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Abstract In this study, a research model is constructed based on the theory of technology adoption.
Independent constructs are largely grouped into two: (1) virtual bank characteristics (responsiveness,
ease of use, economic benefits, and security), and (2) individual characteristics (innovativeness,
self—efficacy and Internet experience). On the dependent side, user satisfaction is posited to influence
the loyalty via intention to continuous use. PLS analysis of 194 data points collected revealed that
economic benefits, security, innovativeness, and Internet experiences are significantly and positively
associated with user satisfaction, intention to continuous use and loyalty. Paths among satisfaction and
intention towards the loyalty are also validated. Details of results are discussed with practical and

academic implications.
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Fig. 1. Research Model
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Table 1. Descriptive Statistics

Division n %
Male 58 30
Sex
Female 136 70
20’s 65 34
30’s 98 50
Age
40’s 27 14
50+ 4 2
Under high school 13 6
) Junior college 52 27
Education
University 106 55
Graduate school + 23 12
Under 3 years 9 5
3~5 years 33 17
Internet bgnkmg 6-10 years 64 33
use period
11~15 years 86 44
16 years + 2 1
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Table 2. Variables, Items and Sources

Variables Items Source
RES1 It is easy to get in contact with internet—only bank.
Responsiveness RES2 The internet—only bank is interested in feedback. [44]
RES3 The internet—only bank quickly replies to requests.
CON1 Provides convenience since it is available 24 hours.
Convenience CON2 Enables transactions to be conducted at home.
CON3 Saves time as compared to conventional banking.
BEN1 Internet—only banks charge lower transaction fees. (23]
Eégizrf?tlc BEN2 Internet—only banks charge lower rates of commission.
BEN3 Internet—only banks pay higher interest.
SEC1 I trust in the technology an internet—only bank is using.
SEC2 I trust in the ability of an internet—only bank to protect my privacy.
Security SEC3 I trust in an internet—only bank as a bank. [43]
SEC4 Using an internet—only bank is financially secure.
SEC5 I am not worried about the security of an internet—only bank.
INN1 I know more about new products before other people do.
Innovativeness INN2 I am usually among the first to try new products. [32]
INN3 New products excite me.
EFF1 I have a well—developed technological ability.
EFF2 I have no problem adapting to new technology—enabled service systems.
Self—efficacy EFF3 I believe I have the ability to make use of technology—enabled services. [48]
EFF4 I feel comfortable with technology—enabled services.
EFF5 I find technology—enabled services uncomplicated to use.
EXP1 Using the internet bank has been a good experience to me personally.
Exs)er;i(gnce EXP2 I have positive experiences of using the internet bank. [10]
EXP3 I have good experiences of using the internet bank.
ITU1 I intend to continue using internet—only bank in the future.
Intention ITU2 I expect my use of internet—only bank to continue in the future. L45]
to use 1TU3 I will frequently use internet—only bank in the future.
1TU4 I will strongly recommend others to use internet—only bank.
SATI1 I am satisfied with my previous internet—only bank experience.
Satisfaction SAT2 Internet—only bank is a pleasant experience. [47]
SAT3 Overall, I am satisfied with my internet—only bank experience.
LOY1 I have positive things to say to other people about internet—only bank.
LOY2 I recommend internet—only bank to people who seek my opinion.
Loyalty LOY3 I encourage friends and relatives to use internet—only bank. [12]
LOY4 I consider internet—only bank my first choice for bank services.
LOY5 I will do more business with internet—only bank in the future.
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Table 3. Confirmatory Factor Analysis

Variable Mean Standard Deviation Loadings Composite Reliability Cronbach’s alpha
4.280 0.760 0.756
RES 3.600 0.840 0.811 0.815 0.673
3.570 0.990 0.748
4.590 0.610 0.731
CON 4.800 0.430 0.868 0.838 0.712
4.630 0.560 0.785
4.260 0.680 0.768
BEN 3.990 0.770 0.840 0.847 0.731
3.870 0.850 0.809
3.450 0.770 0.794
3.330 0.810 0.827
SEC 3.730 0.720 0.826 0.902 0.864
3.510 0.750 0.824
3.150 0.910 0.801
3.860 0.800 0.884
INN 3.720 0.900 0.906 0.919 0.869
3.810 0.880 0.880
3.660 0.730 0.787
3.900 0.750 0.861
EFF 3.830 0.720 0.841 0.905 0.869
3.820 0.700 0.812
3.680 0.770 0.745
4.430 0.610 0.831
EXP 4.600 0.580 0.847 0.890 0.815
4.630 0.570 0.885
4.250 0.640 0.880
- 4.280 0.640 0.904
ITU 4.240 0.690 0.899 0.926 0.892
3.920 0.760 0.796
4.130 0.650 0.864
SAT 4.030 0.680 0.870 0.908 0.849
4.130 0.640 0.893
3.980 0.680 0.824
3.880 0.710 0.856
LOY 3.790 0.790 0.828 0.886 0.840
3.290 0.910 0.726
4.010 0.730 0.658
Table 4. Discriminant Validity
Variable AVE RES CON BEN SEC INN EFF EXP ITU SAT LOY
RES 0.596 0.772
CON 0.635 0.345 0.797
BEN 0.650 0.231 0.283 0.806
SEC 0.650 0.197 0.123 0.308 0.806
INN 0.792 0.235 0.208 0.362 0.314 0.890
EFF 0.657 0.153 0.113 0.209 0.364 0.454 0.810
EXP 0.730 0.184 0.274 0.165 0.202 0.289 0.356 0.854
ITU 0.758 0.285 0.300 0.496 0.446 0.524 0.349 0.438 0.870
SAT 0.767 0.371 0.333 0.522 0.443 0.350 0.339 0.350 0.700 0.876
LOY 0.611 0.224 0.265 0.380 0.495 0.356 0.351 0.270 0.721 0.714 0.782
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