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Abstract 

This study aims to explore the prospects for the success of digital Islamic banks in Jordan by examining the factors that 

influence customers' attitudes toward adopting digital banking services. A quantitative research approach was employed, 

utilizing a questionnaire grounded in the Technology Acceptance Model (TAM), which is derived from the Theory of 

Reasoned Action (TRA). The study surveyed a sample of 556 respondents, and data were analyzed using Partial Least Squares 

Structural Equation Modeling (PLS-SEM). Model validity was confirmed through the Chi-square and SRMR tests. The 

findings reveal that ease of use, cost, and facilitating conditions significantly influence the perceived usefulness of digital 

banking. Furthermore, perceived usefulness, security, and awareness were found to impact users’ trust in digital banks. While 

awareness and social influence showed no direct effect on digital banking adoption, trust emerged as a central mediating 

factor. Additionally, both perceived usefulness and security indirectly affect adoption through trust, whereas awareness does 

not exert an indirect influence. The study concludes that there are substantial opportunities for the success of digital Islamic 

banking in Jordan. It recommends that Islamic banks expand the implementation of digital banking services to reduce 

operational costs, enhance public awareness, and build trust, factors that are critical to securing long-term success in the 

digital financial landscape. 
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1. Introduction 

In recent years, the economic sector has shifted to digital. Globalization, interconnection between all regions of the 

world, and the spread of technological communication channels and tools have helped accelerate digital transformation. As 

a result, banking systems have advanced and become interconnected, and the provision of digital banking services in banks 

has increased. 

Technological development has helped banks develop their business, expand their reach, increase their market area, and 

increase their profits without spending a lot of money on infrastructure and human resources. Over time, banks moved from 

traditional banking to digital banking. 

The importance of digital banks has increased with the spread of digital currencies and the enormous effects of the Covid-

19 pandemic, which forced a large portion of the world’s population to complete their banking transactions using digital 

banking services. The rates of dealing with digital banks increased in light of the comprehensive closure that the world 

witnessed during that period. 

In Jordan, banks have adapted to technological development, offering many types of digital services. Moreover, 

Jordanian Islamic banks have provided numerous digital services to maintain their competitiveness by meeting the needs of 

their customers, attracting new clients, and working to provide services that offer comfort to their customers. Furthermore, 

Islamic banks reduce their operating costs and manage expected digital risks in the best possible ways. All of these factors 

depend on customers’ evaluations of banking services, their satisfaction with them, and their willingness to adopt them. 

The success of the digital banking experience depends on the availability of many requirements necessary for success, 

such as the availability of the necessary infrastructure for its establishment, including a high-quality Internet network, 

communication channels, and tools for all, as well as a digitally qualified workforce. Moreover, success depends on the 

presence of demand from customers to use digital banks, and effective demand for digital banks is only achieved in the 

presence of tangible benefits for customers. Furthermore, success depends on simplifying interactions with digital services 

as much as possible and providing a sufficient degree of privacy and security. To raise the level of customer confidence in 

digital banks, which is the focus of this study, we examine the chances of success of Islamic digital banks through customers’ 

positions on adopting their use and providing the necessary awareness to embrace such developments. 

The experience of implementing digital banks is a modern and unique experience, as it has become a gateway to 

achieving mutual benefits for customers and owners. This experience has attracted the Islamic banking sector to keep pace 

with the transformations and benefit from the advantages resulting from the application of this experience. The success of 

digital banks depends on customer acceptance [1]. It also turns out that there is a wide discrepancy in the acceptance and 

application of digital banks between different countries. Due to different national cultures, banking and technological 

awareness [2] and differences between developed and developing countries in terms of obstacles facing digital banks, 

especially with regard to infrastructure [3]. 

Hence, the study came to investigate the factors affecting the chances of success of implementing digital Islamic banks 

in Jordan, according to the opinions of those dealing with Islamic banks regarding their adoption of their use in the future. 

Therefore, this study aims to investigate the factors affecting the chances of success of implementing digital Islamic banks 

in Jordan, according to the opinions of those dealing with Islamic banks regarding their adoption of their use in the future. 

 

2. Literature Review  
The digital transformation has led to changes in the behavior of investors and altered their directions, significantly 

increasing the tendency towards e-commerce [4]. It has also changed consumption patterns due to the ease of use for 

consumers and the abundance of electronic marketing channels. This shift was facilitated by the availability of the internet, 

smartphones, digital currencies, and electronic payment methods [5]. 

Digital transformation is defined as the creation of a cohesive network for all sectors of the economy, and the 

rehabilitation of businesses through the electronic transformation of operations, allowing all parties to adapt to the new 

realities of the digital economy. This includes the creation of data network systems to facilitate data exchange and analysis, 

evaluate options, and take appropriate actions [6]. This means that digital transformation is the modification of behavior by 

all parties to accept the production, marketing, and provision of services electronically without the need for traditional tools, 

through benefiting from technological advancements and the evolution of its tools, with the goal of facilitating the process 

for all parties involved. 

Banks have kept pace with the technological revolution and digital transformation, striving to benefit from them as much 

as possible, allowing them to remain competitive and attract customers. Over time, the importance of digital banking services 

has grown [7]. This shift became even more significant after the spread of the COVID-19 pandemic, which led to the 

suspension of many traditional banking transactions and the expansion of the use of digital banking services [8]. 

Digital banking services refer to the process of providing all banking activities electronically via the internet, according 

to customer preferences in terms of location and time [9]. Customers need a considerable amount of time to adapt to these 

services, as they are accustomed to using traditional banking services for an extended period [10]. 

Digital banks are technology-based platforms that facilitate the exchange of information and the performance of various 

banking transactions and services between banks and customers at any time, without the need to be physically present at the 

bank Riza and Hafizi [11] and Dinç, et al. [12]. Jain, et al. [13] clarified that the term "digital banking" is often used as a 

synonym for "electronic banking." However, it should specifically refer to the provision of all known banking services 

electronically, without the need to use physical currency or its use in a limited manner. 

In this context, the researchers argue that the reality does not align completely with this concept. Digital banking has 

existed for two decades and has a large customer base, with many of its transactions still relying on conventional currency. 
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Additionally, implementing digital banking as per (Jain's) definition would require a complete digital transformation across 

all sectors and establishments at their technological level, with digital currency being used as the primary means of payment 

for all transactions. This is a distant prospect, at least in the short term. Therefore, the researcher suggests that digital banks 

are those that provide as many of their services electronically as possible, or offer them entirely online, using all prevalent 

types of currency. 

The emergence of digital banks dates back to the late 20th century and early 21st century in technologically advanced 

countries, after which they spread to other nations globally [14]. Examples include Nubank, which was established in Brazil 

in 2013. Initially, it offered international credit cards with annual fees that could be used via smartphones and other services. 

In 2019, it expanded its services outside of Brazil, and by 2022, it became one of the top Brazilian banks in terms of customer 

satisfaction, service, reliability, and digitization. Another example is Monzo Bank, which was established in 2015 in the 

United Kingdom. It initially relied on prepaid debit cards as a preliminary step before offering current accounts via mobile 

phones [15]. 

Islamic banks have not been isolated from digital transformation, as they have sought to develop their services to keep 

pace with digital banking transformation [16] while ensuring they meet the financial needs of Muslims in accordance with 

Islamic law [17] which is primarily based on avoiding usury (riba) and uncertainty (gharar), and any actions that could 

undermine the legitimacy of banking transactions [18]. The efforts of Islamic banks to provide digital banking services have 

played a role in gaining the loyalty of some Muslims to Islamic banks and enhancing their trust in the banks' ability to keep 

up with digital developments and compete effectively [16]. 

The implementation of digital banking offers numerous advantages and benefits arising from the use of digital banking 

services, which benefit both customers and banks. 

For customers, the advantages include providing continuous and flexible operations without geographical barriers [12]. 

They can perform transactions electronically without needing to visit the bank physically, which leads to customer 

convenience, time savings, and cost reductions [19-21]. These effects will be reflected in the development of customers' 

businesses, supporting e-commerce platforms, and enabling banking transactions for investors such as deposits, transfers, 

withdrawals, the payment of mortgages, and the purchase of financial instruments [12, 20, 22]. 

For digital banks, the advantages include reducing operational costs by 20% to 25%, which increases their 

competitiveness [20]. On the other hand, this increase in competitiveness leads to improved profitability and growth [23, 24]. 

It also helps improve customer satisfaction, retain existing customers, and attract new ones in the face of intense competition. 

Furthermore, it enables banks to target a global customer base, eliminating geographical barriers, which strengthens their 

connection with customers at all times [12, 20, 25]. The reason for this is that these services rely on self-service, eliminating 

the need for staff to provide services [22, 26]. 

Additionally, digital technologies enhance the role of banking employees by encouraging them to develop services and 

innovate, offering digital products and services that simplify banking processes [25]. 

Digital banks face numerous challenges and difficulties that limit their implementation, and these challenges are more 

prominent in developing countries than in developed ones. Some of the most significant challenges include: 

Alnemer [3] argues that cybersecurity risks, which are associated with digital transactions, are among the most important 

difficulties faced by digital banks. Regardless of how advanced the protection software is, it does not provide complete 

security for users, and these risks are increasing due to the rise of system breaches and the expansion of cyber fraud [8, 12]. 

To mitigate these risks, it is essential to enhance cybersecurity, which requires regulatory and supervisory requirements. 

However, most small banks lack the resources needed to ensure cybersecurity [17]. 

Another challenge is the lack of adequate infrastructure and the scarcity of skilled individuals for development and 

innovation. The success of digital banks depends heavily on the availability of the necessary technologies, including high-

quality internet connectivity and the ability to keep up with development and innovation processes [3, 8]. 

Takieddine and Sun [2] point out a trust gap regarding digital transformation between developed and developing 

countries, as well as among different social groups within the same country, in terms of age groups, education levels, and 

income levels. This has been confirmed by Alnemer [3]. Therefore, it is crucial to promote digital financial literacy, especially 

among potential customers, because the success of digital banks relies on the acceptance of these changes by customers [12]. 

Moreover, some services are still difficult to provide digitally, as certain services are not yet practical [8, 9]. 

Digital banks also suffer from many of the same risks faced by traditional banks, such as strategic risks, credit risks, 

liquidity risks, and reputational risks [27]. Operational risks could lead to increased rejection rates or improper pricing to 

cover risks [28]. Transaction risks arise from fraud processing errors or unforeseen events that lead to temporary service 

disruptions, thus affecting customer trust [27]. Moreover, Kaur et al. [28] suggest that 70% of the risks faced by digital banks 

stem from the digitization of data. As a result, 22% of banks worldwide invest more than 25% of their annual budgets in 

digitizing risk management. 

Ease of use is a component of the TAM Technology Acceptance Model [29]. Where customers prefer simple services 

[30]. Most users want to complete banking transactions quickly and without hassle [31]. The ease of use of digital banks 

makes them convenient for customers who want to bypass the effort and cost [32]. 

Ease of use is the extent to which a person believes that using a technology will be less effortful [33, 34]. They also 

simply implement digital banking [35]. This means staying away from complex applications [36]. And services are easily 

accessible and have a high degree of simplicity [37]. 

Moreover, ease of use is the degree to which the user is freed from the efforts of using a particular system; that is, he 

uses the banking systems and procedures in digital banks easily [3]. Ease of use may not be related to the difficulty of the 

applications used, but rather it is related to the lack of experience and skill of the users [38]. Furthermore, the frequency of 
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user interaction with the system may also be a good indicator of how easy it is to use [39]. Overall, the ease of using digital 

banking systems and procedures means attracting the largest percentage of customers [3]. 

Furthermore, Ananda, et al. [20], Musyaffi et al. [39], Ziouache et al. [40], Alnemer [3], and Kaur et al. [28] had shown 

that ease of use positively affects customers’ adoption of digital banks. This is confirmed by studies related to Islamic digital 

banks [11, 16, 17, 35]. 

Perceived cost is the level to which an individual believes there will be a cost to using financial technology [40]. The 

cost may include the purchase price of the compatible device and the cost of data or airtime to download and use related 

applications [41]. 

Reducing costs is very important for the adoption of digital banks [42]. The use of digital banking can help reduce costs 

by reducing direct contact with customers at bank branches [43]. Reducing costs increases financial inclusion, Humbani and 

Wiese [44]. Johar and Suhartanto [45] also showed that the cost of services affects customers’ adoption of digital banks, and 

may lead to the customer moving from one bank to another. 

Rithmaya et al. [46] and Johar and Suhartanto [45] showed that cost reduction positively affects the adoption of digital 

banks. This is indicated by studies related to Islamic digital banks [11, 17, 35] 

Facilitating condition: The degree to which an individual believes that technical infrastructure enables him or her to use 

technology [42]. That is, a facilitating condition is the availability of infrastructure that enhances the efficiency of digital 

banks and enables customers to use them easily, and their lack of availability negatively affects the use of digital banks [46]. 

Therefore, FinTech companies should improve their infrastructure so that more customers can use FinTech [10].  This 

includes a wide-coverage, high-quality Internet network, a website with easy and clear features, a user guide, and a helpdesk 

Dinç, et al. [12]. Rithmaya et al. [46], Cele [42], and Pham [10] showed that facilitating conditions positively affect the 

adoption of digital banks. 

Perceived Usefulness is one of the most important elements of the TAM Technology Acceptance Model [29] as it 

represents the main element in the adoption of digital banks [47]. Usefulness is defined as the degree to which a potential 

customer believes a new technology will improve their performance [28, 33]. Usefulness is also the high user feeling that 

using a particular system will help facilitate the completion of transactions and increase productivity [3, 48]. 

The success of digital banks depends on the extent to which they are able to convince customers of their perceived 

benefits [28]. This means that customers use digital banking services only if they realize that it is beneficial to them and 

compatible with the nature of their business [49]. Digital banks bring benefits to customers through the use of financial 

technology that combines advanced information and communication technologies with finance [43]. 

Usefulness has led to many customers using digital banking services to complete a lot of work because of the benefit 

they experience resulting from this use, such as paying bills, transferring money, purchasing, managing accounts, and other 

transactions [50]. No one will adopt digital banking unless it achieves a benefit that convinces them to use it [51]. 

Musyaffi, et al. [52]; Cele [42]; Neves, et al. [34]; Musyaffi, et al. [53]; Alnemer [3] and Ananda, et al. [20] showed that 

Usefulness positively affects the adoption of digital banks. Moreover, Jayakody et al. [38] and Tiong [54] showed that 

Usefulness does not affect the adoption of digital banks. On the other hand, Siska [17], Wandira et al. [35], Riza and Hafizi 

[11], and Riza [16] showed that Usefulness had a positive impact on customers’ adoption of the use of Islamic digital banks. 

Security is essential for increasing the use of digital banks [52]. Security is a measure of users' trust in the security of 

digital banks, ensuring the confidentiality of all financial and non-financial data [55]. Low level of security is a major barrier 

to using digital banking services [56]. Banks need to build customer confidence in their digital banking services in the areas 

of data transfer, priority, security, reliability and information quality [57]. Moreover, Security positively affects the user's 

intention towards using digital services [8]. Security assurances can increase user perceptions of digital banking features and 

increase adoption [58]. 

According to Musyaffi et al. [39], Ziouache et al. [40], Le et al. [59], Neves et al. [34], Musyaffi et al. [53], and Ananda 

et al. [20], security positively affects the adoption of digital banks. But Rafferty and Fajar [59] and Yoon and Joung [43] 

stated that security does not affect the adoption of digital banks. On the other hand, Siska [17] and Wandira et al. [35], Riza 

and Hafizi [11], and Riza [16] showed that security had a positive impact on customers’ adoption of the use of Islamic digital 

banks. 

Customers' adoption of digital banks depends on customers' awareness of digital banks and their awareness of the digital 

banking services available, and the benefits they offer [20]. Some have linked awareness to having digital skills that help 

increase awareness [60]. According to Ananda et al. [20] and Anouze and Alamro [61] demonstrated the impact of awareness 

on customers’ adoption of digital banks was demonstrated. 

Social influence is the individual’s influence on the opinions of those around him about the advantages of adopting 

digital banks [42]. Which means that social influence affects individuals’ perceptions about the usefulness of technology 

[10]. Which means that the advice and experiences of influential people, such as relatives, friends, and colleagues, influence 

the intention to adopt certain services [62]. Although social influence is not included in the TAM model, this factor is 

influential in customers’ intentions to adopt digital banks Tiong [54]. Pham [10] and Tiong [54] demonstrated the impact of 

social influence on customer adoption of digital banks. On the contrary, [63] found that Social influence does not affect 

customer adoption of digital banks. 

Trust is essential for digital banks to maintain credibility and competitiveness, according to Ashrafi and Easmin [64]. 

Alnemer [3] stressed that Trust is more important in digital banks, as digital banking is high risk. Moreover, trust is 

consumers' belief that the digital bank is capable of delivering the services they promised [64]. It is also the extent to which 

an individual believes that the technology is reliable and safe to adopt [65]. 
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According to Nguyen et al. [67], the availability of security in digital banks is the most important factor in enhancing 

trust. This means that customer trust increases if digital banks are highly secure, private, low-risk, and achieve the expected 

benefits [28]. Moreover, Cele [42] also indicates that trust increases through understanding customer needs and providing 

services that help build trust. Furthermore, a high level of trust increases the adoption of digital banks [44]. Educating and 

informing customers about security measures and the benefits of digital banking channels through live in-branch 

demonstrations can build customer confidence in digital banking [66]. Some studies, such as Musyaffi et al. [39], Rithmaya 

et al. [46], Alnemer [3], and Keskar and Pandey [67] have shown that trust affects customers’ adoption of digital banks. On 

the contrary, Jayakody et al. [38] showed that trust does not affect customers' adoption of digital banks. 

 

3. Hypothesis Development 
H01: Ease to use EU directly impacts Digital banking usefulness U. 

H02: Cost C directly impacts Digital banking usefulness U. 

H03: Facilitating conditions FC directly impacts Digital banking usefulness U. 

H04: Usefulness U directly impacts trust in Digital banking T. 

H05: Security S directly impacts trust in Digital banking T. 

H06: Awareness AW directly impacts trust in Digital banking T. 

H07: Awareness AW directly impacts adoption of Islamic Digital banking ADOP. 

H08: Social influences SI directly impacts adoption of Islamic Digital banking ADOP. 

H09: Trust T directly impacts adoption of Islamic Digital banking ADOP. 

H10: Usefulness of U indirectly impacts adoption of Islamic Digital banking ADOP. 

H11: Security S indirectly impacts adoption of Islamic Digital banking ADOP. 

H12: Awareness AW indirectly impacts adoption of Islamic Digital banking ADOP.  

 

4. Research Model  
 The Theoretical Model in Figure 1 shows how ease of use, cost, facilitating conditions, usefulness, security, awareness, 

trust, and social influences impact the adoption of Islamic digital banking. The Theoretical Model depends on the Technology 

Acceptance Model (TAM). The Technology Acceptance Model (TAM) is derived from the Theory of Reasoned Action 

(TRA), a theory that posits that a person's perceptions of something will determine their attitude and behavior toward that 

thing (Indrasari et al. [70]). Davis et al. [33] established the TAM, which has spread among researchers in identifying factors 

influencing technology acceptance. The TAM model is the most widely used model for predicting digital bank adoption [15]. 

TAM is based on perceived ease of use and perceived usefulness, through which the user's intentions to adopt or actually 

adopt the technology emerge [11, 68] .  

The TAM has evolved by adding new variables, such as trust in technology, sociability, demographic factors, perceived 

barriers, and others [23].  
 

 
Figure 1.  

Theoretical model. 

 

5. Methodology 
In this study, the descriptive analytical research approach was adopted. The data was collected from a study sample by 

designing a questionnaire, and the study used statistical methods to analyze the data. The design of the questionnaire was 

based on the Technology Acceptance Model (TAM). The TAM model is based primarily on perceived ease of use and 

perceived usefulness [11, 68]. Over time, the TAM model evolved by adding new variables to the model, such as trust in 

technology, social connection, demographic factors, and perceived barriers [23].  
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The questionnaire consisted of 3 sections; The first section was used to collect the demographic characteristics of the 

study sample, where the second and third are used to measure the constructs in the research model by using a five-point 

Likert scale, with options ranging from strongly disagree to strongly agree. The current study targets customers in Jordanian 

Islamic banks using a questionnaire distributed electronically and in person. There are three Islamic banks in Jordan [69]. 

This study used the random sampling method to select the sample. Descriptive analysis is used to describe the characteristics 

of a sample. The means, standard deviations, direction, and percentage of the dependent and independent variables are 

presented. Furthermore, the relationship between the independent variables was examined through Pearson's correlation 

coefficients. Simple and multiple linear regression analyses were used to test the hypotheses. The study uses a five-point 

Likert scale: (strongly agree = 5, agree = 4, neutral = 3, disagree = 2 and strongly disagree = 1). Thus, the weighted average 

is computed with the length of the first period being 0.80, and thus, the weighted average for each choice will be given.  

 

6. Results  
The data analysis section includes the Demographic characteristics, the reliability and validity tests for the questionnaire, 

descriptive analysis of the study variables, testing the association between the variables, and testing the study hypotheses 

using regression analysis. The study sample consisted of 673 clients from Islamic banks in Jordan, of which 592 

questionnaires were retrieved (≈88%), and 556 questionnaires were deemed suitable for analysis (≈83%). On the other hand, 

36 questionnaires were excluded due to the lack of seriousness of the respondents while filling out the questionnaire. 

 

6.1. Results of Demographic Characteristics 

As shown in Table 1, 69% of the respondents are male, more than 71% of them have a bachelor's degree at least, more 

than 83% of them are less than 50 years old, around 67% of them are employed in the public and private sectors, and more 

than 74% dealing with Islamic banks for 5 years at least. 

 
Table 1.  

Demographic characteristics. 

Item Freq. % Item Freq. % 

Gender 
Male 384 69 

Bank 

JIB 267 48 

Female 172 31 IIAB 184 33 

Age 

Less than 30 years 84 15 SIB 105 19 

31-40 168 30 

Work 

Student 17 3 

41-50 212 38 Private-company employee 111 20 

More than 50 years 92 17 Government employee 261 47 

Education 

secondary or less 133 24 free business 34 6 

Diploma 28 5 retired 133 24 

Bachelor 306 55 

Duration of 

dealing 

Less than 5 years 145 26 

Postgraduate 89 16 5 – 10 years 151 27 

Technology skills 
I have 490 88 11 – 15 years 172 31 

I haven’t 66 12 More than 15 years 88 16 

 

6.2. Reliability Testing 

Measurement of reliability is one of the important elements that can be taken into consideration when preparing a 

questionnaire. The current study uses a measure of internal consistency, through Cronbach's alpha, to perform a reliability 

test for the questionnaire. As shown in Table 2, the ratios of Cronbach's alpha coefficients express a high degree of reliability 

for all items of the questionnaire, as all the ratios of the variables were higher than (0.79); Thus, alpha coefficients were 

statistically acceptable for all sections of the questionnaire. The reliability score for the entire questionnaire is 0.91. 

 
Table 2.  

Questionnaire reliability testing. 

Item Alpha Questions 

Ease of use 0.88 4 

Cost  0.91 4 
facilitating conditions 0.86 4 

Usefulness 0.86 4 
Security 0.79 4 

Awareness 0.89 4 
Trust 0.85 4 

Social influences 0.84 4 

adoption of Islamic Digital banking 0.88 4 
All Variables 0.91 36 

 

6.3. Validity Testing 

The Variance Inflation Factor (VIF) test and the Tolerance test are used to ensure that the collected data are valid for 

analysis and to verify that there is no linear relationship between variables that may affect the validity of the data analysis. 
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As shown in Table 3, all VIF values were less than 10, and all Tolerance values were greater than 0.10, which means that 

there is no multicollinearity problem, and the model is valid for analysis. 

 
Table 3.  

Questionnaire validity testing. 

Item VIF Tolerance 

Ease of use 0.752 1.330 

Cost  0.665 1.503 

facilitating conditions 0.607 1.647 

Usefulness 0.718 1.393 

Security 0.690 1.449 

Awareness 0.657 1.522 

Trust 0.704 1.420 

Social influences 0.722 1.385 

adoption of Islamic Digital banking 0.681 1.468 

 

6.4. Descriptive Statistics 
The study uses descriptive statistics methods such as averages, standard deviations, percentages and direction for the 

sample's answers to the study question. Table 4 presents the descriptive statistics for the study variables. The overall average 

is 4.01 for ease of use, 4.24 for cost, 3.87 for facilitating conditions, 1.12 for Usefulness, 4.07 for Security, 3.78 for 

Awareness, 4.09 for trust, 3.67 for Social influences, and 4.26 for adoption of digital banks. According to the Likert scale, 

the score for all variables will be agree. 

 
Table 4.  

Descriptive statistics. 

Item Mean S.D % direction 

Ease of use 4.01 1.14 80.2 Agree 

Cost  4.24 1.01 84.8 Agree 

Facilitating conditions 3.87 1.09 77.4 Agree 

Usefulness 4.12 0.88 82.4 Agree 

Security 4.07 1.04 81.4 Agree 

Awareness 3.78 0.79 75.6 Agree 

Trust 4.09 1.12 81.8 Agree 

Social influences 3.67 0.88 73.4 Agree 

Adoption of Islamic Digital banking 4.26 0.58 85.2 Agree 

 

6.5. The Correlation between the Study Variables 

The study used the correlation coefficient to find the correlation matrix between the variables. Table 5 shows there are 

accepted relationships between the variables. The Table shows that there is no correlation which is higher than 80% between 

any of the study variables, where the highest correlation value reached 0.594 between Social influences and Security. 

 
Table 5.  

Pearson correlation matrix. 

 EU C FC U S AW T SI ADOP 

EU 1         

C -0.029 1        

FC 0.254 -.001 1       

U 0.517 -0.048 0.419 1      

S 0.459 0.023 0.359 0.456 1     

AW 0.359 0.137 0.266 0.344 0.527 1    

T 0.254 -0.002 0.546 0.441 0.380 0.287 1   

SI 0.486 0.003 0.391 0.562 0.594 0.540 0.398 1  

ADOP 0.475 0.043 0.353 0.516 0.583 0.564 0.363 0.545 1 
Note: * * P ≤ 0.01. 

 

6.6. Testing of Hypotheses 

This study uses path analysis to test the hypotheses, which applies the outcomes of the Partial Least Squares Structural 

Equation Modeling (PLS-SEM) model. The results shown in Table 6 and Figure 2 indicate the suitability of the data for 

analysis. The Chi-square was equal to 1089.12, and it was also found that the standardized root mean square residual (SRMR) 

is equal to 0.059, which is less than 0.1. This result indicates that the model expresses the proposed relationships. 
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H1 was supported with a beta of 0.506 and a p-value of 0.000, indicating that the ease of using digital banking directly 

impacts the usefulness of digital banking. H2 was supported with a beta of 0.489 and a p-value of 0.000, indicating that cost 

directly impacts the usefulness of digital banking. H3 was supported with a beta of 0.401 and a p-value of 0.000, indicating 

that facilitating conditions directly impact the usefulness of digital banking. H4 was supported with a beta of 0.391 and a p-

value of 0.014, indicating that usefulness directly impacts the trust in digital banking through usefulness. H5 was supported 

with a beta of 0.275 and a p-value of 0.021, indicating that security directly impacts the trust in digital banking through 

usefulness. 

Moreover, H6 was supported with a beta of 0.588 and a p-value of 0.000, indicating that awareness directly impacts trust 

in digital banking. H7 was rejected with a beta of 0.018 and a p-value of 0.587, indicating that awareness directly impacts 

the adoption of digital banking. H8 was rejected with a beta of 0.023 and a p-value of 0.614, indicating that social influences 

directly impact the adoption of digital banking. H9 was supported with a beta of 0.411 and a p-value of 0.000, indicating that 

trust directly impacts the adoption of digital banking. 

Furthermore, H10 was supported with a beta of 0.566 and a p-value of 0.000, indicating that usefulness indirectly impacts 

the adoption of digital banking through trust in digital banking. H11 was supported with a beta of 0.487 and a p-value of 

0.000, indicating that security indirectly impacts the adoption of digital banking through trust in digital banking. H12 was 

rejected with a beta of 0.010 and a p-value of 0.801, indicating that awareness indirectly impacts the adoption of digital 

banking through trust in digital banking. 

 
Table 6.  

Results of hypotheses testing. 

Decision S.D P-value Β Relationship Hypothesis 

Supported 0.056 0.000 0.506 EU → U. H01 

Supported 0.040 0.000 0.489 C →  U. H02 

Supported 0.059 0.000 0.401 FC → U  H03 

Supported 0.029 0.014 0.391 U → T  H04 

Supported 0.048 0.021 0.275 S → T  H05 

Supported 0.047 0.000 0.588 AW → T  H06 

Rejected 0.051 0.587 0.018 AW → ADOP  H07 

Rejected 0.062 0.614 0.023 SI → ADOP H08 

Supported 0.039 0.000 0.411 T → ADOP H09 

Supported 0.059 0.000 0.566 U → T → ADOP H10 

Supported 0.046 0.000 0.487 S → T → ADOP H11 

Rejected 0.063 0.801 0.010 AW → T → ADOP H12 

 

 
Figure 2. 

Results of PLS-SEM model. 

 

7. Discussion  
The results of the study showed that usefulness is positively affected by ease of use, and this supports the results of 

Neves, et al. [34]; Musyaffi, et al. [52] and Ziouache et al. [40], which means that the easier of using of digital banks, the 

higher the level of usefulness achieved. The results of the study showed that usefulness is positively affected by cost, and 

this supports the results of Rithmaya et al. [46] and Cele [42], which means that lower cost increase usefulness. The results 



 
 

               International Journal of Innovative Research and Scientific Studies, 8(3) 2025, pages: 255-265
 

263 

of the study showed that usefulness is positively affected by facilitating conditions, and this supports the results of Tiong 

[54], Rithmaya et al. [46], and Cele [42], which means that good Facilitating conditions increase usefulness.  

Moreover, the results of the study showed that trust of digital banks is positively affected by usefulness, and this supports 

the results of Indrasari, et al. [70]; Putri, et al. [58] and Leong, et al. [50] this means that the usefulness increase the trust of 

digital banks. The results also showed that trust in digital banks is positively affected by security, and this supports the results 

of Musyaffi et al. [39]; Wandira et al. [35], and Kaur et al. [28]. This means that the high level of security increase the trust 

of digital banks. The results showed that trust in digital banks is positively affected by awareness about digital banks, and 

this supports the results of Gurendrawati et al. [32] and Siska [17]. This means that the high level of awareness increase the 

trust of digital banks. 

Moreover, the results showed that adoption of digital banks is not affected by awareness about digital banks, and this 

supports the results of Al-Jarrah et al. [15] and Cele [42]. The results also showed that adoption of digital banks is not affected 

by Social influences, and this supports the results of Musyaffi et al. [39] and  Cele [42]. The results also showed that adoption 

of digital banks is positively affected by trust in digital banks, and this supports the results of Cele [42] and Saif et al. [14]. 

This means that the trust in digital banks increase the adoption of digital banks. 

Furthermore, the results showed that adoption of digital banks is positively affected by usefulness through trust in digital 

banks, and this supports the results of Siska [17]; Saif, et al. [14] and Al-Jarrah, et al. [15] this means that the high level of 

usefulness increase the trust in digital banks and then increase the adoption of digital banks. 

the results showed that adoption of digital banks is positively affected by security through trust in digital banks, and this 

supports the results of Siska [17]; Wandira, et al. [35] and Musyaffi, et al. [52] this means that the high degree of security in 

digital banks increase the trust in digital banks and then increase the adoption of digital banks. the results also showed that 

adoption of digital banks is positively affected by awareness through trust in digital banks, and this supports the results of  

Kaur, et al. [28]; Musyaffi, et al. [52] and Al-Jarrah, et al. [15] this means that the high level of awareness about digital banks 

increase the trust in digital banks and then increase the adoption of digital banks. 

Accordingly, it becomes evident that the future prospects for the success of digital banking are highly promising. There 

exists a viable opportunity to establish fully-fledged Jordanian Islamic digital banks, or alternatively, to develop digital 

branches affiliated with existing Jordanian Islamic banks. At least, these banks can expand their digital service offerings. 

Such strategic developments would significantly enhance the competitive positioning of Islamic banks by enabling them to 

retain their current clientele, attract new customers, and reduce the operational costs of service delivery, thereby allowing 

them to offer their services at more competitive rates. 
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