brand loyalty (Laroche et al., 2013), and on how ST adoption does not only help to increase
sales but also increases the enterprise's productivity (Auger et al., 2010). In addition, ST adoption
leads to improvements in the competitiveness of enterprises, and a large number of companies have
had higher revenues and lower operating costs (Chui et al., 2012). Finally, ST, when applied, provides
advantages for dissemination of innovative ideas in the area where the organization operates, helping
the company to increase the number of weak links that facilitates the transmission of new ideas and
knowledge, and as a result creates a social recognition (Jarrahi and Sawyer, 2013). Therefore, in a few
years, ST has turned out to be an essential tool especially in those sectors that require a direct
relationship between enterprises and customers (Hinz, et al., 2014).

Research about the adoption of ST in the organizational context and at the individual context is
needed. There are few studies about this topic and they were conducted in some specific cultural
context (Schlagwein and Prasarnphanich, 2014). For example, if the GLOBE classification is used,
some research have been done in the Anglo Cluster, such as Canada (Laroche et al. 2013; Reich and
Benbasat, 2000), Australia (Standing and Kiniti, 2011), UK (Michaelidou, et al., 2011; Ramadani and
Rajwani, 2010), and the USA (Terence et al., 2012). In the Confusian Cluster, there are studies in
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China (El-Haddadeh et al., 2012; Zhang, 2011), South Korea (Jin, 2013; Joo, 2011), and Taiwan (Pai
and Arnott, 2012). In the Southern Asia Cluster, in Thailand (Nugultham, 2012) and Malasya (Daud
and Zakaria, 2012). In Latin European Cluster, in France (Barron and Schneckenberg, 2012) and Italy
(Corrocher, 2011). Finally, other researches compare different geographical areas, such a South
America, South Europe and South Africa (Danis et al., 2011).

The researchers have been paying attention to the Middle East cluster in relation to the Arab spring
and the ST as drivers of that phenomena (Markhan, 2014). However, it is still scare the previous
literature about ST adoption in the Arab countries. Previous research has been conducted according to
the acceptance and use of information technology (IT) in Saudi Arabia or Kuwait (Al-Gahtani et al.,
2007; Rouibah et al., 2011). The scarcity is more evident in online banking. Al-Somali, Gholami and
Clegg (2009) analyzed the acceptance of online banking in Saudi Arabia, but in the case of ST based
banking services, particularly, there is an absence of research in culturally different countries, such as
the Middle East ones, making it relevant to study this particular context.

Specific research is needed in order to understand the drivers and inhibitors in the adoption of ST for
individuals and organizations in this context. This paper contributes to the literature by extending the
Technology Acceptance Model, analysing the factors that affect the adoption of ST based services and
its continued use by Middle East users (Lin et al., 2007; Jin, 2013). The paper continues as follows.
After a literature review, the research model and the hypothesis are described. The methodology and
main results are summarized next. The conclusions, limitations, future research, and managerial
implications close the paper.

2. LITERATURE REVIEW
2.1. Concept of social technologies

The term ST is used interchangeably and as a synonym for social software, social media, or Web 2.0
(Berthon et al., 2012; Constanitnides and Fountain, 2008; Kaplan and Haenlein, 2010; Kietzmann et
al., 2011; Li and Bernoff, 2008; O'Reilly and Battelle, 2009). To some extent, this situation causes
confusion, and it is necessary to clarify the terms to get a clear and deeper concept of ST. In principle,
the difference between Web 2.0 and social media is that the first is a technology-set of online tools
that supports social interaction among users, while the later one represent the contents transferred
through this technology (Berthon et al., 2012). In other words, ST are a group of Internet-based
applications that build on the ideological and technological foundations of Web 2.0, and that allow
the creation and exchange of User-Generated Content (Kaplan and Haenlein, 2010, p. 61).
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2.2. Technology Acceptance Model (TAM)
After the “computer revolution” the world has become more dependent on technology, and a growing
body of academic research has focused on the determinants of acceptance and use of computer
technology by the users. Among the models that have been proposed, Technology Acceptance Model
(TAM) (Davis 1986; Davis et al., 1989) is the most widely accepted model (Pavlou, 2003; Wang et al.,
2003), because of its generalization and its confirmed empirical force through a large number of
academics on IT (Venkatesh, 2000). Consequently, there is a general agreement about the validity of
TAM in predicting the acceptance of various technologies by individuals.

TAM argues that two variables, perceived usefulness (PU) and perceived ease of use (PEU) are major
structures that determine attitudes toward adoption, intended use, and the actual use of the technology.
PU is defined as the degree in which a person believes that using a system notably improve their
performance, while the PEU refers to the measure in which a person considers that using a system will
be particularly effortless. Several previous studies have pointed out the similarities between the beliefs
of perceived usefulness and ease of use of TAM, and the constructs of relative advantage and
complexity in the theory of diffusion (Taylor and Todd, 1995). Later, Venkatesh, Morris, Davis and
Davis (2003) have modified the model, as an extended TAM (ETAM), suggesting it as a
complementary model. However, some authors have considered it too simple, and overstating the
decisions of the user (Bruner and Kumar, 2005). The differences between them are evident. While, on
one hand, people in a work environment may adopt a system against their will, due to management
policies, on the other hand, consumers are free to choose among numerous alternatives (Lin et al.,
2007). For example, customers of a company that is present in the applications of ST can choose to
communicate with companies via the conventional channels (e.g., phone, email, personal contact), or
through ST, or both.

However, all service delivery processes require a certain level of participation of clients, and this is
true even in the context of electronic services. Therefore, due to the level of participation required by
the customer for co-producing the service, TAM may be inadequate to explain consumers’ behaviour
regarding technology adoption. Related to this, Venkatesh (2000) and Pavlou (2003) considered many
variables about individual differences, demographic and situational variables, cognitive variables, and
variables of personality. Finally, as reported by Lin et al. (2007, p. 642), “a model that incorporates
some variables of individual differences is a necessary first step to identify and qualify the
psychological process of the perception of the value of the technology”.
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2.3. Technology Readiness and Acceptance Model (TRAM)

Technology Readiness (TR) refers to the propensity of people to adopt and use new technologies to
achieve the objectives. The construct of guidance and acceptance of ST can be seen as a measurement
of a general state of mind and as a reflection of a mental image of facilitators and inhibitors that
determine a persons’ predisposition to use new technologies (Parasuraman, 2000). The construct TR
includes four sub-dimensions: optimism and innovative character (positive TR), discomfort and
insecurity (negative PR). Optimism refers to a positive view of the technology, and the conviction that
technology can give people more control, flexibility and efficiency. The innovative nature represents
the tendencies of people to be pioneers in technology and became opinion leaders. The discomfort
dimension refers to a perceived lack of control over the technology and the feeling of being
overwhelmed by it. Finally, insecurity is a distrust of technology and having doubts about its ability to
function properly.

TAM is used to measure the perception of usefulness and ease of use for a system in particular. TR, on
the other hand, represents the general beliefs about technology. Lin et al. (2007), based on the theories
of consumer behaviour discipline, claimed that the two models are intuitively interrelated. In general,
when consumers make a choice, they seek information in its memory. As a result, the individuals’
general beliefs about technology, which come from previous experience, are used to link perceptions
of utility and ease of use of a specific system. These experiences, based on personal assessments, may
be more important for consumers with a low level of specific knowledge of the system, because they
are more likely to process alternatives of choice using non-figurative general criteria. Thus, based on
previous reasoning it could be reasoned that individuals, when evaluating a new technology, do so
using their implicit cognitive information (i.e., TR) rather than explicit cognitive assessments (i.e.,
usefulness and ease of use).

Some studies have found that optimism; innovativeness, discomfort, and insecurity play an important
role in technology use, the combination of TAM and TR, TRAM. In addition, TR is also a powerful
factor with respect to satisfaction and intentions to continuous use (Lin et al., 2007; Jin, 2013).

Other studies have explored the playfulness dimension as a cognitive factor (Hsu and Lin, 2008)
through which the pleasure and satisfaction for the performance of an attitude are developed. It is
logical to assume that ST users are involved in the activity of networks because of the process, the fun
and enjoyment. Perceived playfulness (PP) has demonstrated to have a significant effect on the use of
the Internet. In addition, playfulness was added to the TAM or TRAM by various studies (Jin, 2013;
Huysman and Wulf, 2004; Padilla-Meléndez et al., 2013). Therefore, the components of TR and
playfulness should have significant effects on the adoption and use of ST (Berthon et al., 2012).
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3. RESEARCH MODEL AND HYPOTHESIS
According to Lin et al. (2007) and Jin (2013), the positive TR (PTR), the negative TR (NTR) and
other factors as PEU, PU, PP and the intention to continuous use (ICU), are indicators of acceptance of
technology. All these factors will be studied conjointly in this research. Consequently, the following
hypotheses are proposed for the case of ST based services:

H1: The positive technology readiness (PTR) influences positively perceived ease of use (PEU) of ST
based services by users.
H2: The positive technology readiness (PTR) positively influences the perceived usefulness (PU) of ST
based services by users.
H3: The positive technology readiness (PTR) influences positively perceived playfulness (PP) of ST
based banking services by users.
H4: The negative technological orientation (NTR) is negatively associated with the perceived of ease
of use (PEU) by ST based banking services users.
H5: Negative technology readiness (NTR) is negatively associated with perceived usefulness (PU) of
ST based banking services by users.
H6: Negative technology readiness (NTR) is negatively associated with perceived playfulness (PP) of
ST based banking services by users.
H7: The perceived ease of use (PEU) of ST based banking services by users has a significantly
positive effect on the perceived usefulness (PU).
H8: The perceived ease of use (PEU) of ST based banking services by users has a significantly
positive effect on perception of playfulness (PP).
H9: The perceived ease of use (PEU) by the users has a significantly positive effect on intention to
continue use of ST based banking services (ICU).
H10: The perceived usefulness (PU) by users has a significantly positive effect on intention to
continuous use of ST based banking services (ICU).
H11: The perceived playfulness (PP) by users has a significantly positive effect on intention to
continue use of ST based banking services (ICU).

Continued use of a technology does not fully explain its use, if external variables affect the ease of use
and usefulness, and even playfulness. Therefore, PEU affects usefulness, playfulness and the intention
to continuous use at the same time, therefore, the following research model are proposed.

7

Figure 1: Research model

4. METHODOLOGY
To provide an empirical explanation, based on the literature review, the research model was applied to
the banking sector. As research context, five Middle East countries, specifically Egypt, Jordan,
Kuwait, Lebanon, and Saudi Arabia were selected. Upon literature review, this area lacked for
empirical research on IT and ST adoption, especially regarding the use of TRAM to explain
continuous use of ST based banking services.

To validate the model and the hypotheses, a web survey using Google Forms tool was designed. Later,
the questionnaire was distributed through well-known pages on Facebook to reach as much ST users
as possible. A total of 338 valid respondents were obtained during summer 2013.

To ensure the content validity of the measurements, items were selected from the literature review (see
Table 1). As mentioned, a quantitative web survey was developed and addressed to users of ST based
banking services in the context of the research, in order to validate the research model and hypotheses.
The survey approached individuals (consumers of banking services) located in these countries. The
answers from users younger than 18 years old were excluded, as they do not have the legal capacity to
have a bank account. In addition, non-users of ST were excluded. The survey was conducted in
Arabic. Three people participated in the translation of the questionnaire from English to Arabic and
backwards to ensure a similar understanding. The collected data was analysed using SPSS version 20
and EQS 6.1 for Windows. The final sample was formed by 338 users from five Middle East countries
(see Table 2).
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Table 2: Survey summary
Country
Egypt
Jordan
Kuwait
Lebanon
Saudi Arabia
Gender
Female
Male
Age
18-25
26-35
36-45
>45
Education level
Basic education
Secondary education
University degree
Postgraduate
Total

Frequency
152
51
31
41
63
Frequency
180
158
Frequency
110
106
72
50
Frequency
17
54
189
78
338

%
45,0
15,1
9,2
12,1
18,6
%
53,3
46,7
%
32,5
31,4
21,3
14,8
%
5,0
16,0
55,9
23,1
100

5. DATA ANALYSIS AND RESULTS
To evaluate the association between quantitative variables and categorical variables, the means of the
distribution of the quantitative variables in each of the group were compared. The existence of mean
differences of the variables according to the respondent’s socio-demographic profile were calculated.
As the data were not normal, non-parametric tests, such as the U of Mann-Whitney were applied. For
the categorical variables having more than two categories, the K independent samples contrasted by
the Kruskal-Wallis test were applied.
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Summarizing the results, it was observed that among the four categorical variables analysed, the
variable country was the one with more mean differences. There were differences among countries
surveyed in terms of dissatisfaction, insecurity, PEU, PU and PP. In relation to age, differences were
seen in innovativeness, PP and the ICU. Moreover, level of education was found with a significant
relationship with optimism, innovativeness and insecurity. Results highlight also the relationships of
innovativeness with other variables, in particular, gender, age and educational level (Table 3).

Table 3: Results of the analysis of mean differences
Variables
Optimism
Innovativeness
Discomfort
Insecurity
Ease of Use
Usefulness
Playfulness
Intention to continue use

Gender

Country



Age








Educational level







(*) The marks shows were significant differences were found.

Applying exploratory factorial analysis, it was found that values of all the variables analysed (PTR,
NTR, PEU, PU, PP, and ICU) represented values bigger than 0.5 in the test of KMO. With respect to
the test of sphericity of Bartlett that contrasts the null hypothesis, it was observed that the significance
was < 0.05 (all variables have zero significance), so it can be said that data was suitable for factor
analysis (Afifi and Clark, 1996; Everitt and Dunn, 1991; Hair et al., 1999; Obson, 1992). To analyse
the convergent and discriminative validity from the perspective of the relationships between
constructs, the matrix of correlations between variables was used. It was checked that correlations
among variables of a same construct proved to be superior to correlations between variables of
different constructs. Therefore, the measurement scale had convergent and discriminative validity. The
external validity refers to the degree in which it is ensured that the sample is representative of the
population that it wants to generalize. As mentioned above in the methodology, a random sampling
was used, which allowed to obtain a sample of 338 valid responses, with sampling error 5.33 per cent
and 95 per cent of confidence level, making it possible that the results were generalizable to the
population.

Once the validity and reliability were probed, an exploratory factor analysis was conducted in order to
observe the different dimensions or factors underlying the measurement scale. A factorial model
composed of eight factors, which brings together the 25 observed variables, was obtained. The
variance explained in the factorial model showed that each factor model was well discriminated
against this group of variables. Below is the composition of the factors obtained.
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The loadings of all factors were reasonable, as it was the index of reliability, which was greater than
0.7 in all factors (see Table 4). The load factor indicates the correlation between each variable and the
corresponding factor; thus, a variable with greater load factor will be more representative of the factor.

Finally, communalities were analysed. As criterion, it was considered that at least 50% of the variance
was explained in each variable, so the variables with less than 0.5 commonalities are considered
insufficiently explained and they should be removed (Hair et al., 1999). Table 5 shows that the
commonalities of all items are > 0.5. As a result, it was considered that the variables were sufficiently
explained.
Table 4: Reliability of measurement scales
Variables
Optimism
Innovativeness
Discomfort
Insecurity
Ease of Use
Usefulness
Playfulness
Intention to continue use

Nº of items
4
3
3
3
3
3
3
3

Cronbach Alfa
0.905
0.906
0.721
0.796
0.957
0.843
0.863
0.899

Table 5: Total variance and commonalities of the factorial model
Factors
Optimism

Nº of items

4

Innovativeness

3

Discomfort

3

Insecurity

3

Ease of Use

3

Usefulness

3

Playfulness

3

Intention to continue use

3

Items

Variance

P18_1
P18_2
P18_3
P18_4
P18_5
P18_6
P18_7
P19_1
P19_2
P19_3
P20_1
P20_2
P20_3
P22_1
P22_2
P22_3
P23_1
P23_2
P23_3
P24_1
P24_2
P24_3
P25_1
P25_2
P25_3

3.121
0.365
0.272
0.242
2.526
0.331
0.143
1.928
0.619
0.453
2.13
0.574
0.296
2.764
0.142
0.093
2.303
0.506
0.191
2.359
0.444
0.197
2.498
0.291
0.211

Extraction sums of
squared loadings

% of variance

3.121

78.021

2.526

84.216

1.928

64.274

2.13

71.001

2.764

92.14

2.303

76.772

2.359

78.621

2.498

83.258

Commonalities
0.752
0.804
0.801
0.763
0.879
0.878
0.770
0.562
0.673
0.693
0.771
0.776
0.583
0.923
0.935
0.906
0.825
0.845
0.634
0.848
0.825
0.686
0.861
0.824
0.813

Confirmatory factor analysis is a small and particular case analysis of structural equations, whose
potential is its usefulness to validate the measurement scale, key issue for further generalization of the
results (Kline, 1998). However, unlike the exploratory factor analysis, confirmatory factor analysis is
used to assess the validity of a series of latent variables that cannot be observed directly. After making
the confirmatory analysis using structural equations (EQS, 6.1) it was confirmed the scale used
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consisting of 25 items. Using the EQS software version 6.1., with 338 cases and 37 variables, it was
verified that the data were not normal, as the multivariate kurtosis coefficient of Mardia (27,8700
value) and its standard estimator (20,2537), was higher than the recommended values. Once the nonnormality of data was contrasted, the statistical program EQS version 6.1 was used, as it allows
estimating robust indicators of level of fit, as well as the statistical chi square robust, called SatorraBentler Scaled Statistics that corrects the Chi-square, taking into account the non-normality of
variables (Satorra and Bentler, 2001).

The model was identified using the method of maximum likelihood with robust indicators. Two latent
variables, PTR (positive technology readiness) and NTR (negative technology readiness) are shown in
the diagram. In addition, there were four dependent variables: PU, PEU, PP and ICU. To assess
whether the values obtained could adequately interpreted, some indices were estimated (see Table 6).

Table 6: Model fit indices (robust method)
Index
Satorra-Bentler scaled Chi-square
Liberty grade
Probability to Chi-square statistic
Bentler-Bonett Normed Fit Index
Bentler-Bonett non-normed fit index
Comparative Fit Index (CFI)
Bollen's (IFI) fit index
McDonald's (MFI) fit index
Root mean-square error of approximation (RMSEA)
90% confidence interval of RMSEA

Value
9.4166
8
0.30838
0.989
0.994
0.998
0.998
0.998
0.023
(0.000. 0.070)

Recommended value
p ≥ 0.05
≥ 0.9
≥ 0.9
≥ 0.9
≥ 0.9
≥ 0.9
≤ 0.05
small

Given the results, the model was considered as fitting the data and, therefore, the significant
relationships between the different constructs to validate the assumptions made were analysed. The
acceptance and rejection of different hypotheses are detailed in Table 7. This model reflects the
behaviour of users of Middle East banks, regarding the continued use of the ST. As a result, the
validation of assumptions and relationships is reflected in the following chart (see Figure 2).

Table 7: Hypothesis validation
Hypotheses
H1: The positive technology readiness (PTR) influences positively perceived ease of use (PEU) of
ST based banking services by users.
H2: The positive technology readiness (PTR) positively influences the perceived usefulness (PU)
of ST based banking services by users.
H3: The positive technology readiness (PTR) influences positively perceived playfulness (PP) of
ST based banking services by users.
H4: The negative technological orientation (NTR) is negatively associated with the perceived of
ease of use (PEU) by ST based banking services users.
H5: Negative technology readiness (NTR) is negatively associated with perceived usefulness (PU)
of ST based banking services by users.
H6: Negative technology readiness (NTR) is negatively associated with perceived playfulness (PP)
of ST based banking services by users.
H7: The perceived ease of use (PEU) of ST based banking services by users has a significantly
positive effect on the perceived usefulness (PU).
H8: The perceived ease of use (PEU) of ST based banking services by users has a significantly
positive effect on perception of playfulness (PP).

Validation
Accepted
Not accepted
Not accepted
Accepted
Not accepted
Not accepted
Accepted
Accepted
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Hypotheses
H9: The perceived ease of use (PEU) by the users has a significantly positive effect on Intention to
continue use of ST based banking services (ICU).
H10: The perceived usefulness (PU) by users has a significantly positive effect on intention to
continuous use of ST based banking services (ICU).
H11: The perceived playfulness (PP) by users has a significantly positive effect on Intention to
continue use of ST based banking services (ICU).

Validation
Accepted
Not accepted
Accepted

Figure 2: Standardized Solution

6. DISCUSSION
Recent literature has characterized ST as an innovation (Li and Bernoff, 2008). However, there are
few studies that have examined ST adoption by companies and customers, such as, for example,
mobile technologies, social networks, and Web 2.0. We proposed an extended technology acceptance
model to analyse the adoption of ST based banking services by users in the Middle East context
(Egypt, Jordan, Kuwait, Lebanon, and Saudi Arabia). We used the TRAM model framework and
discussed the main variables that affect the results of the ST adoption were discussed in detail. These
variables were optimism, innovativeness, discomfort, insecurity, ease of use, usefulness, playfulness
and intention to continuous use. From these variables we develop the proposed research model, raising
the main hypotheses of research and developing a measurement scale, adapted to the context of
application, the study of bank users in five Middle East countries (Egypt, Jordan, Kuwait, Lebanon
and Saudi Arabia).

An empirical study in three phases of analysis was carried out. Firstly, a web-based survey, translated
to the Arabic language, was conducted to acquire primary information on the perception of the
consumers of ST based banking services. TRAM model framework was used, applying various
statistical techniques of analysis. A main contribution of our research is the preliminary analysis of the
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variables that influence the adoption of ST based banking services by Middle East users, we found that
there is relation between the innovativeness and the gender variable, male users in the context of
research are more innovative. In addition, we observed that there are differences between countries,
according to discomfort, insecurity, and perceived ease of use, perceived usefulness and perceived
playfulness. Moreover, we noted that, age has an influence in terms of the innovativeness, perceived
playfulness, and intention to continuous use. Finally, we found that education level is related to
optimism and innovativeness.

Secondly, another main contribution of our research is related to the fact that personality traits
influence individual´s intention to continuous use of ST based services, with perceived ease of use as
moderator variable, in the Middle East context. This results are consistent with previous research
conducted by Yoon and Barker-Steege (2013) and Jin (2013). According to H1, we confirm that
positive technology readiness influences positively perceived ease of use of ST based services users.
This finding suggests that users with the familiarity and experience with ST are more likely to exhibit
the beliefs of perceived ease of use for business-consumer interaction, and therefore, they have more
positive attitudes towards interaction. Secondly, we found that the negative technological orientation is
negatively associated with the perceived of ease of use of ST based services users (H4).

Therefore, the psychological process that describes the evaluation of user interaction on social
platforms businesses can be illustrated in the following manner:
TRPEU  ICU; TRPEU PP  ICU

The third main contribution of our research is related to the perceptions and their impact on the
intention to continuous use of ST based services. According with our expectations the perceived ease
of use by ST based services users has a significantly positive effect on the perceived usefulness (H7)
and the perceived ease of use by ST based services users has a significantly positive effect on
perception of playfulness (H8). However, contrary with other research conducted in Taiwan about
internet banking services (Tsai et al., 2014) in our results perceived ease of use has a significantly
positive effect on intention to continue use of ST based services (H9), and perceived ease of use is the
most important factor determining intention of continuous use of ST based services. Yiu et al. (2007)
support these results. In other hand, perceived playfulness has a significant positive effect on intention
to continue use of ST based services (H11). Both findings are supported by previous research
conducted by Jin (2003). In our research, perceived usefulness is not an antecedent of ST based
services intention to continuous use. Concerning this, some authors argue that the generalizability of
TAM-based models can improve with cross-cultural studies or cross-national data. In our case we find
different explanation for the intention to continuous use, maybe related with the analysed context,
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previous research have been conducted, mainly, in the Anglo and Confusian Cluster and not in the
Arabic one.

7. CONCLUSION AND LIMITATIONS
In order to develop ST based services, it is essential to know how to prepare existing present and
potential customers for ST based services use and how they would interact with the company using
these media. While ST are currently promoted as “miracles”, they cannot provide any advantage for
the company without that users being ready to perceive its benefits. When companies are entering ST,
they will suddenly find themselves in a domain, which is controlled by consumers. In order to get
benefits and facilitate interaction with the target market, companies must use social applications in
accordance with the preferences of the users of these applications. If not, customers will ignore the
flow of information (Li and Bernoff, 2008).

Our research propose an extended technology acceptance model in order to understand the adoption
and the intention to continuous use of ST based banking services by users in the Middle East. We
found that socio-demographic variables determine the behaviour of the users, for example,
innovativeness is related with gender. In the proposed model we extend the TAM, including the
personality traits and the perceived playfulness, for the explanation of the intention to continuous use
of ST based banking services.

We confirm that positive technology readiness influences positively perceived ease of use of ST based
services. In addition, negative technological orientation is negatively associated with the perceived of
ease of use of ST based services. According with our expectations, perceived ease of use has a
significantly positive effect on perceived usefulness and has a significantly positive effect on
perception of playfulness. Perceived ease of use has a significant positive effect on intention to
continue use of ST based services, and is the most important factor determining intention of
continuous using of ST based services by users. In other hand, the perceived playfulness by users has a
significantly positive effect on intention to continue use of ST based services.

There are a number of limitations and future lines of research that can arise from this paper. Firstly,
the results and implications analysed are obtained from a single study on the analysed context,
therefore, it has not been possible to compare the results and associate them with other studies that
have incorporated other variables. Secondly, it is necessary to extend the sample so that comparatives
between different countries of the analysed context could be conducted. Thirdly, in this study, the
proposed model has focused on measuring the factors that influence the adoption of ST based services
in the context of the Middle East. Even if it is novel, it is advisable to carry out further investigations

15

that allow a greater contrast in matters related to national culture in other contexts, particularly in
comparing the results with Western contexts. Fourthly, despite the attempt to detect the specific
constructs of ST based services, there are still problems to resolve. A more open approach on the
variables that could improve the explanation of individual differences that preceded the use of ST
based services could lead to a more accurate measurement model. For this reason, future studies are
recommended, that extend the process initiated by this research, in order to develop measurement
tools, which can explain the behaviour of consumers in the development of ST based services.

8. MANAGERIAL RELEVANCE
In Arab countries, 93 per cent of the internet users visit social networking sites and they spend
between 2 and 4 hours using these services. In the region, Bahrain, Egypt, Jordan, Saudi Arabia,
Lebanon, Qatar, Tunisia and the United Arab Emirates, the most relevant ST is Facebook, with the
94% of the users (Dennis et al., 2013). The ST adoption in Middle East is increasing the electronic
commerce phenomena in general in the region, 26 per cent of internet users purchase a product after
they see it on a social networking site (Global Customer Acquisition, 2013). Our study offer
practitioners, especially bankers, new insight about the adoption of ST based services by users. In this
research, we have collected and analyzed the socio-demographic characteristics of Middle East ST
based services users. In this context, for example, male users are more innovative. In addition, it was
observed that there are differences between countries, according to discomfort, insecurity, perceived
ease of use, perceived usefulness, and perceived playfulness. Moreover, we noted that, age has an
influence in terms of the innovativeness, perceived playfulness, and intention to continuous use.
Finally, education level is related to optimism and innovativeness. Therefore, companies have to adapt
their social platforms to the different users.

In general terms, to successfully manage their ST based services, banks in the Middle East have to
paid attention to innovativeness and insecurity, and they have to consider specially this aspect in the
design of ST based banking services. We have also identified the significant importance of perceived
ease of use and the role of perceived playfulness. The results of our research show the importance of
Middle East users of having fun and the ease of use of ST based services. Finally, the information is
valuable to help the financial companies to adapt their ST based services to the Middle Eastern
market.
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