American Journal of Applied Sciences 11 (1): 47-5&€014

ISSN: 1546-9239

©2014 Science Publication

doi:10.3844/ajassp.2014.47.56 Published Onlinell 2Q14 (http://www.thescipub.com/ajas.toc)

CONSUMERS’ PERCEIVED RISK AND ITS EFFECT
ON ADOPTION OF ONLINE BANKING SERVICES

'Fereshteh Farzianpour,’Mahsa Pishdar,
3Masoumeh Danesh Shakib andMohammad Reza Seyyed Hashemi Toloun

!Department of Health Management and Economics,

School of Public Health, Tehran University of MealiSciences, Tehran, Iran
’Department of Production and Operation Managenfdiatneh Tabatabaii University, Tehran, Iran
3Department of Management, Sciences and ResearchiBohtglamic Azad University, Tehran, Iran

4Department of Management, Sohrevardi Institutioazn, Iran

Received 2013-11-08, Revised 2013-11-12; Accepte@-20123
ABSTRACT

Although online banking services have gained afaittention, many consumers are still not williloguse
them. Since online banking services can be a cativeeadvantage for banks, it is useful to know tioee
factors affecting the use of online banking serwic&his study sheds light on different aspects of
consumers’ perceived risk to analyses the influesfcetal perceived risk and consumers’ willingnéss
embrace innovation on online banking services adopResults of the study show that the consumer’s
total perceived risk and willingness to accept iratmn both have a direct effect on online banlsegvices
adoption, while willingness to adopt innovation has significant influence on the consumer’s total
perceived risk. Meanwhile, it seems that socialcpeed risk cannot increase the consumer’s total
perceived risk. Beside these, the extent of otbeasaemers’ perceived risks is forecasted by the it of

a neural network. This forecasting helps to undeistwhether other consumers that have same fesding
members of study society are willing to adopt aaliranking services or not.

Keywords: Perceived Risk, Innovation Adoption, Online Bargk®ervices, Neural Network

1. INTRODUCTION It is obvious that many consumers are not willing t
use online banking services in spite of the banks’
Competitive advantage has a lot of importance ininvestments and efforts in this domain. The bank
different industries such as the banking industtyis service providers play an important role in encgurg
agreed that online banking can improve the quality customers to use these kinds of services. A lot of
banks’ services and reduce the operational codis. T surveys showed that it is possible to reduce bankin
number of banks that are trying to gain this cotipet network costs in this way. Daniel (1999) is prolyabl
advantage is increasing day by day. Online banldrey  one of the firsts to show banks can improve their
technology that represents a variety of differemviges, efficiency through technology adoption. The author
ranging from the common automatic teller machine showed that corporate vision of the future in whikéa
services and direct deposit to automatic bill payime environment becomes more competitive can progel it
electronic transfer of funds and computer banking use online services. This has made it clear to some
(Kolodinskyet al., 2004). If the protection of consumers’ researchers like Bauer and Hein (2006) and Lee9QR00
information can be strengthened, the bank can bemef that recognizing effective factors on adoption asdge
lot of providing online services (Lez al., 2013a). of these services is really important.
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By a simple review of the related literature, ome c  (Littler and Melanthiou, 2006). That is why somenka
absorb that innovation adoption from consumers andtry to transfer correct information through spewiabsites
their perceived risk are important factors in oalin and let them try such services before using those
banking succession. Since it is obvious that ravfahe (Cunningharret al., 2005). By this one can assume that:
consumers are willing to take these services e, the . , .
power of understanding the risk of using theseisesy ~ Sub-Hypothesis 1.1 Consumers’ performance risk
and innovation adoption are some of the factorspghah ~ Perception enhances their risk understanding atiwut
Internet users towards online shopping. So, thenmai doption of online banking services.
objective of this study is to investigate the efenf such Consumers believe that security risk is relatetheo
factors on the usage of these kinds of serviceskiRg  threat of losing money. Surveys have shown thatritgc
various aspects of risk perception by paying attento  isk is one of the important factors that can have
their influence on the use of online banking isoals jnfluence on adoption of online banking servicese T

important too while chasing_the target mentionedvab gap between the perceived security of a technotogy
This has encouraged us to investigate the effdcisiah its real security level can affect behavior of peop

factors on MELLAT bank consumers in Iran, In ortker (Huang et al., 2011). The success of online banking

make bank managers capable of understanding th&eryice adoption is threatened by lack of awareaess
unique concerned market situation; 384 depositak®h jycorrect perceived knowledge about information and
_been selected randomly to study hypotheses. Irpadd| money security (Huang al., 2010) so:

it can be helpful to understand whether other diépres

who are in the similar situation as members ofstuely ~ Sub-Hypothesis 1.2.Consumers’ security risk perception
sample are willing to adopt online banking servioes increases their risk understanding about adopti@amine
not. By focusing on this result, it can be possite  banking services.

predict others’ behavior.

It is obvious that online banking is a mutual
relationship between the bank and the depositoichwik
based on their common interest. The results ofgtidy
can be effective in providing online banking seegdn
macro policy making of banks in Iran or banks thet
exposed to the same conditions.

Hypotheses that can be helpful in getting these
objectives are as follows.

Perceived risk can affect the consumer’s decision
whether to use online services or not. It has been
specified that consumer feels the risk of differpatts

of usage of online serv.lces and try to preventiii(g They try to optimize the risk that are encountesétt and
and Yi, 2012) therefore: the benefits ahead (Lekal., 2013a; 2013b). Banks should
Hypothesis 1:The depositor's total perceived risk can carefully direct consumers’ minds in order to emage
decrease their willingness to adopt online bankingthem. That is why it seems reasonable to assurhe tha
services.

Social situations can affect the adoption of online
banking services. Consumers belong to different
social environments. They are surrounded by people
that each has their own ideas about these kinds of
services. People transfer their ideas and expesietx
each other (Littler and Melanthiou, 2006), theydea
pay more attention to social relationships and the
experiences when there is a lot of opposition ftew
technology. Controlling depositors’ behavior is ruc
more important in this situation. A concrete examjd
related to social networks. Although there are soisies,
many people share their information using thesevarés.

Sub-Hypothesis 1.3:Consumers’ social risk perception
There are various aspects of risk perception that g increases their risk understanding about adoptibn o
rise to the extent of consumers’ perceived riskuabo online banking services.
using online banking services. One of these aspscts The Internet has a great effect on how things are
performance risk, which talks about consumers’ ®8IT  qone |t can provide its user with information in a
about the product or service level of performanse i flash. But one should consider this matter that
relation to expectations (Nicolaowet al., 2013).  |earning how to work with a new technology can be
Performance risk depends on the consumers’ knowledg time consuming. This can get a lot of importance
and cognitive capabilities about a special prodoict  when providing service with the help of internet is
service. Asymmetry of information in online banking low. Also there is a risk that the transaction wbuobt
and the lack of personal communication prevenirtgst be done correctly (Ruiz-Mafet al., 2009). It can
the service in a correct manner and lowers confiden therefore be assumed that:
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Sub-Hypothesis 1.4Consumers’ time loss risk perception
increases their risk understanding about adoptianline
banking services.

Another important obstacle in the adoption of oalin
banking services is violations of consumers’ privaad
their confidential information (Li, 2012). Surveymve
shown that consumers are concerned that othersdwoul
obtain their personal information. Farzianpoetr al.
(2011a) users like to control all the aspectsaihgring
their personal information while using these sersic
Farzianpouret al. (2011b) this has made it a real
challenge for banks to provide information secuflty
2012). Various researchers have paid attentiorhi® t
and even investigated governments’ behaviors agains
this concern. Wuet al. (2011) explored the online
privacy regulations and their similarity in two ctities,
the United States and China. Results showed tha
American legislative initiatives are more comprediea
and integrated than those of their Chinese couattsp
In China, there was no specific right of privaceeified
in dedicated legislation until recently. This imfzot
matter makes this hypothesis:

Sub-Hypothesis 1.5:Consumers’ privacy risk perception
gives augmentation to their risk understanding alioel
adoption of online banking services.

In addition, one can assume that:
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Hypothesis 2: Consumers’ risk perception has a negative
effect on their tendency to use online bankingisess

A consumer’sinnovation assent is about consumers
characteristics. Some people can adopt new ideds an
technologies much faster than others without haging
related experiences. This has caused some reseatohe
study how to encourage people to accept new things.
Kolodinskyet al. (2004) studied the theories of technology
adoption to the acceptance of e-banking technaogieey
examined whether and how the characteristics #wmtrithe
the adoption of new innovations are related to woes
adoption of online banking technologies. They codet
that measures of personal characteristics and nesaei
innovation diffusion can determine speed and level
adoption. Li (2013) noticed that lifestyle oriertas are
other powerful cue to the admission of some new
{echnologies. It seems that people willingnessitovation
adoption increases their propensity to use onleeking
services. This enhances their risk tolerance so:

Hypothesis 3:Consumers’ innovation adoption increases
consumers’ tendency to use online banking services.

Hypothesis 4: Consumers’ willingness to innovation
adoption decreases their risk perception aboutgusin
online banking services.

By obtaining these hypotheses, the basic framework
of this study is set as is shownRiy. 1.

Perceived

¥

a&bptioﬁ

Fig. 1. The basic model of current study
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2. LITERATURE REVIEW

According to one definition, a bank is an instibuti
for maintaining funds, raising additional funds and
granting f unds to credit to the people who neadrftial
resources Investopedia, 2013. By another definitmn
bank collects the funds wandering and not in usthbiy

owners and invests them in various sectors or grant,

facility will such as promoting environmental
sustainability that is considered by the (WB, 2018)
these two definitions, major activities of a banie a
considered to be collecting deposits and making
decisions about how to use it. But other banking
operations-in particular, new functionalities suels
online services-must be considered. So, a bankbean
defined as a commercial entity that collects péeple
surplus funds and attempts to use and allocate them
optimal way for a country’s economic and credit
policies. According to this definition, banking the
function and the role that banks play. So, banks
traditional functions and the role that they plagading
to the evolution of technology should be considered
simultaneously (Haubrich and Santos, 2005).

In electronic banking, information is available in
digital format; e-banking means banking operations

through centralized computer systems and networks

which are not limited in time and space. By e-bagkit

is possible to provide consumers with access tkibgn
services, through the use of safe intermediate an
without physical Presence (Yousafeaal., 2003).

In compare with traditional banking, electronic
banking while providing comprehensive banking
services with good quality, has the idea of develept
based on customer satisfaction and increasing veven
based on providing services that will receive a
commission (Beheshét al., 2012).

Risk is a function of the magnitude or extent ofigo
that a person tries to reach and also the serisasfehe
atonement that one must endure while not reackiamt
(Mitchell, 1999). Stone and Winter (1987) definaskr
as an individual expectation of potential losseke T
higher probability of a loss, the more risk is peved
by the individual.

Bauer (1960) focused on perceived risk (subjective
rather than actual risk (objective). A typical comer
has limited information and a semi-reliable memdhg

goods and services have been tested a few times bhanking services or not.

them. Therefore, it is often impossible tomakean
accurate assessment of risk. Even if the consusranle
to calculate related risks, the calculated risksrant real

///// Science Publications 50

risks that can drive the consumer behavior, but
subjective opinion. So, to measure theperceivedrisk
these limitations should be noted (Mitchell, 1999).
Perceived risk is considered a fundamental conoépt
consumer behavior and is often used to explain
customers’ risk perceptions and reduction methods
(Mitra et al., 1987; Shin, 2010). Perceived risk
significantly guides consumer behavior, becauselgeo
ish to avoid making mistakes (Mitchell, 1999). The
magnitude of a perceived risk depends on many ifacto
such as how important the target is and how setioeis
possible consequences of a mistake are (Cox, 1967,
Dowling and Staelin, 1994; Lee, 2009).

Risk perception has been considered by both
researchers (Grewaét al., 1994) and Practitioners
(Farquhar, 1994). This domain of study has beed use
a wide range and providing different goods andisesy
such as food industry technology, dental services,
banking services. There is no doubt that a purchase
decision must lead to satisfaction, so positivaelltesare
expected and if there are negative consequencss, it
possible that expected level of satisfaction witt e
achieved (Yoon, 2010). That is why Consumer risk
perception is important in marketing. It is belidvihat
innovation can increase consumer’'s satisfactiorellev
Innovation is a process in which a preferred optmma
different procedure or product, is selected in ptdenake
it practical and the shortcomings of the product or
procedure are fixed or improved upon. Innovatiorars

Gattempt to replace new production models with ol

or provide new products and services to markett ha

why it seems that innovation adoption can affe@ th

adoption of consumers’ online banking services. But

there must be a consumer centric perspective ah@ut

process (Vizet al., 2013).
3. METHODOLOGY

In order to study total perceived risk, a regrassio
analysis has been done by focusing on perceivedgyi
risk, perceived security risk, perceived perfornearisk,
perceived time loss risk and perceived social vislch

are shown above iRig. 1. On the other hand, perceived

risk affection on the extent of online banking sees

adoption is investigated. Innovation adoption is thst
)variable that is considered in this study. Usingression
analysis, one can see whether innovation adopffenta

perceived risk and also the extent of using online
Each variable and its
relationship with other variables are describedthis

study. So, this study can be seen as a descriptide
analytical study.
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All customers of Mellat banks’ branches that have Table 1.Total alpha value
received a password and user ID to access the dank'Total number of questions
online banking system have to make up the studyi” the questionnaire Total Cronbach’s alpha
society. The number of people that have the chambe 22 077048
in the sample is more than 616923 until the 20tNay,
2011. 384 people has been selected by chance argl us

Table 2. Alpha value for each construct

the table of Krejcie and Morgan in order to make th Row ConSt_rUCt . Cronbach s alpha

. . 1 Perceived performance risk 0/8968
sample. It should be mentioned that the peoplehén t : L

. . . 2 Perceived security risk 0/7949
study society were classified based on the location 3 Perceived social risk 0/8360
Mellat bank’s branches that they have received thegr 4 Perceived time loss risk 0/8470
ID and password from. 5 Perceived privacy risk 0/7512
Data was collected wusing anelectronic 6 Innovation adoption 0/7358

guestionnaire based on the questionnaire useden th

Ruiz-Mafe et al. (2009). However, the basic 3.1. Data Analysis
guestionnaireis localized in order to be suitaloebé

used in Iran. The questionnaire has been emailed tqnf
6000 people that belong to the study society; @@
people have replied this email. The rate of respondents.

questionnaire’s reply is about 7%, which is acceleta As it is shown, most of the respondents are mee. Th

for electronic questionnaires. , _age of the 43.25% of the respondents is 25 to 38. 2
It is known that reliability is very important in  yegnondents are married and more than half of the

dealing with questionnaires. It helps the researtbe ogpondent's educational degree is bachelor. lero

study what he really means. If the questionnaimnod  555ess the use of online banking service in li&art|

be shown to be reliable, there is no discussioh ttha type questions were presented to sample members.
results of the study are not correct. Cronbachfgis  37gpeople responded to these questions that are
used to determine the reliability of constructssifles observable at the last part Bable 3. The answers can

calculating the total alpha for the questionnaire, measyre the core of internet banking servicesan. IAs
Cronbach's alpha is calculated for each consthaitis i (yrns out, account review and receiving statetsien

considered in this studylable 1 shows the total alpha p5ve the greatest mean score among the three.
value andTable 2 demonstrates the alpha value for each

construct. Since all of the alpha coefficients greater ~ 3.2. Kolmogorov-Smirnov Test
than 0.7, one can say that the questionnaire has
satisfactory reliability.

Another important matter is the validity of the

A demographic analysis can provide useful
ormation about respondents of the questionnaire.
Table 3 shows different categorized information about

Kolmogorov-Smirnov test can determine the
normality status of the data distribution in thisidy.

guestionnaire. Content validity and construct vig§id A_CC(_)rdungy_, if the test is significant, then t'heatd
are paid attention to in this study. The questidrena d|§tr|but|0n is not normal and the nuII_hy!oothemB be
was presented to five experts in the field of eteuic rejected. The result of the test indicates that the
banking, all of whom found it suitable to be us&tis significance level for all constructs is less ti&; that
shows appropriate content validity of the is why one can say that data distribution is normal
questionnaire. Since the overall structure of the Table 4shows these results.
rese_arch constructs and variables have been used g5 Spearman Test
previous researches, the present study uses
confirmatory factor analysis to verify the basicaeb Before paying attention to Structural Equation
The study analyzed data by using a variety of Modeling, it is possible to investigate the relathips
statistical methods. Kolmogorov-Smirnov test isduse between study variables by using the correlation
determine data normality status. The Spearman iscoefficient. Since the questionnaire and Likert etyp
designed to investigate the correlation between thequestions are concerned in this study, the Spearman
constructs of present study. Structural Egquation Correlation Coefficient is used to study the relaships
Modeling (SEM) is also carried out to study hypaiee between constructs. The results of the Spearmamates
by considering the maximum likelihood method. indicated inTable 5.
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Table 3.Demographic analysis results of respondents

Gender Frequency Percentage Cumulative (%)
Man 283 70/75 70/75
Woman 117 29/25 100
Age

Under 24 23 5/75 5/75
25-34 173 43/25 49
35-44 122 30/5 79/5
45-54 65 16/25 95/75
55-64 15 Mar-75 99/5
More than 65 2 0/5 100
Marital status

Married 278 69/5 69/5
Unmarried 122 30/5 100
Level of education

Diploma 164 41 54/5
Bachelor 212 53 94
Masters 24 6 100
Total 400 100

On-line banking service

Account review and receiving statements

Funds transfer
Bill payment services

e mean scores
4/4

3/9

3/6

Table 4.Z of Kolmogorov-Smirnov test and significance lefa each construct of the study

Construct Z of Kolmogorov-Smirnov test Significance level
Perceived security risk 4/268 0/000

Perceived performance risk 4/019 0/000

Perceived social risk 5/706 0/000

Perceived time loss risk 5/085 0/000

Perceived privacy risk 4/421 0/000

Total perceived risk 5/999 0/000

Innovation adoption 3/191 0/000

On-line banking service adoption 3/298 0/000

Table 5. Results of spearman test

First variable Second variable N Correlation co&ffit Significance level
Total perceived risk Perceived security risk 400 420/ 0/000

Total perceived risk Perceived privacy risk 400 8&/4 0/000

Total perceived risk Perceived social risk 400 8/15 0/001

Total perceived risk Perceived time loss risk 400 /460 0/000

Total perceived risk Perceived performance risk 400 0/411 0/000

Total perceived risk Innovation adoption 400 0 @00

Total perceived risk On-line banking service admpti 400 0 0/000

Innovation adoption On-line banking service adaptio 400 0/298 0/000

As it is clear, apart from the relations of totadkr
perception-innovation adoption and total risk pptm,
online banking service adoption and

constructs is positive. It should be mentioned et
correlation between total

////4 Science Publications

total

adoption and total risk perception, online banlsegvice
adoption and total risk perception-is significantda

risk negative. It means that risk perception has a negat
perception-the correlation between the rest of theeffect on innovation adoption and online bankingyise

52

adoption. The extent of this effect is as much fes t
risk perception-innovatio correlation coefficient that is shown ifable 5 The
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results of using this test show that concernedabtes model to transform in the way that is shownFig. 2.
are correlated. Structural Equation Modeling cam ge Relationships that are not significant are showith wi

much more exact results. dashes. Results show that respondents in the atedyot
. . affected by experiences and attitudes of the peaplend
3.4. Structural Equation Modeling them and this cannot increase their perceived risk.

Structural Equation Modeling is used to examine the Moreover, respondents’ willingness to embrace iation
hypotheses of this study. The path coefficienttvalue ~ does not reduce the risk perceived by them.
can be obtained by usage of LISRELL software (The P
version of LISREL that is used here is 8.5). Thieas 3.5. Fitting Indexes of the Model
of variables can be compared by considering thé pat The fit indexes for a model can be obtained by
coefficient. If the t-value is 2 ok-2 then the path comparing the estimated covariance matrix for the
coefficient is acceptable. Otherwise it is rejected population and the covariance matrix for the sample
Hypotheses are tested at the 95% confidence levelAlthough, there are different indexes that can b p
Table 6illustrates the test results. attention to, Root Mean Square Error of Approxiomati
The calculated t-value for sub-hypothesis 1.3 and(RMSEA), Normal Fit Index (NFI), Non-Normal Fit |ed
hypothesis 4 is less than 2, so the two conceraglisp  (NNFI), Comparative Fit Index (CFI) are considenedhis
are not statistically significant. Therefore, sbcisk study.Table 7 shows the result of studying these indexes.
perception does not have a significant effect copéidn By comparison of the base amount and the calculated
of online banking services adoption. In additiohe t amount, it turns out that the model is fit.
effect of consumers’ innovation adoption on perediv . . . . .
risk of online banking services is not significafihis  3.-6. Rating of Perceived Risk Dimensions
means that sub-hypothesis 1.3 and hypothesis Aaire
acceptable. But all of the other calculated t-valaee 2

(s)ir nSif-iiéntSqllhatl??s v(/iSt th(zaf rézteofpt?]t: hcog{fr:mentr?mare coefficients). The constructs’ effects on the fotioma of
9 ’ Y ypothesas risk perception can be determined according to the

be rejected. It is noteworthy that the path coffit that , - .
beIonJgs to hypothesis 2yis negatiF\)/e. It means thatObta'ned absolute value of the coefficient. Théngabf

- ; P - ived risk dimensions is givenTable 8 Based on
consumers’ risk perception has significant negagiffect perceive . . )
on online banking services adoption as is foundtHgy the res_ults, percelv_ed privacy risk h_as the md“.eb”
usage of the Spearmen test. But the other patficieats formation of total risk, while perceived socialkiibas
are positive. So the effects that are concernedulr  the least effect. These results can be used fategic
hypothesis 1.1, sub-hypothesis 1.2, sub-hypothegis  Planning and priorities identification; it is cletmat to
sub-hypothesis 1.5 and hypothesis 3 are positive anreduce the risk perceived by customers, perceived
statistically significant. These results make tasebstudy ~ Privacy risk should receive the highest considerati

It is possible to rate dimensions of perceived higk
considering  structural equations  (Standardized

Perceived
privacyrisk

Perceived
security risk

Perceived
performance
risk

Perceived

time loss risk Innovation

Perceived -
. adoption
social risk V
Fig. 2. Final model of the study
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Fig. 3. The mean difference between total perceived migkthe amount of perceived risk that is predictgddural network

Table 6. Hypothesis examination result

Non-standardized Standardrate Result of
Hypothesis coefficients (for comparison)  T-Value hypothesis
Sub-hypothesis 1.1 Consumers’ performance risk 0/10 0/15 2/92 Not rejected
perception-total risk perception
Sub-hypothesis 1.2 Consumers’ security risk 0/4 40/3 6/33 Not rejected
perception-total risk perception
Sub-hypothesis 1.3 Consumers’ Social risk 0/05 0/03 0/69 Not accepted
perception-total risk perception
Sub-hypothesis 1.4 Consumers’ Time loss risk 0/28 /190 3/39 Not rejected
perception-total risk perception
Sub-hypothesis 1.5 Consumers’ privacy risk 0/39 50/3 4/5 Not rejected
perception-total risk perception
Hypothesis 1 Consumers’ total risk perception -67/4 -0/51 -6/27 Not rejected
- adoption of online banking services
Hypothesis 2 Consumers’ risk perception -17/46 10/5 -8/27 Not rejected
- online banking services
Hypothesis 3 Consumer’s innovation adoption 4/59 120/ 2/05 Not rejected
- online banking services
Hypothesis 4 Consumer’s innovation adoption- -0/09 -0/08 1/39 Not accepted
perceived risk of online banking services
Table 7.Fitting indexes amounts Thereafter, perceived security risk, perceived tioes
Index The base amount The calculated amount risk and perceived performance risk should be ou$o
EMSEA 58;88 8//872 It seems that perceived social risk has the least
> .
= importance among all.
NNFI >0/9 0/91 P g
CFI >0/9 0/93 3.7. Prediction of Others’ Behavior
Table 8.Rating of perceived risk dimensions One of the objectives of this study is to predfa t
Standardized  €xtent of other people’s perceived risk; one can
Construct Important priority ~ coefficients forecast this by application of a neural network.
Perceived privacy risk 1 0/35 Clementine software can be helpfulin running ankura
Perceived security risk 2 0/34 network. In order to predict people perceived riig
Perceived time loss risk 3 0/19 study sample is asked to answer a special queation
Perceived performance risk 4 0/15 the end of the questionnaire. In that questiony thre
Perceived social risk 5 0/03 asked to consider all the questions and then see
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whether they prefer online banking services or loric 4.1. Suggestions for Future Research
and mortal branches. After that, it is possibleasik a
new person to answer the questionnaire that thie las

question is removed from. A neural network can be . : _ .
used to predict the extent of this new person’s banking, mobile banking and checking the resultsloa

perceived risk. The result of using a neural networ helpful. On the other hand, investigating relatidrother

for 12 persons that are randomly selected from thefactors such as legal infrastructure, communication
study sample is shown Fig. 3. culture and technology on the willingness of custmn

The two last columns show the real total perceived!© Use online banking can bring remarkable restils.
risk and the total perceived risk that is calcudaly ~ Proposed to add new variables to the model of theys
using neural network. It is clear that the mean OF US€ it in other different banks. Such practiakes it

difference between real answers to the last questio POSSible to compare results with the results ofesur
and the amount of perceived risk that is predidigd  Study. Banks can use these results in their pofiajing
neural network is not a lot. So. the neural netwoak in order to increase the possibility of their sig=ien.

be used to predict the amount of perceived risk of

other people that are not among the current study 5. REFERENCES

sample with confidence. Bauer, K. and S.E. Hein, 2006. The effect of
heterogeneous risk on the early adoption of Interne
4. CONCLUSION banking technologies. J. Bank. Finance, 30: 1713-

One topic that has always attracted researchers isB 1723,501:9:([3%1g16/j.jbankfti)nﬁOO_S.OQ.OM. ltaki
the investigation of the factors influencing theteax auer, R.A., - Lonsumer behavior as a riskigaxi

of new aoods or services usage from customers Proceedings of the Educator’s Conference, (PEC’
9 9 " 60), American Marketing Association, pp: 71-83.

Per.ceived risk and innovation adoption are two Beheshti, Z.F., M. Ariff, A. Jusoh, N. Zakuan andAB
variables that have got a lot of attention in this Zaidi et al., 2012. E-service quality dimensions and
domain. The study also seeks to examine the impfact their effects on e-customer satisfaction in interne
customers’ risk perception and innovation adoptan banking services. Proc. Social Behav. Sci., 40= 441
the use of online banking services. In this regard, 445. DOI: 10.1016/j.sbspro.2012.03.213

different hypothesis are made. The results of theCox, D.F., 1967. Risk Handling in Consumer Behawior

It seems that extending this model to other deyices
such as electronic banking cards, ATMs, telephone

testsindicate that the effect of consumers’ sodsk Intensive Study of two Cases. In: Risk Taking and
perception on adoption of online banking services i Information Handling in Consumer Behavior, Cox,
not acceptable. Also, it is not acceptable to gt t D.F. (Ed.), Harvard University, Boston, pp: 603-639

consumer’s innovation adoption affects perceivestt ri Cunningham, L.F., J. Gerlach and M.D. Harper, 2005.
of online banking services adoption. But consumers'’ fig:ﬁeg;wlgdpgfgnggvz-%?nngcf)?wr;llﬁr?; A‘]n i?ﬁ%séz
performance risk perception, security risk percapti . i v )
time loss risk perception, privacy risk perceptimd Services Market., 10: 165-178. DOL:

innovation adoption affect adoption of online barki _10.1057/pa|grave.f§m.4770183 . L
. . . : ; Daniel, E., 1999. Provision of electronic bankimgtie
services in this study. Since it has been cleahed t

| ved risk ff he adopti ¢ Ml UK and the republic of Ireland. Int. J. Bank Market
total perceived risk can affect the adoption of ke 17: 72-82. DOI: 10.1108/02652329910258934

bank’s online banking services in Iran, rating of p,yjing GR. and R. Staelin, 1994. A model of
perceived risk dimensions can help authorities 10 pherceived risk intended risk-handling activity. J.
make the correct decisions to decrease the peteive  consumer Res.. 21: 119-134.

risk and expand the adoption of online banking Farquhar, P.H., 1994. Strategic challenges for diran
services as a result. The results show that thet mos  Market. Manage., 3: 8-15.

important factor that could reduce the total peredi Farzianpour, F., H. Dargahi, S. Hosseini, S.S. Eiogs

risk is perceived privacy risk. Besides, it is simothiat and S. Hosseini, 2011a. Program evaluation of
using a neural network can be helpful to predi@ th health care management: Is it adjusted for students
amount of perceived risk of other people that avé n needs? Am. J. Econ. Bus. Admin., 3: 420-424. DOI:

among the current study sample. 10.3844/ajebasp.2011.420.424

% Science Publications 55 AJAS



Fereshteh Farzianpour et al. / American Journ&lppiied Sciences 11 (1): 47-56, 2014

Farzianpour, F., S. Aghababa, B. Delgoshaei and M.Littler,
Haghgoo, 2011b. Performance evaluation a teaching

hospital affiliated to Tehran University of medical

sciences based on baldrige excellence model. Am. J.

Econ. Bus. Admin., 3:
10.3844/ajebasp.2011.272.276

277-281. DOL:

D. and D. Melanthiou, 2006. Consumer
perceptions of risk and uncertainty and the
implications for behavior towards innovative retail
services: The case of internet banking. J. Retail.
Consumer  Services, 13: 431-443. DOL:
10.1016/j.jretconser.2006.02.006

Grewal, D., J. Gotlieb and H. Marmorstein, 1994eTh jitchell, V.W., 1999. Consumer perceived risk:

moderating effects of message framing and source

credibility on the price-perceived risk relationshi.

Consumer Res., 21: 145-153. DOI: 10.1086/209388
Haubrich, J.G. and J.A.C. Santos, 2005. Banking and
commerce: A liquidity approach. J. Bank. Finance,

29: 271-294. DOI: 10.1016/j.jbankfin.2004.05.005
Hong, Z. and L. Yi, 2012. Research on the influeate

Conceptualizations and models. Eur. J. Market., 33:
163-195.

Mitra, K., M.C. Reiss and L.M. Capella, 1987. An
examination of perceived risk, information search
and behavioral intentions in search, experience and
credence services. J. Serv. Mark, 13: 208-228. DOI:
10.1108/08876049910273763

perceived risk in consumer on-line purchasing Nicolaou. ALl M. Ibrahim and E.V. Heck 2013

decision. Phys. Proc., 24: 1304-1310. DOIL:

10.1016/j.phpro.2012.02.195

Huang, D.L.,, P. L.P. Rau and G. Salvendy, 2010.

Perception of information security. Behav. Inform.
Technol., 29: 221-232. DOI:
10.1080/01449290701679361

Huang, D.L., P.L.P. Rau, G. Salvendy, G. Fei andiZ.
2011. Factors affecting perception of information

Information quality, trust and risk perceptions in
electronic data exchanges. Decision Support Syst.,
54:986-996. DOI: 10.1016/].dss.2012.10.024

Ruiz-Mafe, C., S. Sanz-Blas and J. Manzano, 2009.
Drivers and barriers to online airline ticket
purchasing. J. Air Transport Manage., 15: 294-298.
DOI: 10.1016/j.jairtraman.2009.02.001

Security and their impacts on IT adoption and Shin, D.H., 2010. Ubiquitous Computing acceptance

security practices. Int. J. Hum. Comput. Stud., 69:

870-883. DOI: 10.1016/j.ijhcs.2011.07.007
Kolodinsky, J.M., J.M. Hogarth and M.A. Hilgert, @4.

model: End user concern about security, privacy and
risk. Int. J. Mob. Commun., 8: 169-186. DOI:
10.1504/IIMC.2010.031446

The adoption of electronic banking technologies by Stone, R.N. and F.W. Winter, 1987. Risk: Is itlstil

US consumers. Int. J. Bank Market., 22: 238-259.

DOI: 10.1108/02652320410542536

Lee, H., H. Park and J. Kim, 2013b. Why do people

uncertainty times consequences? Proceedings of the
American Marketing Association, Winter Educators
Conference, (WEC’ 87), Chicago, pp: 261-255.

share their context information on social network vize, R., J. Coughlan, A. Kennedy and F. Ellis-

services? A qualitative study and an experimental
study on users’ behavior of balancing perceived

benefit and risk. Int. J. Hum. Comput. Stud., 71:
862-877. DOI: 10.1016/j.ijhcs.2013.01.005

Lee, J.H., W.G. Lim and J.I. Lim, 2013a. A studytio¢
security of internet banking and financial private
information in South Korea. Math. Comput. Modell.,
58:117-131. DOI: 10.1016/j.mcm.2012.07.019

Lee, M.C., 2009. Factors influencing the adoptidn o
internet banking: An integration of TAM and TPB
with perceived risk and perceived benefit. Electron
Commerce Res. Applic., 8: 130-141. DOI:
10.1016/j.elerap.2008.11.006

Li, S.S.C., 2013. Lifestyle orientations and thetibn
of Internet-related technologies in Taiwan.
Telecommun.  Policy, 37: 639-650. DOI:
10.1016/).telpol.2012.12.009

Li, Y., 2012. Theories in online information priyac
research: A critical review and an integrated
framework. Decision Support Syst., 54: 471-481.
DOI: 10.1016/j.dss.2012.06.010

% Science Publications 56

Chadwick, 2013. Technology readiness in a B2B
online retail context: An examination of antecedent
and outcomes. Indus. Market. Manage., 40: 909-
918. DOI: 10.1016/j.indmarman.2013.05.020

2013. Development grant facility financed
programs. World Bank.

Wu, Y., T. Lau, D.J. Atkin and C.A. Lin, 2012. A
comparative study of online privacy regulations in
the U.S. and China. Telecommun. Policy, 35: 603-
616. DOI: 10.1016/j.telpol.2011.05.002

Yoon, C., 2010. Antecedents of customer satisfactio
with online banking in China: The effects of
experience. Comput. Hum. Behav., 26: 1296-1304.
DOI: 10.1016/j.chb.2010.04.001

Yousafzai, S.Y., J.G. Pallister and G.R. FoxallD20A
proposed model of e-trust for electronic banking.
Technovation, 23: 847-860. DOI: 10.1016/S0166-
4972(03)00130-5

WB,

AJAS



