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Abstract 

The study strived to survey the opinions of a sample of bank clients operating in the Omani banking 
sector regarding the impact of the Covid-19 pandemic on the Client's behavioral intentions in adopting 
smartphone banking techniques and their sustainability use after the crisis. The conceptual model of 
the extended unified theory of acceptance and use of technology (UTAUT2) is used as a study model. 
The study targeted clients of bank branches operating in Al Buraimi Governorate due to the difficulty of 
limiting the sample at the Sultanate of Oman level; besides, environmental and health conditions 
generated by the pandemic were determinant in communicating with a study sample. The study 
prepared an e-questionnaire on the Google website to avoid these limitations. The link distributed 
randomly via WhatsApp is the most widely used and widespread application in Oman. As a result, (250) 
were obtained responses were during a waiting period of one week, of which only (241) were valid for 
analysis. Using the SPSS software to test the hypothesizes. The results indicated the COVID 19 crisis 
positively affected the behavioral intentions of Omani consumers in smartphone banking applications' 
sustainability. They perceived the utilities and benefits of these technologies via five primary constructs 
(Habit, Effort expectancy, performance expectancy, social influence, and price value).  

Keyword: - COVID 19, Smartphone, Banking Applications, Consumer Behavioral Intentions, UTAUT2, 
Oman 

 

Introduction 

The COVID 19 virus and its mutations have imposed significant challenges that have 
sparked an economic crisis that has been reflected in all business sectors. Since the 
unexpected spreadearly in January 2020 until now, due to the complete closure of 
most companies operating in the economy in general and the financial and banking 
sector in particular, except businesses that require Immediate medical supplies to 
confront Covid 19. In addition, the mandatory home quarantine and the accompanying 
negative repercussions on the labor market resulted from the layoffs and loss of many 
workforces of their jobs, not to mention the cuts that took place in wages and salaries 
(Hevia & Naimeyer, 2020). 

Indeed, stopping social and economic life was not an option for all business 
organizations. Perhaps the banking sector, and in light of the developments of 
information and communication technology, has been lucky to communicate with 
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consumers and sustain its operations via intelligent devices as an urgent necessity 
mitigated the effects of the crisis on banking activities and maintained the sustainability 
of the banking business. Therefore, the tangible shift towards digital business and 
working from home through information technology via various virtual means of 
communication has become the new option for sustaining customer relationships 
(Billy, 2020). 

Based on the aforementioned, Smartphone banking is one of the suitable options to 
support the banking sector business because it is the most widespread tool among 
the community and the easiest to use compared to other digital devices (such as the 
personal computer). The exceptional and complex environmental conditions imposed 
during the corona pandemic require speedy unprecedented, innovative moves by the 
banking sector in the Sultanate of Oman to improve and develop virtual sites for banks 
to take steps to sustainability the relationship with the Customer via the smart-mobile 
applications. Indeed, this problem imposed Omani banks to add and update many 
banking operations and products that were not available in smartphone applications. 
The customers were not ready for such situations. 

This epidemic awakened everyone to the importance of updating information 
technology and online banking. The pandemic has left immediate and far-reaching 
effects and generated unprecedented pressures that require unconventional means 
and a wide range of banking activities to maintain customer relationships. Therefore, 
the problem focuses on adapting the electronic digital business to the pandemic's new 
situation and developing flexible communication tools that suit the Customer through 
digital applications via smartphones. 

According to a problem, the study attempts to answer the following keyquestions: 

1- Did the COVID 19 crisis motivate the behavioral intentions of Omani bank 
customers to adopt smartphones in carrying out banking and financial 
transactions and strive for access to various services? 

2- Are the smartphone banking applications interpreting the Omani customers' 
behavioral intentions to continue to obtain integrated financial and banking 
services and products via smartphones? 

Smartphones Banking: - Theoretical Background 

The COVID-19 pandemic imposed exceptional conditions on all economic sectors, in 
general, and in the Banking sector in specific. This crisis generated an incentive for 
digital transformation that changed the entire banking industry and made it digital. 
Smartphone banking has gained importance as one of the business digital channels 
related to implementing financial and banking transactions via the bank's website. 
Increasingly, the progress of smartphone technologies has supported customers who 
rely on mobile devices to purchase banking services compared to services face to face 
(Demombynes & Thegeya, 2012) (Srivastava, 2013). And the use of smartphones in 
conducting banking activities and transactions became the most acceptable and 
effective tool during the pandemic because it is widely used among members of 
society. Clients became able to carry out many banking activities, including balance 
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checking, money transfer, check deposit, stock trading, and many other financial or 
non-financial banking services (Zhang et al., 2018). Considering the advancement of 
Fourth Generation Mobile Communication Systems (4G) and Fifth Generation Mobile 
Communication Systems (5G) communication methods, smartphone usage is 
expected to increase even further (Choi et al., 2021). 

Recently, so many features of smartphones software have been developed to deliver 
comfort and benefits and increase to encourage to use these intelligent devices. 
Therefore, Smartphones-banking allows customers to conduct banking transactions 
at any moment in any place (Chawla & Joshi, 2017). It is an electronic platform through 
which customers can connect to their banks using smartphones to execute many bank 
transactions. Such as checking home bank balance, account saving, transferring 
money, paying bills, downloading receipts, and deposit slips (Barnes and Corbitt, 
2003). Therefore, smartphone banking provides multiple advantages which help the 
customers' accessibility, flexibility, proliferation, interaction, and coverage (Sulaiman, 
Jaafar, and Mohezar, 2007, 2), andit has opened the possibility of financialinclusion of 
millions of people remotely locatedand unbanked to share the economic 
development(Rahman et al.,2016, 2) 

On the other side, banks should spend more on electronic devices, networks, and 
software in the short term because, in the long run, banks do not need physical 
branches, and the number of employees will be less, which means that costs will be 
lower. Besides that, all personal and banking information is kept electronically, so the 
process of retrieval, comparison, and analysis, automatically extracting results and 
sending them if requested, is much easier than doing it manually.Although the M–
banking benefits and features, there are several challenges (Sharma, 2018, cited in 
Thanh et al. 2020) 

1. Security and privacy: Service providers' transactions on mobile devices are 
authorized, ensuring that unauthorized devices are not agglutinated with the 
transactions, and the Customer's information is protected. 

2. Reliability and scalability: m–banking infrastructures manipulate exponentially 
growing customer base, so the customers stay in anytime and anywhere banking, 
and the banks stabilize that the systems run in 24x7. 

3. User–friendly: m–banking provisions instantaneous access to the e-transactions, 
so banks establish that m–banking apps are user–friendly or easy to use, and the 
payment via m–banking relates noextra charge. 

4. Infrastructure quality: Internet connection and wireless quality are the crucial 
factors of mobile-based applications, so banks need to focus on a fast and 
reliableInternet connection and wireless for them–banking services. 

Conceptual Framework of Behavioral Intentions of Consumer 

Ajzen and Fishbein’s Theory of Reasoned Action (1975) confirmed that the individuals’ 
behavioral intention is determined by the individual’s attitude toward the behavior and 
the normative pressures that individuals experience. The normative force or the 
“subjective norm directly affects theindividuals' behavioral intention (Camilleri & 
Camilleri, 2017; Fishbein & Ajzen, 1975, 302) as individuals may be influenced by 
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others to use technology. Therefore, the customers' behavioral intention to use 
smartphone technology is subject to their attitude toward usage, which would, in turn, 
be conditioned by multiple factors. These factors are formulated by various models, 
including the primary constructs that affect the behavior intentions of individuals to use 
digital technology. The unified theory of acceptance and use of technology (UTAUT) 
is the most popular model to study technology acceptance due to its focus on the 
technology factors for the successful implementation of IT (ALMaiah et. a., 2019). 
Because the UTAUT model wasdeveloped after reviewing eight popular theories 
related to information systems. Those are Theory of Reasoned Action 
(TRA),Technology Acceptance Model(TAM),The Motivational Model(MM),Theory of 
Planned Behavior (TPB),The Model of PC Utilization (MPCU),Innovation Diffusion 
Theory (IDT),The Social Cognitive Theory(SCT) and TAM-TPB. 

The extensions proposed in UTAUT2 produced a substantial improvement in the 
variance explained in behavioral intention (56 percent to 74 percent) and technology 
use (40 percent to 52 percent) (Chang, 2012, 110). Therefore, the model extended to 
use for individual behavior determination in the context of electronic commerce, the 
extensions proposed in UTAUT2 (Venkatish et al., 2012) (Salloum et al., 2019). 
Besides that, many citations to the original paper introduced the theory evidence 
(Venkatish et al., 2016).The UTAUT2 has integrated elements from different 
theoretical models. It incorporates three constructs in UTAUT: hedonic motivation, 
price value, and habit, besides the customers' performance expectancy, effort 
expectancy, social influence, facilitating conditions.Table 3 display the seven primary 
constructs of UTAUT2 influencing consumer behavior intention to use technology 
(Venkatesh et al. 2012, 160-161; Mahfuz et al., 2016, 37-38): 

 

Table 3: Definitions of UTAUT2 Constructs Model and study Hypothesis 

Performance 
Expectancy 
(PE) 

the degree to which using technology will benefit consumersin performing 
certain activities. It measures as follows: - 

 The smartphone helps carry out my banking transactions. 

 Smartphone banking helps to carry out banking transactions faster 
and easier. 

 Mobile banking applications help to perform transactions efficiently 
and effectively. 

 Using the Smartphone help to improve performance banking 
transactions. 

 The language used in M-banking applications is precise and 
enhances deal performance. 

 The bank provides instructions to correct errors during the 
performance of the banking process. 

Hypothesis 1: There is a positive statistically significant effect of PE 
on the behavioral intention of Omani consumers to sustainability use 
smartphone banking. 
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Effort 
Expectancy 
(EE) 

is the degree of ease associated with consumers’ use of technology? It 
measures as follows:  

 Smartphone mobile applications are straightforward and 
understandable to use. 

 Ease of acquiring the skill to complete transactions via the 
smartphone. 

 Mobile banking facilitated access to the electronic portal of the bank. 

 Smartphone banking does not require great efforts in learning and 
performing transactions. 

 The Customer does not need extraordinary efforts to obtain 
technical support from the bank. 

 Operating smartphone bank platforms does not require much time 
and procedures. 

Hypothesis 2: There is a statistically significant effect of EE on the 
behavioral intention of Omani consumers to sustainability use 
smartphone banking. 

Social 
Influence 
(SI) 

is the extent to which consumers perceive those important others (e.g., 
family and friends) believe they should use a particular technology? It 
measures as follows: - 

 I am influenced by other individuals’ behavior who use smartphone 
banking. 

 Most of the people around my business use smartphone banking. 
 The use of smartphone banking is a part of the community culture. 
 Individuals within my social and professional environment use 

smartphone banking. 
 My family provides me with moral incentives in using smartphone 

banking. 
 The spread of modern smartphone technologies supports the 

adoption of smartphone banking. 
Hypothesis 3: There is a positive statistically significant effect of SI 
on the behavioral intention of Omani consumers to sustainability use 
smartphone banking. 

Facilitating 
Conditions 
(FC) 
 

Refer to consumers' perceptions of the resources and supportavailable to 
perform a behavior. It measures as follows: - 

 I have the necessary resources to use smartphone banking. 
 I have the prior knowledge needed to use smartphone banking 

technology. 
 I have devices compatible with all smartphone banking applications. 
 Get support from others to face difficulties using smartphone 

banking 
 Smartphone banking is consistent with other technologies you have 

used. 
 Smartphone banking applications provide security and 

confidentiality to perform transactions. 
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Hypothesis 4: There is a positive statistically significant FC effect on 
Omani consumers' behavioral intention to sustainability use 
smartphone banking. 

Hedonic 
Motivation 
(HM) 

is defined as the fun or pleasure derived from using technology, and it has 
been shown to play an essential role in determining technology acceptance 
and use. It measures as follows:  

 Smartphone banking is fun. 
 Smartphone banking is very entertaining. 
 I get a variety of bank services attractive via smartphone. 

Hypothesis 5: There is a positive statistically significant effect of HM 
on the behavioral intention of Omani consumers to sustainability use 
smartphone banking. 

Price Value 
(PV) 

as consumers’ cognitive trade-off between the perceived benefits of the 
applications and the monetary cost for using them. It measures as follows: 
- 

 Can save cash be saved from smartphone banking services.  
 Smartphone Banking is worth the price paid.  
 The best offers can be obtained from smartphone banking. 

Hypothesis 6: There is a positive statistically significant effect of PV 
on the behavioral intention of Omani consumers to sustainability use 
smartphone banking. 

Habit (H) the extent to which people tend to perform behaviors automatically 
because of learning. It measures as follows: - 

 Smartphone banking has become an essential topic in my banking 
transactions. 

 Smartphone banking has enhanced the banking habit of our 
community. 

 COVID 19 crisis has made M-banking a part of my daily activities. 
Hypothesis 7: There is a positive statistically significant effect of H 
on the behavioral intention of Omani consumers to sustainability use 
smartphone banking. 

Customers 
Behavioral 
intentions 
(CBI) 

The positive customers' intentions to sustain using banking services via 
smartphone in the future. It measures as follows: - 

 Corona's pandemic conditions are an incentive to use smartphones 
in the future. 

 I encourage my colleagues within my workplace to adopt mobile 
banking constantly. 

 I will continue to use smartphone banking techniques frequently in 
the future. 

 I intend to try all the mobile banking applications of other banks. 
 I will try to update my personal information about new smartphone 

banking apps. 
 I plan to continue updating the resources required for the M-banking 

applications. 



Jilin Daxue Xuebao (Gongxueban)/Journal of Jilin University (Engineering and Technology Edition) 

ISSN：1671-5497 

E-Publication：Online Open Access 

Vol: 41 Issue: 07-2022 
DOI 10.17605/OSF.IO/J9568 

 

July 2022 | 154  

 

Hypothesis 8: A positive response to the behavioral intention will 
incentivize the Omani consumers to use smartphone banking 
sustainability. 

 
 

Previous Studies 

Several studies of smartphone banking have content that focuses on the variable of 
behavioral intentions to use information technologyand the adoption of the attitude 
towards the sustainability of its use as the primary dependent variables (Avornyo et 
al., 2019,116) (Shaikh and Karjaluoto, 2014). For example, Riffai and his colleagues 
(2012) found in Oman that performance expectancy, effort expectancy, playfulness, 
and website design are significant indicators that affect consumer behavioral 
intentions. Martins, Oliveira, and Popovic (2014) and Sung et al. (2015) stated that 
consumers adopt electronic banking based on performance expectancy, effort 
expectancy, and social influence.Mahfuz and others (2016) found that social influence 
and facilitating conditions are among the most critical factors influencing the behavioral 
intentions of Bangladeshi consumers.In Sudan, Ammar and Ahmed (2016) conclude 
that most Sudanese respondents of microfinance customers and MFPs had strong 
intentions to use m-banking, and performance expectancy and effort expectancy were 
the primary determinants of behavioral intention. On the other hand, Susanto et al. 
(2016) examined determinants of continuance intention to use smartphone banking 
services. They confirmed that self-efficacy user satisfaction and perceived usefulness 
significantly affected continuance use intention.Sair and Danish (2018) demonstrated 
that performance expectancy, effort expectancy, and Personal Innovativeness have a 
significant positive effect on the adoption intention in the consumer market reference 
to Pakistan.Alalwan and his colleagues (2018) stated that Jordanian behavioral 
intentions are significantly influenced by performance expectancy, effort expectancy, 
hedonic motivation, price value, and perceived risk. In Gana, satisfaction, perceived 
pleasure, and perceived benefit positively predict customers' intent to continue using 
mobile banking services (Avornyo et al., 2019).Sakala and Phiri (2019) found a 
positive, statistically significant relationship between perceived ease of use, 
usefulness, user attitude, exogenous variables, user intent, and mobile banking use in 
Zambia.Pratama and Jin (2019) stated three variables, namely effort expectancy, 
performance expectancy, and facilitating conditions, were confirmed to influence 
behavioral intention to use Alipay among foreign students positively. Rahman and 
Sekhih (2020) revealed that Malaysian consumers' behavioral intention was 
significantly and positively affected by perceived usefulness and ease of use. While 
they found a significant inverse relationship with perceived risk, they also revealed an 
attitudinal mediation relationship between perceived benefit, ease of use, risk, and 
behavioral intention to use mobile banking. Whereas, Al-Barashdia (2020) confirms 
that the Corona pandemic has accelerated the trends of entrepreneurship institutions 
towards digitizing their existing businesses. He recommended developing multiple 
options for policies to support the digital transformation of business models, 
developing guidelines for digital infrastructure and communication technology, and 
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finding ways to spread the culture of using digital technologies in society. Anouze and 
Alamro (2020) confirm that perceived ease of use, perceived utility, security, and 
reasonable price represent barriers to the intention to use electronic banking services 
in Jordan.In the Philippines, Plender and his colleagues (2020) confirmed that 
performance expectancy is the most significant factor influencing consumers' 
behavioral intention to use an online money transfer system. Thich (2021) stated that 
perceived usefulness and social influence are the most influential factors in the 
behavior intention of young customers toward adopting mobile banking services in 
Vietnam with the TAM model. Choi et al. (2021) mentioned that the facilitating factors 
and perceived securitypositively affect users' intentions to use the smartphone 
application. They used Technology Acceptance Model (TAM) and Expectation 
Confirmation Theory (ECT) to conclude this result. 

 

Methodology 

Study model 

The study relied on extending the Unified Theory Model of Technology Use and 
Acceptance (UTAUT2) because it is a flexible model in determining the factors 
affecting consumers' behavioral intentions to adopt banking applications via 
smartphone (Venkatesh, Thong, and Xu, 2012). Figure No. (1) display the study model 
constructs. 

Figure 1: Propose Study Model Framework (UTAUT 2 
Constructs) 

Independent Variables Dependent Variable 

Performance Expectancy  

 

 

 

Effort Expectancy 

Social Influence 

Facilitating Condition 

Hedonic Motivation 

Price Value 

Habit 

 

Population and Study sample 

The study population focused on the customers of individuals who have bank accounts 
at the branches of local and foreign banks operating in the Omani banking sector in 
the Buraimi Governorate. Eleven bank branches provide traditional and electronic 
services to the governorate. Because of the difficulty of identifying the study sample 
by known statistical methods due to banking restrictions and environmental challenges 
to the spread of the Covid-19, its selection on a simple random sample methodology 

Consumer Behavioral 

Intentions 
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according to the rule of 100 observations or more (Gorsuch, 1983, Hatcher, 1994). 
Accordingly, the approved sample in the hypothesis test will be no less than 100 
customers who use banking services via smartphone applications, from the age group 
of 20 years and above, and various educational qualifications and gender of the 
sample. 

 

Data Collection and statistical methods  

In the literature review of mobile banking and the study model, the five-point Likert was 
used to measure the items of the UTAUT2 constructs. The study has relied on 
scientific references from books and periodicals related to the subject and model of 
the study. The questionnaire included (39) questions distributed according to the 
requirements of the independent and dependent study model variables. The 
questionnaire was subjected to referee by academic experts and bankers, whether in 
finance, banking, or other disciplines. This step aims to verify scientific integrity and 
the extent to which the question belongs to a questionnaire and then modified 
according to experts' observations. The conditions of the Corona pandemic do not 
allow presence and movement between bank branches and meeting individuals and 
according to the directives of the Supreme Committee in charge of managing the 
Corona crisis. The questionnaire was distributed via an electronic link on Google and 
the WhatsApp application because it is the most widely used and widespread 
application in the Sultanate of Oman. (250) customer responses were counted. The 
(241) responses were subjected to testing and analysis for their validity after excluding 
(9) irregular responses. The study used the SPSS program to determine respondents' 
answers' average and standard deviation. To define the trends of customers and the 
Pearson correlation coefficient to verify the strength of the relationship between the 
parts questionnaire to support the direction of the responding sample, in addition to 
multiple regression to determine the explanatory power of the independent variables 
of the independent variable. 

 

The level intensity scale of answers 

Based on Likerd's five-way scale, the study adopted the average of the arithmetic 
values as a criterion for determining the level of agreement and its severity for each of 
the questionnaire parts. The scale (1-5) was divided into five equal limits, as shown in 
Table No. (2): the purpose of this division is to ensure impartiality in judging the answer 
of the study sample and not to exaggerate and overlap the severity of the sample 
response. 

Table 2: The level intensity scale of answers 

Strongly 
disagree 

Disagree Neutral Agree Strongly 
Agree 

1-1.79 1.8-2.59 2.60-2.39 3.40-4.19 4.20-5 
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Cronbach's alpha test  

The researchers have extracted the internal consistency coefficient of the 
questionnaire constructs based on the Cronbach alpha test. Cronbach's test was 
(0.847), which is a positive value that reflects the reliability of data results, and it 
generalizes on the study population due to it being more than (0.70) (Hair et al., 2010; 
Sekaran & Bougie, 2009). Besides that, the composite reliability coefficient to check 
the validity of the internal consistency ranged between (0-1), and its value is 
acceptable whenever it exceeds (0.70). Therefore, there is no multilinear problem 
between the independent study variables because the tolerance values were more 
important than 0.2. Also, all VIF values are less than five and within the permissible 
limits, as shown in Table No. (1) 

Table 1: Cronbach's alpha test andthe multilinear problem of independents variables 

H P-V HM FC SI EE PE  

.835 .843 .834 .804 .823 .829 .828 Cronbach's test 

.605 .563 .490 .346 .541 .451 .442 Tolerance 

1.662 1.775 2.042 2.893 1.848 2.218 2.265 VIF 

 

Demographic data Analysis 

Table No. (4,5) displays the personal information of the study sample. Table No. (4) 
shows that (62.2%) males, (37.8) females, and in different age groups from 20 years 
and over. The age group (20-35) is the high percentage of the sample with (83.8%) 
and the remaining (16.2%) for more than 36 years. Table No. (5) shows the majority 
of the sample members are bachelor's degree holders with (46.5%), postgraduate 
holders with (18.3%), intermediate diplomas (19.9%), and below high school (15.4%). 
This distribution is considered a preliminary indicator of the ability of the sample 
members to describe the requirements for dealing with smartphone banking 
techniques, and that most of the sample members indicated the continuity of trading 
in the implementation of banking and financial transactions via smartphone 
applications, at a rate of (47.7%). 

Table 4: Age and Gender 

 

Gender 

Meal 150 62.2%  

Age 

20-35 202 83.8% 

Female 91 37.8% Above 36 39 16.2% 

Tota 241 100% Total 241 100% 
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Table 5: Scientific Qualification andUse Level  

 

 

Scientific 
Qualification 

Less 
Diploma 

37 15.4%  

 

Continuous 

Use level 

Seldomly 10 4.1% 

Diploma 48 19.9% Sometimes 51 21.2% 

Bachelor 112 46.5% Frequently 115 47.7% 

Postgraduate 44 18.3% Always 65 27% 

Total 241 100% Total 241 100% 

 

Correlation Matrix analysis  

Coefficients of correlation are different between the independent variables in general. 
Table 6 presents Pearson's correlation coefficients matrix between the independent 
variables. It shows that all coefficients are positive and statistically significant at the 
1% level. Their values did not, in all cases, exceed the permissible percentage (70%) 
according to the assumptions adopted in the field of statistics; this result supports the 
validity of the absence of the Multiple Linear Correlation between the independent 
variables. 

Table 6: Correlation Matrix of Independent Variables 

 PE EE SI FC HM PV H 

PE 1 .671** .502** .571** .394** .179** .277 

EE .671** 1 .588** .483** .310** .264** .379** 

SI .502** .588** 1 .535** .294** .263** .442** 

FC .571** .483** .535** 1 .673** .514** .495** 

HM .394** .310** .294** .673** 1 .525** .344** 

PV .179** .264** .263** .514** .525** 1 .517** 

H .277** .379** .442** .495** .344** .517** 1 

** Correlation is significant at the 0.01 level (2-tailed). 

 

Survey Results Discussion 

Table 7 displays the respondent's result about the factors affecting acceptance of bank 
applications via smartphones. The table shows that the range of response severity 
was between (4.19-3.40) and means that the Omani consumer agrees to encourage 
using smartphones to execute the banking transactions purchase the bank products. 
He achieves his needs and convenience to allow customers to access a wide range 
of higher quality financial services (i.e., balance inquiries, fund transfers, paying bills) 
without any time or place restrictions (Curran and Meuter, 2005). Besides that, table 
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7 shows that the behavioral intentions of Omani consumers positively respond to 
sustainability banking services via smartphones in the future. Because, based on the 
Customer's beliefs, this crisis has changed the philosophy of commercial and financial 
activities electronically and established the roots trend towards digital business in 
professional life. Besides that, the corona pandemic incentivizes consumers to update 
resources technology and receive knowledge related to banking applications via 
smartphones. 

Table 7: Respondent Results 

No.  Average SD 

PE Will smartphones provide benefits to perform certain 
activities? 

3.91 0.990 

EE is the degree of ease associated with consumers' use of 
technology? 

3.853 9.385 

SI is the extent to which consumers perceive that important 
others (e.g., family and friends) believe they should use 
a particular technology? 

3.897 0.7645 

FC refer to consumers’ perceptions of the resources and 
support 753.3 1.052 

HM is defined as the fun or pleasure derived from using 
technology. 7533 1.039 

PV Consumers' cognitive are a trade-off between the 
perceived benefits and the monetary cost to use 
smartphones. 3.643 0.884 

H the extent to which people tend to perform behaviors 
automatically because of learning. It is formed by an 
accumulation of knowledge and skills over time 

3.997 0.884 

CBI The positive customers' intentions to sustain using 
banking services via smartphone in the future 

3.942 0.937 

Sources: Prepared based on SPSS program Output 

 

Discussion the Statistical Testing of Hypotheses 

Table (8) presents the results of the autocorrelation test and the multiple regression of 
the effect of the acceptance technology factors on the consumer's behavioral 
intentions. Durbin-Waston value confirms no autocorrelation between the errors 
involved in the regression equation and its value (1.999), which is within acceptable 
limits for this test.As shown in Table 8, the habit factor was the first most vital factor 
because it has a high positivebeta coefficient (0.582) and statistically significant impact 
on the behavioral intentions of the Omani consumer; agreed with (Wan et al.2004: 
Kuisma et al., 2007;Laukkanen et al., 2008; and Alalwan et al., 2018).Effort 
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Expectancy has a negative beta coefficient (-0.256), which means fewer efforts to use 
bank applications via smartphone will incentive the behavioral intentions of the Omani 
consumer to adopt M-banking and sustainable usage. Besides that, the social 
influence factor positively correlated with Omani consumers' behavioral intentions with 
a beta coefficient (0.152). The performance expectancy and price value also have a 
positive beta coefficient (0.142, 0.120).In other words, these five primary constructs 
confirmed that the Omani customers seem to be more motivated to adopt 
smartphones banking because they perceive that a helpful technology in their daily life 
(see figure 2). 

The facility conditions and hedonic motivation have a weak beta coefficient (.088, 
.067), non-statistically significant because they have a high standard deviation of 
respondent answers (see table 7). Therefore, the Omani clients are not interested in 
these two primary constructs informing their behavioral intentions; this empirical result 
has disagreed with Venkatesh et al. (2012) and most previous studies. They rejected 
hypotheses four and five and accepted the alternative (There is no statistically 
significant FC and HM effect on Omani consumers' behavioral intention to 
sustainability use smartphone banking).   

The UTAUT2 is consistent with exciting literature on information systems and 
smartphone technologies based on the above results. The five primary constructs had 
a significant simultaneous effect on Omani clients' behavioral intentions in adopting 
smartphones, implementing banking activities, and purchasing products. Because 
they were interpreted (59.9%) of behavioral intentions of Omani Clients. in other 
words, there is a statistically significant effect of technology acceptance factors and 
sustaining on the Customer's behavioral intentions to continue the use of smartphone 
banking even though after Covid 19. 

Table 8: Results of a Study Hypothesis test 

Dependent Variable: - Customer's Behavioral Intention 

Indepe.Variables PE EE SI FC HM PV H 

BetaCoefficient .143 - .256 .152 .088 .067 .120 .582 

T-Calculated 2.286 - 4.138 2.700 1.247 1.136 2.168 10.91 

Sig. (0.05) .023 0.000 .007 .214 .257 .031 .000 

Supported; yes, or 
not 

Yes Yes Yes Not Not Yes Yes 

R R2 D-W F-
calculated 

Sig. Fit Model 

.774 .599 1.999 49.689 0.000 Accepted 

Sources: Prepared based on SPSS program Output 
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Figure 2: Study Model Arranged from High to Low Beta Coefficient 

Independent Variables Dependent Variable 

Habit (β .582)  

 

 

 

Effort Expectancy (β -.256) 

Social Influence (β .152) 

Performance Expectancy (β .143) 

Price Value (β .120) 

 

 

Contributions to theory 

This study has profoundly contributed to the smartphones applications banking area 
by understanding such critical phenomena of interest and providing valuable insights 
for academic perspectives in times of crisis. The study critically reviews and evaluates 
the most common models and theories in the technology acceptance field and use 
them with banking operations in the light of the customers' behavioral intention and 
adoption of information technology have been proposed initially and examined in an 
organizational context (Venkatesh et al., 2003; Venkatesh et al., 2012). UTAUT2 
refers to creating concern regarding the applicability of these theories over the 
customer contexts (Venkatesh et al., 2012) because the UTAUT2 explains the 
adoption of new technologies according to the customers' perspective (Venkatesh et 
al., 2012). and as an appropriate guiding theory for offering the conceptual model of 
the current study. Thus, the present study captured a considerable contribution or 
being the initiating study that has extended the validity to examine a new technology 
(i.e., smartphone-Banking) over the customers in the sultanate of Oman. The UTAUT2 
model has successfully introduced an adequate view of explaining customers’ 
intention and behavior towards technology use. Proposing a model to interpret 
customers’ intent and behavior towards sensitive technology (e.g., smartphone as self-
service technology) calls for discovering factors affecting behavioral intentions and 
modifying new relationships for the sample study.  

This study added a contribution by discussing causal interactions between UTAUT2 
constructs. Further, this study represents a worthwhile direction to be examined and 
verified in times of crisis (COVID 19) or in a different context to see if these paths will 
behave in the same manner observed in this study or not.Also, the study discusses 
the majority of studies that have addressed the impact of habitual behavior related to 
traditional banking channels on the customers' tendency to adopt M-banking. 
However, as Venkatesh et al. (2012) proposed, the positive role of habit has not been 
covered by prior smartphone-banking studies. 

 

 

Consumer Behavioral 

Intentions 
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Implications to practice 

The implementation of M-Banking is not feasible unless customers widely adopt 
smartphone banking applications technologies as natural alternatives for human 
encounters (Meuter et al., 2005; Simintiras et al., 2014). Accordingly, adopting banks 
in Oman to implement effective and appropriate marketing strategies enhances 
customers' adoption of such innovative services (Gumussoy, 2016). Consequently, 
undertaking an empirical study helps identify the essential aspects. For instance, the 
significant influence of the acceptance of smartphone banking on the behavioral 
intention is that most of the respondents have a higher willingness to adopt 
smartphones, which could be considered a worthwhile potential and interested 
adopters. In addition to this, most of them enjoy an adequate level of education and 
experience with smartphones. In this respect, conducting personal contact with those 
customers could be a practical approach to convince customers to use M-Banking as 
a channel saving their time and efforts. On the other side, facilitating conditions and 
hedonic motivation were not critical predictors of adoption behavior toward M-banking.  

Finally, Oman banks need to convince their clients who use smartphone banking that 
it is now a fundamental requirement of a modern lifestyle. It represents an exciting 
experience and saves time and cost, and using these channels is considered a 
standard extension for other innovations that customers could use (Simintiras et al., 
2014).  

 

Limitations and future research directions  

The study used the facilitated sampling technique for data collection due to COVID 19 
conditions, limiting the generalization of the study findings. The data collection was 
constrained to banks' clients within the AlBuraimi governorate. Therefore, caution is 
required when generalizing the study results to other governorates in Oman. Thus, 
further research should consider these limitations regarding future research directions 
and share the mediator variables (gender, age) with the study model. 

 

Conclusion Remarks 

1. The Corona pandemic crisis generated pressures on the economic and social 
environment that motivated many business organizations, including banks, to 
digitize their commercial and financial businesses. Communication and 
information technology became a lifeline for communication with the economic 
environment and society. Therefore, Omani consumers found M-banking the 
better toolto communicate with their banks. 

2. The survey results showed that the clients of banks operating in the Omani 
banking sector and at the level of Al Buraimi Governorate emphasized the 
importance of the availability of additional factors for accepting electronic banking 
technologies and their applications on smartphones. Because these factors 
enhance the impression of banking work on the Customer's behavior in adopting 
electronic applications launched by banks in all its forms on smartphones. 
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3. The multiple regression analysis confirmed that the five variables, namely habit, 
social influence, and price value, positively impact behavioral intention to sustain 
using the smartphone's techniques. They appropriately reinforce the cognitive and 
applied truth by moving towards digital business in commercial and financial 
activities in general and banking transactions in particular. 

Recommendations 

1. The study recommends Omani banking sector update the environmental 
technology to avoid the corona pandemic obstacles. It diversifies its electronic 
applications on smartphones in a way that ensures broad recommendation of 
banking financial services to all customers, regardless of gender, age group, and 
educational qualification. 
 

2. The study recommends that Omani banks be interested in improving the facilities 
required, incentivizing hedonic motivation to enhance the acceptance of banking 
services via smartphones, simplifying accessing the benefits and utilities of using 
this technology, and contributing to price value. 
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