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Abstract

The idea of this research stems from the importance of identifying the
level of technology readiness of the banks to develop and provide self-services
to their customers, as well as the level of technology readiness of the customers
and their attitudes towards the use of technology and dependence on clectronic
dealings in receiving services, and to what extent it affects customers'
acceptance of these services. A comparison was made between four banks in
Zagazig representing all sectors. The National Bank of Egypt was chosen as
representative of the public sector banks, CIB representing private banks, Abu
Dhabi Islamic Bank representing Islamic banks and Housing and Development
Bank representing specialized banks. according to a number ol considerations.
The rescarcher relied on the comprehensive inclusive method in choosing the
sample of banks’ managers and e-banking officials and a sample of 14 managers
was chosen because of their limited number in these departments, and a quota
sample was taken from customers by dividing the research population into
scveral layers and withdrawal of a random sample (sample of those who visit the
banks) from cach bank whether are users or non-users of self-services. The final
sample size of the research was 365.

Data were collected according to a survey list directed to both managers
and customers through field interviews with the sample items. The study
concluded a number of results, in which the most important of them were the
high level of technology readiness of three of the banks under study. and there
was a significani decline in the customer's tendeney lowards e-transactions, as

well as a decline in the level of customer acceptance of self-service in three of
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the bunks under study. The results also revealed o significant influence of both
the technology readiness of customers and the banks on the level of customers'
aceeplance ol sell-services. Both contribute to the level of aceeptance of the
self=service provided, il they are developed in a manner that contributes 1o the
high readiness of the customer, and distinctjon of the services provided by the
banks for their use in a manner that satisfics their customers' needs.

Introduction

In recent. years, the development ol self-service forms meant that
customers had changed the way they access services. including banking services
(Bobbit and Dabholkar, 2001). In particular, banks have adopted many sell-
serviee types. including ATMs. phone banking, Internet banking and mobile
banking. Sclf-service oflers many benelits 1o both customers (such as providing
their needs. providing better performance than the traditional alternative way of
delivering services, saving more money and time, and reducing location
restrictions) and Service providers as it Improves service delivery processes,
increases the efficiency of the service, offers many functional benefits to
customers and expands service delivery options (Curran and Meuter, 2005).

Therefore, the use of technology in general and the seclf-service
technology in particular may give service organizations a great opportunity 1o
creale competitive advantage in the services and products they provide to
customers in the target market and thus, organizations can distinet and
differentiate themselves from competitors in the services they provide or in the
systems of production of these services and delivering them in the target market
(Al-Shaban and Burney, 2001).

Given the expanding role of technology in the delivery of services, it is
necessary (o understand the readiness of customers to use technological systems
which is defined by (Parasuraman, 2000) as the tendency of individuals to
adopl and use modern technology to achieve goals in practical life and work.
Therefore, banks must take customers’ technology readiness into consideration
when developing self-service technology in order to ensure the success of their
clectronic banking services and predict the behavior of customers more
accurately. The readiness of the individual to use new technology can be
measured through four personality traits: optimism, innovativeness, discomfort,

msecurity (Parasuraman, 2000),
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Although sell=service technology can achieve high degree ol elficiency
and effectiveness in the banking sector. but it may cause a high level of
implementation risk. So. banks need 0 assess their readiness 1o apply sell-
service technology and where they should improve themselves (Huang et al.,
2004). Banks that wish (o provide their services electronically must first ensure
that there is a strong infrastructure, a skilled workforce, having full knowledge
ol banking functions and working with maximum efficiency (Maugis et al.,
2003). They must continually create, renew or acquire organizational capacities
and resources 1o meet the changing demands ol the environment (Wu et al.,
2014).

By reviewing previous studies. rescarchers (Venkatesh, 20003 Wang, et
al, 2003; Wangpipatwang ct al., 20085 park, 2009) have developed many
theoretical models to understand and interpret individuals' attitudes and behavior
towards the use of information technology, The technology acceptance model
has proven Lo be effective among many theories in helping to understand the
determinants of user acceptance of technology as well as explaining its behavior
and trends in adopting these systems (Lin and Chang, 2011).

The success of implementing any technology in the banking sector can
not achieved unless there is acceptance by the customer of these systems and the
availability of readiness to use them, in addition to the availability of a high
level of banks® readiness to apply modern technological systems. the Lgyptian
banking environment still needs an understanding or a framework to show how
the readiness of both the customer and the bank affects customer’s acceptance of
these systems. As previous studies have not provided frameworks that combine
these three dimensions.

So. this study aims at identifying the differences between the banks in the
Lgyptian environment in their level of readiness to develop and provide new
sell=services to customers as well as the level of readiness ol customers 1o use
these services and the influence of this on the customers’ acceptance of the
services, and also providing a set of recommendations that will help the
Egyptian banks to develop and offer new self services to achieve competitive
advantage and attract more customers.

Literature review

The researcher had addressed some studies which combined technology
readiness with the technology acceptance mode) from the newest to the oldest
concerning its main objectives and findings.

Wiy



I~ (Walezueh er af., 2007) titted “The effecr of service employeey’ rechnolog)
readinesy on fec'lumlr)gr aeeeptance”

The purpose of thig study was measuring the relationship between (he
personality trait of the lechnology readiness index (optimism, innovativeness,
discomiort, and msceurily) and the cognitive dimensions of technology
aceeptance model represented by (The perceived usefulness and the pereeived
case of use). The sample of the study consisted of 810 employees of a multi-site
linancial service provider.

Findings showed that:
- Lmployees” optimism has the strongest impact on the pereeived case of usc and
the pereeived uselulness of the provided information technology.

- Innovaliveness negatively impacts the pereeived usefulness.

- Discomfort had a negative effect on the perceived ease of use and had no
impact on the perceived usefulness.

- Insccurity had a negative effect on the perceived usefulness and the perceived
ease of use,

2- (Lin and Chang, 2011) titled “The role of technology readiness in self-
service technology acceptance”

*The study proposes a research framework 1o suggest the direct and
moderating roles of technology readiness on technology acceptance model
(perceived usefulness — perceived ease of use — attitude — behavioral
intention) toward using self-service technologies. Data was collected using a
sample of 410 individuals selected from highly densely populated urban
arcas such as shopping malls, railway stations and subways.

e Results indicated the positive effect of technology readiness on the perceived
uscfulness, the perceived ease of use. individual's attitude toward use, and his
intention 1o use.

3= (Erdogmus and Esen 2011 ) titled “An Investigation of the effects of
technology readiness on fechnology acceptance in e-HRM”

* The aim of this paper is to investigate the effects of technology readiness on
technology acceptance in e-HRM field based on a sample of 56 of largest
private scctor firms in Turkey. The sampling units were E-HRM managers.
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e The results of the study showed that the optimism and innovativeness
dimensions ol the technology readiness index  positively influenced  the
perecived uselulness and the perecived case of use, but the discomlort and

msceurity dimensions did not have any significant effects on then.

A= (Godoe and Johansen 2012) titled “Understanding adoption of new
reclnologies: Technology readiness and technology acceptance”

The study aimed at identifying the aspects which can be used to expect
consumers' adoption of modern technology through the relationship between the
personal dimensions of the technology readiness index and the system specific
dimensions of the technology acceptance model. The sample of the study
consisted of 186 employees Trom various Norwegian governmental and private
organizations
Findings showed that:

- Optimism and innovativeness significantly influence the perceived usefulness
and the perceived ease of use.

- Insccurity and discomfort had no significant effect on the cognitive dimensions
ol TAM.

- The study revealed that the actual use was directly affected by perceived
uselulness, but not by perceived ease of use.

- The results imply that both personality dimensions and system specific
- dimensions are of major importance when adopting new-technology.

5= (Igbal and Bhari 20135) fitled “An investigation of university student
readiness towards M-learning using technology acceptance model”

e This study investigates the factors affecting university students' adoption of
M-learning through examining the role of students' readiness towards m-
lcarning and its impact on their acceptance of technology depending on a
sample of 244 students selected from privale universilies operaling in
Islamabad.

e Iindings revealed that the students’ skills and psychological readiness
significantly influence their perceived ease of use (PEOU) and perceived
usclulness (PU) of m-learning, whereas both these constructs positively
influenced their behavioral intention to use m-learning.
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Rescarch gap

(1) The rescarcher agrees with the previouy studies  which combined (he
lechnology readiness with the technology aceeptance model to illustrate and
explain the customers' behavioral intentions (o use sellservice technology, as
the probable benelits of SST ean not be realized unless customers adopt and
use madern technologies.

(2) The study is an extension of the efforts of the researchers who addressed the
impact of technology readiness in foreign countries, and its results can help
to identify the extent to which customers accept the self-services provided by
banks. and the banks' interest (o develop new services that suits the
customers' needs,

(3) The previous studies were conducted in different countries and environments
and applied in different sectors but there are few studies that dealt with banks
as a sector for application in spite of its importance as banks is one of the
main pillars in the support and development of e-commerce. As e-commerce
success is based on the success of banks in providing services o customers
through electronic kiosks.

(4) There is a lack of Arab Studies especially the Egyptian studies addressing
technology readiness which can be relied upon to determine the ability of
individuals or institutions to use modern technology. Also, the lack of studies
that have dealt with the technology acceptance model in Egyptian rescarch,
despite its importance in predicting and identifying the attitudes of
individuals towards the use of technological applications.

(5) The study is one of the earliest studies aimed at comparing banks between
banks operating in the Egyptian environment and indicating their leve] of
readiness to develop and provide self-services 1o customers.

(6) The previous ‘studies did not provide frameworks combining the readiness of
banks and customers® readiness and customer acceptance of services and
there are not enough studies tried to understand this relationship in the
banking sector as one of the most used sectors of modern technological
systems.

Research problem

Banks in a competitive banking environment are facing unprecedented
challenges, which have led to increased competitjve pressures and the fact that
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modem technology is a sale haven 1o achieve competitive advantage. The
success of implementing any technology in the banking sector is not achieved
unless there is aceeptanee by the customer of these systems and the availability
ol readiness 10 use them, in addition to the availability of a high level of banks’
readiness (o apply modern technological systems.

Although the banks are considered to be one of the most organizations
that apply sel-technological systems. the Lgyptian banking environment still
needs an understanding or a framework to show how the readiness of both the
customer and the bank affects customer’s acceptance of these systems. As
previous studies have not provided frameworks that combine these three
dimensions.

In the light of the results of the pilot study, It was clarified that there were
a variance in the level of technology readiness for the customers of the banks
under study and also lack of acceptance by customers in most of the banks for
the selfl-service provided, despite the availability of readiness at these banks to
provide new services better to achieve a high level of customer acceptance of
these services, indicating the need to identify the level of readiness in banks
because of its significant impact on how to provide services to customers and
support their acceptance of self-services provided by banks, in the light of the
current trend of banks to convert all banking transactions to be electronically
done. ‘

The research problem can be formulated in the following questions:

I- What is the degree of availability of the technology readiness dimensions in
the banks under study to develop and provide new self-services to customers.

2- Are there significant differences among banks under study in the level of
customers' acceptance of self-service due to the banks' technology readiness. .

3- What is the level of customers’ technology readiness in the banks under study
1o use self-services provided by the banks.

4- What is the influence of the technology readiness of customers in the banks
under study on their acceptance of self-services provided by the banks.

5- What is the level of customers’ acceptance of the self-services provided by
the banks under study.
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Rescareh importance

This rescarch derives its im portance from twa aspects:

Scientilic importance:

I- This study comes as a result of the lack of previous studies thal dealt with the

L.
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technology readiness of banks® customers to use sell-services in the Arab
environment in general and the Egyptian environment in particular, since
there are a limited number of studies conducted in the forcign environment
and it is not necessary (o reflect the experiences of customers in the Egyptian
cnvironment .

The importance of the study stems from addressing an important topic related
to the link between the technology readiness of the Egyptian banks and the
level of readiness of customers to use self-services provided by banks, which
is the main determinant of the success of self-banking services and their
impact on customer acceptance of these services,

This study is an extension of the efforts of researchers who dealt with the
subject of readiness in research and development in developed countries.

Assisting e-services officials in Egyptian banks to know how to raise the level
of customers” acceptance of self-service provided by banks by adopting new
sell-services, which will contribute to the development of these services and
strengthen the bank's competitive position,

Practical importance:

The banking sector is considered a knowledge-intensive sector that is
constantly evolving and offers a wide range of electronic services that require
continuous development,

Although electronic services in Egypt are still in its early stages, these
services will have a promising future, which can be argued that these services
will overcome the traditional branches of banks, which means the need for
studies in the field of self-service technology.

Banks arc one of the main pillars in supporting and developing e-commerce.
The success of e-commerce depends on the success of banks in providing
services (o customers through electronic kiosks.

Increasing the competition between banks and each other, which necessitates
the development of electronic services provided to customers in order to
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retain existing customers and attract new customers and thus increasc the
ability of the bank'to maintain its competitive position in the future.

Research objectives

|- Determining the level of technology readiness of the banks under study to
develop and provide self=service (0 customers.

2. ldentifying whether there arc significant differences among banks under
studying the level of customers' acceptance of sell-service due to the banks'
technology readiness.

3- Determining the level of customers’ technology readiness to use self-services
provided by the banks under study.

4- Recognizing the influence of customers’ technology readiness on their
acceptance of the self-services provided by the banks under study.

5- Determining the level of customers’ acceptance of the self-services provided
by the banks under study.

Rescarch hypotheses

|- There is a high availability of the technology readiness of the banks under
study to develop and provide self-services to the customers.

9. There is a low availability of the technology readiness of the banks
customers under study to use the self-services provided by the banks.

3. There is a low availability of the customers’ acceptance of the sell-services
provided by the banks under study.

4- There are significant differences between banks under study in customers’
level of acceptance due to the level of banks’ technology readiness.

5. There are significant differences between banks under study regarding the
influence of customers® technology readiness to use self-services on their
level of acceptance of these services. .-

Research Method

To achieve the research objectives, the researcher will rely on the
following two methods:

Library study method:
The secondary data nceded for this rescarch will be collected through

browsing the books. periodicals and scientific theses related to the research
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subjeet, as well as browsing the global information network (o determine the
theoretical framework and identify the most important previous studies,

Field study method:

Through this method, he primary data will be obtained through the
survey lists that have been designed and tested for (he degree of validity and
reliability. They will be analyzed through the statistical methods prepared for
this purpose in addition 1o (he personal interviews with the sample of the study
to help erystallize the research problem.

Research population and sample
(1) The research population: which js represented by:

[- all the banks operaling in Zagazig city which are 18 banks according 1o the
Central Bank of Egypt (CBE) statement on December 31, 2017. The study is
based on the ranking of the data on the websites of the banks through
Alexa,com to determine the order of the banks, in accordance with the
indicators of dealing through the websites as an indicator of the size of
customers who use the website to complete the banking transactions, as the
website of the bank is the means through which the provision of banking
online and therefore can be considered as an alternatijve way to the traditional
branches of banks and in particular the data relating to visitors o the site in
terms of the number and pages they see on the site and the time they take 10
browse the site.

Therefore, the researcher will rely on the available data on Alexa.com,
which provides the various statistics of the websites and wil| evaluate the
websites of the banks through some of the following statistics:

® Ranking of the bank's. website in Egypt: This index measures the ranking of
the bank's website compared to all the websites used in Egypt. This
arrangement depends on the number of visitors to the website from the same
country in the past three months,

® Views: This index measures the average number of pages a visitor browses
on a daily basis, and browsing the same page multiple times through the
SAME person on the same day can be viewed as a single page.

® Average lime spent in browsing the site daily by the visitor.,

2- Customers of the banks operating in Zagazig city.
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(2) The sampling units:

I Branch managers and managers related o clectronic banking services. They

have been selected as a preview units for application because of being highly

aware of the bank's technology readiness and methods of developing and

praviding scll-service to customers.

2- Customers ol the banks, whether users or non-users of self-services.

(3) The rescarch sample:

I-"The Sample of the banks:

The researcher has chosen to apply Tour banks to be representative ol all

the scetors. as The National Bank of Egypt was chosen as representative of
public scctor banks, Commercial International Bank (CIB) representing private
banks. Abu Dhabi Islamic Bank representing Islamic banks. and Housing and

Development Bank representing speceialized banks. Which represent 22% of the

total number of banks operating in Zagazig city, According to the ratio of profits
achieved in each bank according to the financial year ending in 2017 compared
to other banks as well as the various statistics of websites according to
Alexa.com as an indicator of the size of customers who use the website to
complete banking transactions. The following table no. (1) shows the sample of

the banks under study in Zagazig city according to Alexa.com. and table no. (2)
the number of managers in the banks under study.

Table (1)
The sample of banks under study in Zagazig city
: The i
Website's Peroentase | averagt average
No Name of the bank Website order in iy | hdia Lo T spent
of visitors | number
Egypt e on the
Pag website
I CAmmerely www.cibeg.com | 245 79.2% 4.10 5:56
International Bank
2 | National bank of Egypt | www.nbe.com.eg 241 68.5% 2.04 1:58
3 | Abu Dhabi Islamic Bank www.Adib.eg 1874 74.2% 2.80 3351
4 Housing and www.hdb- 2778 67.8% 320 337
Development Bank egy.com

Source: Prepared by the researcher,
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Table (2)

Number of managers in the banks under study

Banl’s name

i NBE CIB ADIB DB
Manapers’ sample ;
Branch Manager | | | |
Customer service manager | | | |
2 E 2

Deputy customer service manager

Manager of banking operations

n
(9%
L7
w

Total

Source: prepared by the researcher.
2- The sample of the customers:

Due o the difficulty of identifying customers who use clectronic self-
services because of the confidentiality of this data, then the study faces the
problem of the distribution of sample size on the banks evenly as it represents
more time and effort and high cost to the researcher and this sample may not
represent the population of the study properly, as a result of the existence of
differences between the banks in terms of customers who use the electronic self-
services.

The researcher used the hypothesis that the research population is open
with more than 500,000 items. Therefore, the researcher will withdraw a sample
of 384 individuals distributed to the banks under study according to the volume
of transactions of each bank. The researcher will rely on the Quota sample
method 1o achieve the objectives of the research, and commensurate with the use
of non-probability sampling method, where the researcher will divide the
population into layers and will withdraw a random sample (sample of those who
visit the banks) from each bank in several stages by intercepting customers
during different days of the week at different times throughout the day. The
following table no.(3) shows the sample of customers in cach of the banks under

study:
Table (3)
The sample of customers in the banks under study
Bank Customers’ sample
NBE 125
CIB 100
ADIB 69
HDB 90
Total 364

Source: Prepared by the researcher.
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Researeh variables
The variables of the rescarch are divided into:

The ind ependent variables:

I- Customers® technology readiness, which includes four main dimensions
(optimism - innovativeness - discomfort - insecurity) and it will be assessed
through the use of Technology Readiness Index (TRI1) scale developed by
(parasuraman, 2000) including 36-items. The TRI is a likert type scale with
responses ranging fiom "strongly agrec” represented by (5) to " absolutely
Disagree" represented by (1).

2- Banks’ technology readiness: which can be measured by the combination of
organizational, and environmental factors addressed by (Molla and Licker,
2005) and (Mutawa et al., 2014), and can be illustrated as follows:

A- Organizational factors:

Human resources,

¢ Awareness. .
* Technological resources. e Business resources,
e Infrastructure. e Commitment,
o Governance.
B- Environmental factors:
¢ Government e-readiness. e Market forces e-readiness.

* Supporting industries e-readiness
The dependent variable:

Is represented in the technology acceptance model which includes three
main dimensions: perceived usefulness, perceived ease of use, behavioral
intentions to use, They will be measured through the use of scales developed
by (Davis,1989) and (Lin and Chang, 2011). Each item question was scored
on a Likert scale with responses ranging from (1 to 5), with a (1) rating
indicating strong disagreement and a (5) rating indicating strong agrecment.

Theoritical and scientific background of the research
First: The technology readiness of customers:

The development of new technologies has revolutionized the service field
with companies using technology to improve service operations, increase service

1Yo



elficiency. and provide practical benefits for customers, Many service providers
have begun 1o use a wide range ol technologies that allows customers o gel
services electronically without any direct contact with service employees (Lin
and Hsich, 2007).

The results of several previous studies (Meuter et al, 2003; Lin and
Hsich, 2007; Walezuch et al., 2007) which dealt with sell-services™ aceeptance
and its usage have indicated that customers’ acceptance ol these services
depends mainly on their perceptions and beliefs about these services. The
technology readiness of individuals varies from one country 1o another and even
within the single country it varies from one city to another. This difference may
be duc to some factors such as age, gender. educational level and other
demographic factors (Al-Mahamid, 2011).

Although customers can be aware of the benefits of using self-services in
banks, they may avoid it if they are not comfortable with and/or ready to use the
tcchnology (Meuter et al,, 2003). So (Parasuraman, 2000) suggested that
technology readiness should be taken into consideration when developing new
sell=service  technologies in order to prediet customers’ behavior more
accurately.

Technology Readiness Definition

Technology Readiness refers to "people's propensity to embrace and use
new lechnologies for accomplishing goals in home life and at work"
(Parasuraman, 2000).

According to (Parasuraman & Colby, 2001), it is a combination of
positive and negative technology-related beliefs. These beliefs are assumed to
vary among individuals. these beliefs can be categorized into four dimensions:
optimism, innovativeness, discomfort, and insecurity (Parasuraman, 2000).

According to the technology readiness index, two dimensions of
lecchnology readiness are contributars {optimism and innovativeness) and two
are inhibitors (discomfort and insecurity) of technology adoption. Many
researchers have found that people’s views and attitudes towards technology is a
mixture of positives, which push them to adopt and use technology, and
negatives, which pull them away from technology. Thus, a user’s technology
readiness consists of four dimensions as follows
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I- Optimism: A positive view of technology and a belief that it offers people
increased control, flexibility, and cfficiency in their lives and represents a
dimension of conlidence in technology (Parasuraman, 2000)

2- Innovativeness: A lendencey to be a technology pioncer and thought leader,
Innovativeness measures the extent 1o which an individual believes he/she is
at the forefront of trying out new technology based products and/or services
and is considered by others as an opinion leader on technology-related issues
(Parasuraman, 2000).

3- Discomfort: A perceived lack of control over technology and a feeling of
being overwhelmed by it. This represents the extent to which people have a
acneral paranoia about technology-based products and services, believing
that they tend to be kept away rather than being inclusive for all kinds of
people (Tsikriktsis, 2004).

4- Insecurity: Distrust of technology and skepticism about its ability to work
properly. Although somewhat related to discomfort, this dimension focuses
on specific aspects of technology-based transactions, rather than on a lack of
comfort with technology in general (Parasuraman, 2000).

Second: The technology readiness of banks:

E-banking services have provided a lot of benefits for both banks and
customers. From the bank’s perspective, the main benefits of offering e-banking
services are cost savings, reaching new segments of the population, increased
efficiency, enhancement of the bank’s reputation and better customer service
and satisfaction (Jayawardhena and Foley, 2000). But, the most important
driving force behind the implementation of full e-banking services by banks is
the need to create powerful barriers to customer exiting (Sheshunoff, 2000).

Many firms has found that implementing and managing an effective Self-
service technology system is more difficult than it looks (Bitner et al., 2002).
This could be primarily attributed to the lack of the organizations’ readiness to
adopt and use Sell-service technology. Therefore, it is critical for organizations
lo assess whether they possess the mechanisms necessary to be ready for
implementing Sclf-service technologies. So that they can identify areas of
improvements in their operations related to self-service technology and increase
the degrec of adoption of technological innovations.
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With the great increase of the new technological innovations, the concept
of adoption and assimilation of these creations is recognized by business
oreanizations as a way that helps them to gain a sustainable competitive
advantage. Organizations are expected to differ in their strategic responses 10
these innovations and also vary in the speed with which these creations are
adopted. In the banking industry, success in adopting the Jatest technological
innovations by banks - which is the most fundamental innovation in banking —
(Bradley & Stewart, 2003) depends on  the availability of internal
technological readiness at banks and the electronic readiness of the environment
in which they operate.

Banks will not achieve the desired success in adopting these innovations
unless the required integration is achieved belween banks’ electronic readiness
and the electronic readiness of the environment in which they operate (Al-abd
allah, 2015).

Definition of organizations’ E-readiness:

It was defined by (Ramaseshan et al., 2015) as it refers to the ability of
organizations 10 effectively adopt and integrate self-service technologies with
their internal processes, employees, customers and members of communication
channels in order to create value for the organizations’ stakeholders. While (Zhu
of al, 2006) sees that technology readiness refers to what extent the technology
infrastructure, relevant systems and technical skills in business can support e-
commerce adoption. Also, (Molla and Licker, 2005) suppoits that e-readiness
refers to an organization’s assessment of the E-commerce, managerial,
organizational, and external situations in making decisions regarding  the
adoption of E-commerce.

Theories and Models of E-Commerce Adoption:

Many researchers in the field of e-commerce have pointed out that most
ol the research conducted in this field was based on a number of basic theories
and models, which include (Tan et al., 2007): The diffusion of innovation
(DOI) theory, The technology — organization — environment (TOE) framework,
Institutional theory, Resource-based theory and Perceived e-readiness model.

These theories and models focused on identifying a diverse rangce of
dimensions of e-commerce adoption and studying different aspects of it. Some
models examine only the external environment of organizations, while others
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focused on technological aspeets. In this rescarch. the researcher depended on
the Perceived c-Readiness Model of (Molla and Licker, 2005) as it identifics
many ol the relevant contextual and organizational factors that might affeet c-
Commeree adoption in developing countries. 1t is more comprchensive than
carlier models. as it includes both extensive external environmental and internal
organizational aspects. Also, the theoretical root of this model is interactionism,
which allows for a multi-perspective audit of the managerial, internal
organizational, and external contextual factors 1o provide meaningful predictors
ol business-to-business e-Commerce adoption in developing countries.

The researcher sees adding the infrastructure component as il is
considered the base for measuring the readiness of different institutions. This
element includes information technology such as communications and
information techniques such as (devices, equipment, software and systems .. etc)
which can help in applying the electronic services.

The mode! includes two major constructs which measure both cX0g8enous
and endogenous factors including: perceived organizational e-readiness and
perceived external e-readiness. The following figure no. (1) illustrates the e-
readiness modecl.

Figure (1)
The E-Readiness Model

Perceived Orpamizativnal

eReadimess
Awareness
Rusourdes 3 PR ol o o s s
Commment e b T
! s . . 3 > . . N
ik NI, Inival K nstinnional -
A7 Adoption Adopt 1zation
Percen ad External eReadiness T 2
Gonvernmant eHeadiness T

Sarket Porees cReadmess et e bt

Suppart Induaes eReadimess

Source: Molla, A, & Licker, P. S. (2005). ¢Commerce adoption in developing
countries: a model and instroment. Information & management, 42(6), 877-
899,
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The dimensions of the e-readiness model are illustrated as follows:

(1) Organizational factors: which include:

1-

Awareness: 1t refers to the extent 1o which individuals in the ol'gimiz.alion
perceive of the e-commerce clements in the environment; through measuring
the degree of absorption of workers and their knowledge of eCommerce
technologies, business models, requirements, benefits and thrcats and

projection of the future trends of e-Commerce and its impact.

Commitment: Reflects the existence of support for applying e-commerce
from all parts of the organization, especially from the authority of senior
management. as well as indicates a clear vision and strategy for c-commerce
supported by senior management and c-commerce leadership  and

organization-wide support of e-commerce projects and ideas.

Human Resources: Refers to the availability of employees with adequate
experience and ability to use information and communications technology
(ICT) and other skills such as marketing skills and the ability to develop
business strategies and plans that are essential to apply and use c-commerce
initiatives and projects.

Technological Resources: Refers to the existing ICT base of an
organization. This dimension assesses the extent to which the organization
uses the computer, the flexibility of existing systems, and its experience with
network-based applications.

Business Resources: This covers a wide range of capabilities, resources and
most of the intangible assets available in an organisation. It includes the
assessment of the effectiveness communication channels, managers’ risk-
taking behavior, existing business relationships, as well as the abundance of
funding to finance e-commerce projects.

sovernance: I refers to the strategic, tactical and operational models and
plans used by organizations in developing countries in order to regulate and
control their business activities and e-commerce initiatives.

(2) Environmental factors: which include:

Government e-readiness: Organisations' assessment of the preparation of
the nation state and its various institutions in terms of government
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commitment and the legal infrastructure (o promaote, support. lacilitate and

regulate c-commeree and its various requirements,

L]
'

Market Force e-readiness: The assessment that allows an organisation's
business partners such as customers and suppliers to conduct their business
clectronically,

3- Supporting Industries e-readiness: Refers to the assessment of the
presence. development, service  level and cost structure ol support-giving
institutions such as  telecommunications, financial, and the IT industry,
whose activities might affect the e-commerce initiatives of businesses in
developing countries.

Third: Customers’ acceptance of self-service:

Information technology acceptance and usage is an issuc that has drawn
much attention for over a decade. This is because Information Technology (17)
usage has become more important and not limited to its traditional role of
operational support, but now plays a central role in formulating business
strategies. Successful investment in technology can lead to enhanced
productivity, while failed systems can lead to undesirable consequences such as
financial losses and dissatisfaction among employees and customers (Bugembe,
2010).

In particular, to predict the acceptance of new technologies, researchers
have extensively employed many theoretical approaches that tried to explain the
factors that influence customers to accept new information technology including
the technology acceplance model (TAM) (Davis, 1989), which is an adaptation
of the theory of reasoned action (TRA) (Fishbein and Ajzen, 1975) and tne
theory of planned behavior (TPB) (Ajzen, 1985).

Theories of IT Acceptance:

I- There are many theoretical approaches that tried to explain the factors of
acceptance and spread of new information technology to customers. Scholars
have proposed several theoretical models for a better understanding and
explaining individual attitudes and behaviors towards new information
technology such as the Technology Acceptance Model, the Technology
Acceptance Model 2, the Technology Acceptance Model 3, the Theory of
reasoned actions, and the Theory of Planned Behavior. According 1o these
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theories. intention to perform a certain behavior - as an alternative ol actual
adoption behavior - s theorized to be influenced by the beliels of the
individual about the outcomes of engaging in the behavior of interest
(Fishbein and Ajzan, 1975).

Technology Acceptance Model (TAM):

(Davis, 1989) has developed a technology aceeptance model based on the
theory ol reasoned actions introduced by (Fishbein and Ajzen, 1975), through
which the acccplémcc or rejection of the adoption of new information technology
by customers can be interpreted. According to this model, behavioral intentions
can be explained by the attitude {owards the use of new technology and the
perceived uselulness that can be gained as a result of that use. The attitude
owards the use of new technology can be determined by perceived usefulness
and pereeived case of use (Amer, 2011). The following figure illustrates the
(cchnology aceeptance model:

Figure (2)
Technology Acceptance Model (TAM)

Perceived
Usefulness
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Perceived
Ease ol Use
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Source: Davis, F. D. (1989). Perceived usefulness, perceived ecase of use, and user
aceeptance of information technology. MIS quarterly, 319-340

“T'his model consists of several dimensions as follows:

1- Perceived usefulness: It can be defined as the degree to which an individual
believes that the use of a particular technology would enhance his
performance in his job (Davis, 1989).

Many researchers have agreed on the importance of the influence of the
perecived uselulness dimension on customers’ intention to adopt e-banking
services. including (Wang et al, 2003; Singh, 20123 Santouridis and Kyritsi,
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theories. intention 1o perform o certain behavior - as an alternative of actual
adoption: behavior -~ is theorized 0 be fluenced by the belicls of the
individual about the outcomes of engaging in the behavior of interest
(Fishbein and Ajzan, 1975),

Technology Aceeptance Model (TAM):

(Davis, 1989) has developed a technology acceptance model based on the
theary of reasoned actions introduced by (Fishbein and Ajzen, 1975), through
which the acceptance or rejection of the adoption of new information technology
by customers can be interpreted. According to this model, behavioral intentions
can be explained by the attitude towards the use of new technology and the
pereeived uselulness that can be gained as a result of that use. The attitude
towards the use of new technology can be determined by perceived usefulness
and perecived case of use (Amer, 2011). The following figure illustrates the
technology aceeptance model:

Figure No. (2)
Technology Acceptance Model (TAM)
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Source: Davis, F. D, (1989). Perceived usefulness, perceived ease of use, and user
acceptance of information technology, MIS quarterly, 319-340

This model consists of several dimensions as follows:
I- Perecived usefulness: It can be defined as the degree to which an individual

believes that the use of a particular technology would enhance his
performance in his job (Davis, 1989).

Many rescarchers have agreed on the importance of the influence of the
perceived usefulness dimension on customers’ intention to adopt e-banking
services. including (Wang et al., 2003; Singh, 2012; Santouridis and Kyritsi,
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2014 : Davis et al, 1989; Amer, 2011), Where the ultimate reason for

customers' acceptance of self-banking services is that they find that their

dealings with these serviees will bring them many benefits that deserve to be

adopted with a degree of risk (Wang et al., 2003).

2. Perccived case of use: defined as the degree to which the individual believes
that the use of a particular technology will be Tree of effort (Davis, 1989).

Many researchers have agreed on the importance of the perceived ease of
use influence on the intention of customers 10 adopt sell-banking services,
including (Wang ct al., 2003; Singh, 20123 Santouridis and Kyritsi, 2014 ;
Davis et al., 1989; Amer, 2011)

(Wang et al., 2003) argues that e-banking should not only be easy to use
but must also be casy to learn for customers, which affects the degree of
customers® trust in services. perceived ease of use is also a way to attract users
10 use the system because of its ease. Il the customer feels easy to use, he will be
more confident. In contrast, if the customer does not feel easy to use the system,
there will be no confidence to use technology (Siang and Santoso, 2015).

3. The attitude towards the use of the system: The attitude towards the
behavior can be defined according to (Fishbein and Ajzen, 1975) as the
positive or negative feelings of the individual towards the use of a particular
system, The attitude towards behavior can also be interpreted in accordance
with prominent or important beliefs of that behavior and thus affecting the
intention and actual use of the new goods or services (Amer, 2011) adopted
from (Taylor and Todd, 1995).

4- Behavioral intention: It is defined as the individual's willingness to adopt or
not adopt the target behavior (Fishbein and Ajzen, 1975).

As (Amer, 2011) adopted from (Taylor and Todd, 1995) pointed out that
behavioral intention is considered the most important influent on the actual
adoption of a new product or service. As behavioral intention is influenced by
many factors, either directly or indirectly.

(Davis et al., 1989) found that factors of perceived usefulness and
perceived case of use are important intermediaries between eX0genous factors
that influence the behavioral intention of customers.
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S- Actual use of the system: the individual's actual adoption of the system
(Fishbein and Ajren, 1975),

This model assumes that the higher the perceived usefulness rate and the
more pereeived ease of use, the better the reaction of individuals 10 the yse ol
new technology and the intention (o adopt them.

The TAM assumes that user's aceeptance ol a new information system is
determined by histher intention to use the system, which in turn is determined by
two behavioral beliefs; perceived usef; ulness and perceived ease of usc.

Although many studies have empirically replicated or extended the TAM,
a key feature of the TAM is the opportunity for increasing contribution and
extension by tracing the impact of different external factors in explaining
individual’s internal beliefs, attitudes, and intentions (Davis et al., 1989). It is
also one of the most widely used and influentjal models in the field of
information  systems, technology and services. It has been validated (o be
powerful as a framework to predict user acceptance of new technology.

Like in many other studies of TAM the attitudes construct has been
removed to simplify the model as it was omitted fromTAM2 (Venkatesh and
Davis, 2000). The researcher also excludes the actual usage behavior. Many
rescarchers have used intentions rather than the actual behavior as a final
construct (Wang et al,, 2003 ; Venkatesh, 2000 ; Lin et al., 2007 ; Erdogmus
and Esen, 2011 ; Guhr et al, 2013 ; Kuo et al, 2013 ; Igbal and Bhatti, 2015
i Santouridis and Kyritsi, 2014). The researcher expands in the external
variables that are expected to better influence acceptance of TAM variables.
Fourth: Self-service Technology

Self-service technology has attracted the allention of many academjcs and
practitioners in the marketing and management of services (Meuter et al., 2005)
because of its relatjve novelty, strategic importance, and when implemented
successlully. it proves its importance in providing service standards efficiently
and cflectively without any direct intervention from the traditional employee.
Also. it is an essential part of service delivery processes where organizations
either replace or complement human-based services for reasons including cost
savings, market pressure, operational efficiency and service faijure prevention
(Oh et al., 2016).
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With regard to the Lgyptian banks, the application ol sell-service
technology has a significant impact on supporting economic development
through the provision of effective financial services. As a result ol the nature of
global competition in the ficld of banking services, banks’ application of sell-
service lechnology may be the possible solution for banks to stay in the near
[uture (Aliyu et al., 2014),

(Mcuter, Ostrom, Roundtree and Bitner, 2000) arc the [irst to use the
term self-service technology and defined it as a technological interface that
allows customers 1o produce services independent of the direct participation of
the employee.

(Lin and Hsich, 2007) sees that self-service technology is considered as a
means for customers o access their services based on information technology
and the Internet without any intervention by employees. He explained that one
of the most imporlant advantages of this technology is that it significantly
reduces the cost of employing the workforce, as it does not depends on the
client's contact with the employee to complete what he needs, but he/she can
complete all transactions in electronic form far from the human factor.

Banking Self-Service Technology in Egypt:

There is no doubt that Egyptian banks are constantly seeking to apply e-
banking services, since e-banking is no longer viewed as a competitive
advantage but a competitive necessity (Rod et al., 2009).

It is necessary to highlight the Egyptian banking sector in general. The
number of banks operating in Egypt is 40 banks (three of which are public sector
banks, the National Bank of Egypt, Banque Misr and Banque du Caire). The
total assets of banks operating in Egypt are 2846.1 billion L.E at the end of June
2016 compared to 1220.6 billion L.E at the end of June 2010. Total deposits
amounted to 2116.1 billion L.E at the end of June 2016 compared to 893.5
billion L.E at the end of June 2010 (Central Bank of Egypt, Annual Report,
2015/2016).

These indicators are evidence of the strength of the banking sector and
increase confidence in this sector despite the crises facing the countries, whether
political or economic and Egypt has huge potential for expansion of self-service
activities because of its high population, which exceeds 95 million people
according to the website of the Central Agency for Packaging And Statistics
(http: // www.Capmas.gov.cg).
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Egypt has a number of factors that are conducive 10 the success of the
application of sel(-service technology. IFor example, there is an expansion in the
infrastructure of Internet services in gypt reaching 33.19 million users in 2017
compared 1o 26,8 million in 2016 (Ministry  of Communications and
Information Technology Indicators Bulletin, August 2017). This means that
there is a growth rate in the number of Internet users in Egypt is 23.8% in one
year, which is a high percentage indicating the promising future of electronic
services in Ligypl. especially as a large number of users rely on high-speed
Internet services (which is required for the performance of electronic services),
(MCIT Bulletin August 2017) showed that the percentage of mobile Internet
users reached 33.22% in April 2017 compared 10 27.37% in April 2016. These
indicators are the most important factors determining the level of demand for
electronic banking services in the future.

According to the Central Bank of Egypt statistics in 2017, the number of
ATMs in Egypt reached 11000 machines at December 2017. According to the
simple data. there are 11 machines per 100,000 people in Egypt. This rate is still
very little compared to the United States (114 machines per 100 thousand
people) (Al-Buluk, 2014).

It can be said that using the Internet in banking transactions is still not
mature. since sclf-service in Egypt is still in its advanced stages and the success
of the application of self-service technology in banks depends on the readiness
of both the bank and the customer and thus the relationship between them must
be developed, Further studies in this area are needed to help Egyptian banks -
which have already started to provide many services through the Internet - to
attract more customers and enable them and facilitate their banking transactions
through the usc of technology.

Designing the questionnaire and testing its validity:
(1) Testing the validity of the questionnaire:
a- Content validity:

In order to verify the validity of the content of the two questionnaires
directed at each of the managers (for measuring the degree of readiness of the
bank) and the other for the customers (for measuring customers® readiness and
acceptance of self-services), the researcher presented them to a number of
specialized arbitrators of  the professors of business administration and
information systems, and also the managers of the banks under study for
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verilying the validity of the standards used in this rescarch and verifying  the
validity of their content and their coverage of all dimensions of independent and
“dependent variables, and the appropriateness and clarity ol the formulation of
the statements to measure what was set for it, and the appropriateness ol cach
statement of the variable 1o which it belongs, even reached the  [inal
questionnaire.

b- Internal consistency of the bank’s technology readiness variable:

The internal consistency reflects the consistency of each of the sub-
dimensions with the variable to which it belongs. The questionnaire list directed
to the managers was verified by calculating the Pearson correlation coefficient
for cach of the phrases in this list. The results of the statistical analysis revealed
the internal consistency for the dimensions of the banks' technology readiness.

c- Testing the validity of the guestionnaire directed fo customers using
Confirmatory factor analysis:

Confirmatory factor analysis is a method for determining the relationship
between observable variables and latent variables. In the case of prior
information to the rescarcher about the data structure based on previous results,
the confirmatory factor analysis can be used to test the possibility of collecting
some data and representing them by one or several factors. Therefore the
objective is testing the data representation of the expected structure. Thus, the
poodness of it of the models used in the current study can be judged by some of
the indicators as follows:

% The results “of the confirmatory factor analysis of the customer’s
technology readiness measures:

Table (4)
The total goodness of fit indicators of the customer's technology readiness
measurement model

Type of Indicator Index Value The value that indicates conformity
AT it I- Chi- square 1.898 Less than 3

Indicators olel 080 o)

3- RMSEA 0.050 Less than 0.08
1-NFI 0.865 0-1

Incremental Fit 2-TLI 0.924 More than 0.9

Indicators 3-CFl 0.931 More than 0.9
4-11°1 0.931 0-1

Source: The results of the statistical analysis using Amos
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Irom the previous table no.(4), it is clear that:

- All the goodriess of it indicators are acceptable to some extent whether
Goodness of Fit Index is 0.861, Normed Fit Index 0.865, Incremental FFit
index 0.931, Tucker Lewis Index 0.924 index Comparative Fit Index 0.931.

- The Root Mean Square of Error Approximation value is 0.050 and its value is
within the permissible limits. which means the lithess of the model.
= The value of the standardized chi-square 1.898, 1t is the result of the division
4

ol chi-square on the degrees of freedom and il the value is less than 3, this
mcans the fitness of the mode.

Thus: the above results indicates the voodness of fit and strong internal
cohesion ol the scale
% The results of the confirmatory factor analysis of customer’s acceplance
of self-service measures:
Table (5)

The total goodness of fit indicators of the customer's acceptance of self-
service measurement model

Type of Indicator Index Value | The value that indicates conformity
o |- Chi - square 2.852 Less than 3
3- RMSEA 0.071 Less than 0.08
I-NF] 0.975 0-1
Incremental Fit 2-TLI 0.976 More than 0.9
Indicators 3-CFl 0.984 More than 0.9
4-1F} 0.984 0-1

Source: The results of the statistical analysis using Amos
From the two previous table no. (5) it is clear that:

- All the goodness of fit indicators are acceptable to some extent whether
Goodness of Fit Index is 0.960, Normed Fit Index 0.975, Incremental Fit
index 0.984, Tucker Lewis Index 0.976 index Comparative Fit Index 0.984.

- The Root Mean Square of Error Approximation value is 0.050 and its value s
within the permissible limits, which means the fitness of the model.

- The value of the standardized chi-square 2.852, and it is the result of the
division of chi-square on the degrees of freedom and if the value is Jess than
3. this means the fitness of the model.
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Thus: the above results indicates the eoodness ol (it and strong internal
cohesion ol the scale.
(2) Testing the reliability of the two questionnaires:
Table (6) shows the results of the reliability of the questionnaire directed to
the managers and the questionnaire directed 1o the customers.

Table (6)
Reliability test results of the research questionnaires

Research variables Yalus of Crm?b.ach’s Reliability

Alpha coefficient :
Total customer's technolooy readiness 0.765 Reliable
Total customer's aceeptance 0.937 Reliable
Total Bank’s readiness 0.953 Reliable

Source: Prepared by the researcher based on the statistical analysis results
Recciving responses and response rate:

Table (7) shows the number of distributed questionnaire lists of customers
in each bank and the number of lists suitable for analysis in each of them:

Table (7)
The number of distributed questionnaire lists of customers and the number
of lists suitable for analysis in the banks under study

: Bank | NBE | c1B | ADIB | HDB | Total
Lists
Number of distributes lists 125 100 69 90 384
Number of excluded lists 11 - 2 6 19
Number of lists suitable for the analysis 114 100 67 84 365
Response rate 91% 100% 97% 93% 95%

Source: Prepared by the researcher, from the process of data collection.
While the managers’ lists had a response rate of 100% as shown in Table (8):

Table (8)
The number of distributed questionnaire lists of managers and the number
of lists suitable for analysis in the banks under study

Vel Bank | \pe | ciB | ADIB | HDB | Total
Number of distributes lists o 3 3 ] 14
Number of excluded lists - - - - =
Number of lists suitable for the analysis 5 3 3 3 14
Response rate 100% | 100% 100% 100% 100%

Source: Prepared by the researcher, from  the  process of data collection.
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e Table (9) shows that the use of ATMs represents the largest and predominant
percentage of using the rest of the self-services in all the banks under study.
The usage rate for this service was 71.9% at (NBLE) and 96% at (C1B), 71 0%
at (ADIB) and 84.5% at (HDB), indicating the importance of this service to
the customers in relying on it through their transactions with the banks.

o Internet banking was the second used service. Where the percentage of its
usage in (C1B) was the highest percentage between banks, which accounted
for 45%, While (ADIB) and (NBE) cuslomers were less dependent on it, with
a usage rate of 20.9% and 12.3% respectively, and this service has not been
provided vet to customers in (HDB).

« Mobile banking services have not been yel developed and submitted to
customers (NBE) and (HDB), while the percentage of its usage and reliance
on banking transactions was about 43% in (CIB) and 13.4% in (A DIB).

e The Ii-Wallel service was ranked the last in terms of the use of self-service in
the banks under study, with 6.1% usage rate al (NBE) , 22% in (CIB). 9% in
(ADIB), but this service has not been submitted yet to the customers of
(HDB).

Data analysis and hypotheses testing:

This section deals with the analysis of the field study results related to the
levels of technology readiness of each of the banks to develop and provide self-
services (o customers, as well as the technology readiness of customers to use
self-services technology and their acceptance, and how the technology readiness
of both banks and customers influences customers' acceptance of the self-
services.

For determining the managers and the customers attitudes towards the
rescarch dimensions, The rescarcher relied on comparing the value of the
weighted mean of the variable with the values of the Likert scale, The
availability of technology readiness and acceptance of self-services in the banks
under study has been judged through three levels:

Il the arithmetic mean falls within the range (ﬂ'om 1 to 2.99), this
indicates a low degree of readiness and acceplance, and if the arithmetic mean
falls within the range (from 3 to 3.99), this indicates a medium degree of
readiness and acceptance, , and if the arithmetic mean falls within the range
(from 4 to 5), this indicates a high degree of readiness and acceptance.
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Testing the first hypothesis:

The first hypothesis states that "There is a high availability of the banks'
technology readiness of the banks under study to develop and provide sel-scrvices
Lo the customers™.

Through the results indicated in table (10) shows that:

There is a strong rapprochement of opinions of the managers of the banks
under study on the availability of a high degree of technology readiness to develop
and provide high quality self-service to their customers. This is evident in the
arithmetic mean where it reached 4.55 strongly with 77.5% direction strength in
the (HDB) which was ranked the first in the ranking of the banks under study in
the degree of availability of high technology readiness, followed by (CIB), where
the arithmelic mean was 4.47 with a strong direction strength of 73.5%, then the
(NBE) with a mean of 4.28 with a strong direction strength of 64%, Finally,
(ADIB) came in the last rank with a mean of 3.85 a strong direction strength of
42.5%.

Based on the analysis of the previous results, the first hypothesis will be
partially accepted.

Testing the second hypothesis:

The second hypothesis states that "There is a low availability of the
technology readiness of the banks' customers under study to use the self-services
provided by the banks".

Through the results indicated in table (10) shows that:

o The overall indicator of (CIB)'s customers' readiness reflects a medium degree,
as the arithmetic mean was 3.32, with a weak tendency towards the use of
technology in day-to-day dealings which amounted for 16%, indicating that the
bank's managers and e-services should pay attention to their customers' readiness
in order to maintain the bank's level of service delivery, its continued demand
and develop them to ensure that it maintains its competitive position as the
largest private sector bank.

« (ADIB) was ranked the second in terms of the degree of technology readiness of
its customers with a mean of 3.21, which has a value within the medivm range
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with a strength of direction of 10.5%, indicating the weakness of customers'
dependence on technology.

The (HDB) was the third ranked in lerms of the technology readiness of its
customers, where the arithmetic mean was 2,99, which has a value within the
low ranpe with a strength of direction of -0.5%, indicating a very weak
customers' dependence on technology,

While the (NBE) came in last rank in terms of the technology readiness of its
customers with a mean of 2.84, which has a value within the low range with a
strength ol direction of -8%. which indicates that this ratio is a serious indicator
for the bank showing insufficient attention from the bank to its customers and
their views, opinions and beliefs towards the technology, and that the bank
should review the readiness of its customers in order to ensure their preservation
from the direction towards other banks to meet their needs, especially as it is the
largest public sector bank,

Based on the analysis of the previous results, the second hypothesis will be
partially accepted.

Testing the third hypothesis:

The third hypothesis states that "There is a low availability of the customers'
aceeptance of the self-services provided by the banks under study",

Through the results indicated in table (10} shows that:

* The (CIB)'s overall indicator of total customers' acceptance of self-services
reflects the highest acceptance rate among the banks surveyed, with a mean of
4.21 and falls within the high range of 60.5%, indicating the positive trend of the
bank's customers towards accepting the self-service provided by the bank.

* (ADIB)'s customers came in second rank , as the value of the arithmetic mean of
the customers' attitudes towards the acceptance of the self-services provided by
the bank was 3.93 and falls within the medium range, but with a direction
strength of 46.5%, which means a decrease in customers' acceptance for self-
service provided by the bank.

* (HDB)'s customers were ranked the third in the attitudes of customers towards
the acceptance of self-services, with a mean value of 3.75 and falls within the
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medium range, But with a direction strength of 37.5%, indicating a decline in
customers' acceptance for self-service provided by the bank.

o (NBEYs customers were the Tourth and last in the ranking of customers' attitudes
toward sell=services acceptance, as the value ol the arithmetic mean was 3.52
and is in the medium range. but with a direetion strength of 26%. Indicating a
decline in customer aceeptance lor sell-service provided by the bank.

Based on the analysis of the previous results, the third hypothesis will be
partially accepted,

Testing the fourth hypothesis:

The fourth hypothesis states that "There are significant differences between
banks under study in customers’ level of acceptance due to the level of banks’
technology readiness”.

For testing this hypothesis, the researcher used the discriminate analysis
method to determine the ability of the technology readiness of the banks to
influence the levels of customer acceptance of self-services, Where the customer
population was divided into three groups. the first with a high level. the second
with the intermediate level and the third with a low level. The discriminate analysis
was used to determine the extent of differentiation between these groups and the
significance of the differences between them through the Wolks Lambda
coefficient as shown in the following tables no. (11) and (12):

Table (11)
Wolks' cocfficient to explain discriminate level in customers' acceptance of
self-services

Wolls Chi- Degrees of -
Rilsment Lambda square freedom Sig.
Customers' acceptance of self-services 92.8% 12.821 4 0.012
Source: Results of the statistical analysis.
Table (12)
Standardized Discriminate Function Coefficients
Statement Organizational factors | Environmental factors

Customers' acceptance of self-services -0.035 0.991

Source: Results of the statistical analysis,
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Tables (11) and (12) illustrate the [ollowing:

¢ The Wolks coefficient is more than 50% and less than the correct one, which
indicates that the independent variable (The technology readiness of the bank)
can explain the high rate of aceeptance in the banks under study:.

o The technology readiness of the bank is not completely responsible for the level
ol customers' acceptance, but it contributes with a high rate in the formation of
aceeplance of self-service.,

o Al Wolks coelficients were significant for hoth perceived uselulness and
pereeived case of use at a significant level of 1% and 5%. This indicates that
there are dilferences in the level of customers' acceptance due to the level of
technology readiness of the bank.

Based on the analysis of the previous results, the fourth hypothesis will be
accepted.
Testing the fifth hypothesis:

The fifth hypothesis states that "There are significant differences between

banks under study regarding the influence of customers’ technology readiness to
use self-services on their level of acceptance of these services".

[n order to test this hypothesis, the researcher used the multiple regression
method to determine the influence of customers' technology readiness on their
level of acceptance of sclf-service technology, as well as the contribution of each
dimension of the customers' technology readiness in explaining the variance in
their acceptance of self-service technology. The following tables illustrated the
results of the multiple regression in the banks under study.
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“Table (13)
The results of the multiple regression analysis for the influence of customers’
technology readiness on their level of acceptance of self-services in the (NBIE)

Independent Standardized -

\"ml-iah!cs Coefficients i L Sit, Al
Constant - 3.466 0.001 -
Optimism 0.616 7.659 0.000 3.396
Innovativeness 0.174 2.192 0.030 3317
Discomfort -0.080 -1.442 0.152 1.603
Insecurity -0.125 -2.275 0.025 1.577
R’ =79.2% Adjusted R* = 78.4%

I value = 103.800 Sig. F =0.000
The value of Durbin-Watson fest = 1.849
Sig. Kolomogrov-Smirnov test = 0.991
Source: Results of the statistical analysis.
Table (14)

The results of the multiple regression analysis for the influence of customers'
technology readiness on their level of acceptance of self-services in the (CIB)

Independent Standardized :

Va:')iablcs Cocfficients i Ll SR 4
Constant - 4.809 0.000 -
Optimism 0.168 2.094 0.039 1.657
Innovativeness 0.586 6.981 0.000 1.819
Discomfort -0.079 -0.966 0.337 1.734
Insecurity -0.120 -1.508 0.135 1.642
R =63.1% Adjusted R* =61.6%

F value = 40.664 Sig. F=0.000

The value of Durbin-Watson test = 2.036

Sig. Kolomogrov-Smirnoy test = 0.664

Source: Results of the statistical analysis,

WYy



Table (15)
The results of the multiple regression analysis for the influence of customers'
technology readiness on their level of acceptance of self-services in (ADIB)

Independent Standardized 3 "
V:all'iuhlcs Cocllicients fj Iivalie i ViF

Constant - 2.574 0.012 -
Optimism ’ 0.702 8.942 0.000 1.996
Innovativeness 0.193 2.487 0.016 1.957
Discom fort -0.158 -1,994 0.051 2.034
Inscenrity 0.076 0.977 0.332 1.951
R* = 80.8%, Adjusted R* = 79.6%
Fvalue = 65,362 Sig. F=0.000

The value of Durbin-Watson test = 1,726

Sig. Kolomogrov-Smirnov test = (.903

Source: Results of the statistical analysis,

Table (16)
The results of the m ultiple regression analysis for the influence of customers'
technology readiness on their level of acceptance of self-services in the (HDB)

Independent Standardized i \
i Coefficients [ Sralne Sig. Ik
Constant - 3.162 0.002 -
Optimism 0.546 5.302 0.000 1.823

Innovativeness 0.228 2,234 0.028 1.791
Discomfort -0.286 -3.200 0.002 1.379
Insecurity 0.132 1.361 0.177 1.613

R*=54.1% Adjusted R = 51.8%
Fvalue =23.281 Sig. F =0.000

The value of Durbin-Watson test = 1.909

[ Sig. Kolomogrov-Smrirnov test = 0.583

Source: Results of the statistical analysis.
The previous tables no. (13), (14). (15), and (16) illustrates the following:

* The estimated regression models are free [rom any econometric problems that
may probably alfcet them or lead to the unreliability of their results.

* The "F" test showed the significance of the regression models, which reflects the
cllectiveness of the customers' technology readiness dimensions in explaining
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the variation in their level of aceeptance of self=services provided by the banks
under study.

The total influence of the customers' technology readiness dimensions on their
level of acceptance of the self-services was expressed by the value of "R2"
which was 79.2% in the (NBLE), 63.1% in (CI13), 80.8% in (ADIB), 54.1% in
(L1IDB), which indicates that the technology readiness can explain the difference
in the level of customers' acceptance with a percentage of 79.2%, 63.1%, 80.8%,
54.1% in (NBE). (CIB), (ADIB), and (HDB) respectively, as the customer's
rcadiness o use technology is largely responsible for his acceptance level of the
sell-services, while the remaining percentages are due to other factors that are
not included in the regression relationship

Bascd on the analysis of the previous results, the fifth hypothesis will be

partially accepted, as there were an agreement on the dimensions influencing the
level of acceptance in both (ADIB) and (HDB), but there was a difference in the
dimensions influencing the level of acceptance in both (NBE) and (CIB).

Research findings:

D

The research resulted in a set of findings which can be illustrated as follows:

This research sought to try to identify the actual reality of the availability of the
technology readiness in the banks under study as one of the main factors to
adopt modern technological innovations.

This study dealt with the relationship between the technology readiness of banks
as one of the main factors influencing the decisions taken to adopt or not adopt
modern technology, and the technology readiness of customers and the
necessity of its availability in order to achieve a high level of. usage of self-
services, and indicating the influence of both of them on customers” acceptance
of sclf-services provided by the banks under study.

‘The importance ol this research for bankers is to support their decisions to
develop sell-service technology through factors influencing customers’
adoption and acceptance of these services. Also, this study provides banks with
information about the differences among customers according to their
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preferences and demographic factors, which should be taken into account in the

development of modern technological systems.

Most customers prefer to carry out their transactions through the automatic teller
machines (ATMs), which are the most used self-service, but there was a decline
in the usage rates of the rest of the services.

According (o The National Bank of Egypt (NBE): the managers’ opinions
indicated the availability of a high level of technology readiness in the bank to
develop and provide self-service to customers. But it did not reach the
maximum level of the arithmetic mean, and there was weakness in the strength
of the direction toward the environmental factors. Results also indicated the
availability of low level of technology readiness among the Bank's customers,
as well as an average level of their acceptance of the Bank's self-services with a
strong strength of direction towards the dimensions of acceptance.

According to The Commercial International Bank (CIB): The managers'
views indicated a high level of technology readiness at the bank to develop and
provide self-service to customers. There was also a weakness in the strength of
the direction toward environmental factors. The results showed a high level of
availability of customers' acceptance of self-services provided by the bank with
a highly strong direction. despite the level of customers' readiness which was

available at a medium level.

According to Abu Dhabi Islamic Bank (ADIB): The opinions of the managers

showed the availability of a medium level of the technology readiness of the
bank with a weak power of direction, also, there was an availability of the
customers’ technology readiness with a moderate level and the direction
strength was weak towards using technology. Their opinions indicated a low
direction strength towards their level of self-services acceptance which was in
the medium range. '

According to Housing & Development Bank (HDB), the findings showed that
HDB was superior to the rest of the banks in terms of the high availability of
technology readiness in the bank with a strong direction strength, while there
was a medium level of customers’ acceptancé of the services provided.
Customers opinions expressed a low degree of availability of the technology
readiness dimension to use self-service technology.
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Rescarch recommendations:

In light of the findings of the rescarch. a number ol recommendations can be

presented as follows:

|- Developing and expanding the self-banking services of all its kinds to enable the

5-

O-

10

category of customers, which is unable to use the internet banking services, 1o
gradually moye into the clectronic dealings world.

Developing aspects of the operations and usage of self-service 1o make them
casy to use and not limited 10 the highly qualified customers only.

Providing the support by banks to customers, who visit the banks in executing
their transactions, electronically within the bank with the assistance of the
bank's stalf.

Accurate Identification of the Bank's shortcomings regarding the level of
readiness of the branch by conducting a comprehensive study of the Bank.

Assignment of the research department of each bank to investigate customers'
opinions to identify their expectations about their self-service, its level and their
evaluation of the services provided.

The need of focusing on the security and privacy aspects of the technology
provided, including physical protection of electronic channels, and actions
taken in banks such as maintenance and supervision system and the protection
of the website.

Achieving the continuous compatibility between the level of technology
readiness of the bank and the technology readiness of the customers, by
eliminating the differences in technology level between them.

The need to work on spreading e-banking awareness among customers of the
clectronic channels and services which are provided through them in order to
increase electronic transactions.

Banks should change the culture of individuals to deal with self-service
technology, especially with the current tendency of banks to transfer all
(ransactions 1o be done electronically.

- The need for banks to pay attention 10 the manner of which the service id

designed and delivered, and that the self-service provided must be easy to use
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and not having complex procedures, as not all customers at the same level of
readiness.

[1- Banks nced 1o pay atiention (o the conlidence factor as one of the (aclors
contributing 1w the adoption ol mobile sclf-service, in addition o providing
adequate protection [or mobile applications, which helps to increase the level of
is usage.

12- Innovation of new types of self-banking services that satisfy customers' desires
and attract them to usc these electronic channels in their banking transactions.

13- Working on the continuous improvement and development of ATM machines

and services provided through them, through adding some of the improvements
and developments on them

14- The necessity 1o focus on the appearance of physical facilities for ATMs in
terms of quality and safety of machines and devices used, as well as its external
appearance 1o be able to create a comfortable atmosphere for the customer and
find them easy to use.
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