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Abstract: This study examines the ability and application of the theory of
reasoned action (TRA) in explaining the use of banking system in Yemen. It
investigates the impact of two theoretical variables (attitude and subjective
norms), using a sample consists of university students, on individuals’ intention
to use banking services. The results of the study revealed a strong predictive
power of the theory of reasoned action model to explain university students’
behavioural intention to use banking services. Statistically, the finding
demonstrated that there are significant and positive relationships between
students’ attitude, subjective norm as predictor variables on the criterion
variable of behavioural intention to use banking services in the context of
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Yemen. This study adds to the literature by showing non-financial variables
such as attitude and subjective norm, which are important in understanding the
behavioural intentions toward using banking services. It also provides some
theoretical and practical implication. This study is one of the few studies that
used theory of reasoned action in the context of Yemen. Furthermore, it has
proven its effectiveness in predicting the behavioural intention of students
towards using banking services. In addition, the finding will help to design
strategies to attract more customers to use the banking system.

Keywords: theory of reasoned action; TRA; behavioural intention; adoption of
financial systems; attitude; subjective norms.
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1 Introduction

Banking services are considered as the cornerstone of recent economies. These services
constitute a large and growing sector in most economies throughout the world, in
developed or developing countries alike. All sectors of the business activities nowadays
are basically dependent on their access to banking services (Khaledi et al., 2012). In
addition, banks are mobilising savings from the surplus sectors (depositors) then
transferring this money to their clients (deficit sectors) in the form of loans to activate the
investment, such that all savings are injected as investments (Gilaninia et al., 2011).

The Yemeni banking systems is similar to other banking systems in many developing
countries, particularly as it has been reported to have many problems affecting many
aspects of economic life (Swidi and Mahmood, 2011). One of the most pressing
challenges facing banks currently is the lack of depositors and customers, and the
majority of the population hesitates in trusting banks with their money (McLeod and
Pippin, 2012). Challenges of this type influence the ability of the banking system to
finance investments in the country. In addition, the Yemeni economy is described as a
cash economy, where most of the people deal with cash in many aspects of trading and
commercial transactions, even for the most durable purchases (Al-Mushrqui, 2009).
Moreover, the maximum checks annually circulated are between 500,000 to 600,000.
These facts have been reported by a study carried out by the Malaysian company, SIRIM
Berhad 2010 (Swidi and Mahmood, 2011).

This study attempts to examine the university students’ behavioural intention to use
banking system. Researchers adapted the theory of reasoned action (TRA), which is one
of the widely theories that used to understand the consumer’s decision. Also, studying
and analysing factors such as, consumers’ attitude toward the behaviour in question.
Moreover, studying subjective norm, and its effects on the consumer’s intention towards
the actual behavioural (e.g., Ajzen and Fishbein, 1980; Sadeghi and Farokhian 2011;
Al-Maghrabi and Dennis, 2012). The researchers considered the university students the
most important segment of consumers for the current study because it represent people
who are in the age ranging between 20 to 35 years. The demographic segment is the
largest segment of bank customers in most societies as reported by Rugimbana (2007).
For instance, it is considered a sizeable number of the Yemeni population, which was
about of 22.2 million persons in 2007 (Library of Congress, 2008).

2 Literature review

Understanding what determinants influence individuals to use information systems (IS)
would help managers improve the process of facilitating system implementation (Wang
and Butler, 2006). Although describing a human behaviour is usually confusing and at
the same time it is an important subject, many researchers tend to use psychological
determinants to understand the behaviour of potential adopters (Fishbein and Ajzen,
1975). TRA was created by Fishbein and Ajzen (1975) and has been extensively
deployed to examine human behaviour in the social psychological disciplines (Tan et al.,
2012). The theory proposed attitudes, subjective norms, intentions, and behaviours as the
main constructs in the TRA. The theory investigates how attitudes and subjective norm
determine the volitional behaviour. Many studies adopts Ajzen and Fishbein’s theory and
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applied it to a variety of fields, such as donation, occupational tendency, bone marrow,
learning motivation, as well as consumer behaviour (Weber et al., 2007; Lin et al., 2011;
Bagozzi et al., 2007; Addison and Chou, 2003; Amin and Chong, 2011). In addition, it is
widely applied to fields such as management, finance, and marketing. In conclusion, the
theory of TRA lean to diversify and theory application unquestionable and justified,
because it has been widely applied to the banking services fields and shows a strong
predictor for behavioural intention and actual behaviour (Yousafzai et al., 2010;
Hernandez and Mazzon, 2007; Lymperopoulos and Chaniotakis, 2005; Page and Luding,
2003). According to the TRA, the determinant of a person’s behaviour is his or her
intention to perform or not to perform the particular action (Hostler et al., 2011). The
theory assumes that a person’s intention is a function of the two basic determinants; one
of them personal in nature, the other reflecting social influence as shown in Figure 1. The
first determinant is the attitude toward the behaviour, which explains the individual’s
positive or negative evaluation of performing the behaviour. Attitude means that
individuals with a highly positive tendency to do something would be more likely to
respond favourably, whereas individuals with a highly negative disposition would be
more likely to respond negatively (Ajzen et al., 2004). In addition, an individual’s
attitude is determined by individuals’ beliefs about an object or person as reported by Lee
et al. (2011). The second determinant is the subjective norm that represents the
individual’s perception of the social pressure put on him by people who are important to
him to perform or not perform a specific behaviour (Shin, 2009).

Figure 1 Theory of reasoned action

Attitude
toward the

behaviour \
Intention

Qubjective
norm

Behaviour

\ 4

Source: Adapted from Ajzen and Fishbein (1980)

There are many studies have been used TRA and show the predictive power of the theory
on actual behaviour in different contexts (Wang and Butler, 2006). All these kinds of
individual behaviour can account for the theory of reasoned action. It is clear that
consumer’s intention to perform an actual behaviour is jointly determined by the two
factors; namely, attitude toward the actual behaviour and subjective norm. In line with
this, many studies have found a positive relationship between consumer’s attitude and
behavioural intention, (Hyllegard et al., 2009; Kim, 2008; Prendergast et al., 2008;
Tarkiainen and Sundqvist, 2005). In this context, attitude actually related to the
behavioural intention as individuals form intentions to perform behaviours toward which
they are positively oriented. For instance, this research relates to the attitude toward using
banking services, whereby if people have a positive attitude toward financial services that
banks offer, they are more likely to have the intention to use these services. Similarly, the



The impact of students’ attitude and subjective norm 109

second predictor of consumer’s intention is the subjective norm, which is a function of
beliefs about the expectation of the important referent and his or her motivation of
complying with these referents (Fishbein and Ajzen, 1980). According to Fishbein and
Ajzen (1980), subjective norm is the social pressure from others who are important to an
individual on whether or not to engage in a certain behaviour. The rationale for the effect
of SN is that a person may choose to engage certain behaviour, even though it is not a
favourable one at first. If their important referents think they should, they will comply
with the particular behavior (Tan et al., 2012). Several studies have shown a positive
relationship between subjective norm and consumer intention (Al Muala et al., 2012;
Kim, 2008; Prendergast et al., 2008; Tan et al., 2012). In the framework of this study, the
researchers investigated these antecedents to examine university students’ intention to use
banking services in the context of Yemen.

3 The banking system and economic growth

The importance of banking systems for the economic is undeniable because economic
health nowadays depends more than ever, on the soundness of the banking system
(Bayraktar and Wang 2008). Although banks themselves create no new wealth, their
activities such as, lending, savings and related activities facilitate the process of
exchange, production, and consumption of wealth; hence, they have become very
effective partners in the process of economic development (King and Levine, 1992). In
this context, using banks is an essential part in the utilisation of the resources of the
country in the right direction. Banks are mobilising savings from the surplus sector
(depositor) then transferring this money to their clients (deficit sector) in the form of
loans to activate the investment, such that all savings are injected as investments (Rosly,
2005). If people do not interact and deal with banks, a great portion of the economic
capital would remain idle (George, 2002). Furthermore, banks and financial institutions
in the developed countries, which are advanced economically, represent the most
important sector (Fadare, 2010). They are depending on banks in leading progress and
economic transfer (Yemen Times, 2008).

In Yemen, there is a growing governmental interest in the banking sector due to its
important role in leading economic changes and its significant role in supporting the
Yemeni economy (CBY Annual Report, 2010). Lack of banking system usage is evident
by the estimation that only around 660,000 out of 22,000,000 million Yemenis use
banking systems, constituting a mere 3%, (Al-Mushrqui, 2009). This calls for a serious
study of this sector and the diagnosis of its environmental factors. It has become
increasingly and necessary to identify the factors that determine the basis upon why
university students do not use banking systems as a tool to facilitate their financial
transaction needs. Therefore, this study aims to investigate the influence of students’
attitude and subjective norm on behavioural intention toward using banking systems in
the context of Yemen.

3.1 Overview on Yemeni banking system

Domestic banking system in Yemen has a relatively recent history. In fact, there was no
commercial bank until 1970. In 1971, the Central Bank of Yemen (CBY) was established
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as an independent body, created by law to carry out all the functions of a normal central
bank. The CBY supreme objective is to lead the monetary policy of the country such as
monitor price stability and sustainable economic growth, keep inflation under control,
and encourage investment (http://www.centralbank.gov.ye). The Central Bank of Yemen
re-shaped in May 1990 by merger of the two banks when the South and North Yemen
were re-united.

The bank operates similar to other central banks in attempting to control inflation,
stabilise the nation’s currency, and encourage foreign investment and growth. One
example of the changes caused by the Bank was in July 1996, when it eliminated multiple
exchange rates and instead floated the Riyal (http://www.centralbank.gov.ye).

In the 1990s, the banking system in Yemen suffered from extremely low
capitalisation rates, and insufficient loan provision because of the shortage of deposits.
The banking sector did not have the ability to finance investment (World Bank Group,
2010). In 1997, the World Bank sponsored a financial sector reform programme. As a
result, the Yemeni authorities to address some problems related to the banking system
(Swidi and Mahmood, 2011) carried out reform efforts. A bank reform law was passed in
1998 to update, strengthen, and regulate the financial industry in Yemen. By 2000, the
CBY had circulated strict regulations pertaining to credit risk management, liquidity,
insider lending, foreign exchange exposure, financial leasing, and external auditors
(Al-Mushrqui, 2009).

The banking system in Yemen is relatively new, small, underdeveloped, and
dominated by the government. Bank regulation is insufficient and large business families,
who establish financial institutions to serve their own business needs, own most
commercial banks. Therefore, they are not willing to finance outside small circles due to
the legal inability to collect on overdue debts (Yemen Times, 2008). Consequently, there
is a great risk of loan defaulting and at the same time, there is a shortage of deposits and
the population is still cautious about putting their money in the banks. In line with this
and according to the Mayor of the Central Bank of Yemen, Yemenis prefer to keep their
money in their homes instead of dealing with banks. He further confirmed that there are
only 600,000 bank accounts, which only represented about 2.7% of the Yemeni
population. Moreover, the maximum checks annually circulated are ranging from
500,000 to 600,000. These facts have been reported by a study carried out by the
Malaysian company, SIRIM Berhad 2010 (Swidi and Mahmood, 2011). As a result,
many financial transactions happen outside the commercial banks (Al-Mushrqui, 2009).

4 Methodology

Eight hundred and fifty questionnaires were distributed in seven public universities in the
Republic of Yemen. Out of 850 questionnaires, only 598 forms were useable for analysis.
Hence, the usable response rate is 70.4%, which considered acceptable and larger than
what is proposed by Krejcie and Morgan (1970) as reported by Sekaran (2003). The
questionnaire consists of two sections:

1 demographic variables (9 items)

2 students attitude (4 items), subjective norm (4 items), and behavioural intention
(6 items).
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The first section is to gather information about the sample’s personal. The second section
is to ask the respondents to indicate on a five-point Likert-type scale begin from (1)
‘strongly disagree’ to (5) ‘strongly agree’.

4.1 Research questions and objectives

According to the review of literature pertaining to the TRA and previous researches
related to banking systems, it is clear that consumer’s intention to perform an actual
behaviour is jointly determined by two factors; namely, attitude toward the actual
behaviour and subjective norm. In line with this, many studies have found a positive
relationship between consumer’s attitude and behavioural intention, (Hyllegard et al.,
2009; Kim, 2008; Lee et al., 2011; Leonard, 2012; Prendergast et al., 2008; Tarkiainen
and Sundqvist, 2005). In this context, attitude actually relates to the behavioural intention
as individuals form intentions to perform behaviours toward which they are positively
oriented. For instance, this research relates to the attitude toward using banking systems,
whereby if people have a positive attitude toward financial systems and services that
banks offer, the quality in delivering these services as well as banking legal framework
that is supposed to protect their deposits, they are more likely to have the intention to use
these services. Hence, the proposed hypotheses regarding students’ attitude construct are
shown in Section 4.2. Based on the literature, the purpose of this study is to test the
applicability of reasoned action theory (TRA) in the context of banking systems in
Yemen. Therefore, the researchers suggested the following questions:

1 What is the relationship between students’ attitude and students’ behavioural
intention to use bank systems?

2 What is the relationship between subjective norm and students’ behavioural intention
to use bank systems?

The main goals of this research are to investigate the determinant factors that influence
university students to use the services provided by banking system and how these
services have been perceived from the viewpoint of the university students in the
marketplace. In addition, the researchers attempted to understand the students’ subjective
norm and attitudes toward services that banks offer in Yemen. In this context, the
researchers aim is to achieve the following objectives:

1 To identify the relationship between students’ attitude and students’ behavioural
intention to use bank systems.

2 To examine the relationship between students’ subjective norm and students’
behavioural intention to use bank systems.

4.2 Model and research hypotheses

4.2.1 Attitude among TRA

Ajzen and Fishbein (1980) propose that individuals form beliefs about an object by
connecting it with various characteristics, attributes and qualities. Due to these beliefs,
they possess favorable or unfavouable attitudes toward that object based on whether they
connect that object with positive or negative characteristics (Abadi and Gharibpoor,
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2012). These beliefs may be achieved by direct observation, acquiring information from
outside sources, or resulted through an inference process. Some beliefs remain, others do
not. The challenge is when one attempts to change a perceived attitude (Doll and Ajzen,
1992). Further argument also done by Ajzen and Fishbein (1980) saying that individual
attitude toward a specific behaviour is influenced by a set of belief about carrying out the
behaviour, As well as the consequences of the behaviour. This argument shows the
relation between attitude and subjective norm to behavioural intention is sensitive.
Apparently a bit variations of the behaviour under examination can have significant
effects upon whether the attitude or subjective norm is more influential (McKemey and
Rehman, 2003). The researchers tended to believe that attitudes are a disposition to
respond favourably or unfavourably to a behaviour. The favourable or unfavourable
response arises from an assessment of the consequence of using banking systems in the
context of Yemen. The assessment is influenced by other factors such as the quality and
level of banking services provided. These beliefs may yield in changing the university
students’ behavioural intention to use financial services provided by banking system in
Yemen.

4.2.2 Subjective norm among TRA

Subjective norm is a function of beliefs namely, the person’s beliefs that most people
who really matter to him think that he either should or should not perform the behaviour
in question. In other words, an individual who believes that most referent with whom he
is motivated to comply thinks he should perform the behaviour, will perceive social
pressure to do so (Hernandez and Mazzon, 2007). This proposes that an individual will
feel social pressure to carry out a behaviour if he is motivated to comply with groups
individuals or believes that the behaviour will be approved by significant others. Ajzen
and Fishbein (1980) reported that for many practical reasons an identification of the
attitude, subjective norm and their relative importance may be adequate to form
behavioural intention. However, for a more understanding of behavioural intentions, it is
essential to examine why individuals hold certain attitudes and subjective norms, which
involve the identification of the behavioural and normative beliefs. That is why the
current study uses students’ subjective norms to find out the influence of these norms on
their behavioural intention to use banking systems.

According to the current study, subjective norm is the level of pressure placed on
Yemeni university student by significant people in his or her life, which desire the usage
or non-usage of banking systems and their motivation to comply with their views and
wishes. If the students believe that their significant others hold favourable attitudes
towards using banking system, or if they think that using banking systems would be
viewed favourably by significant others, such is such as classmate, friends, parents, peer
group etc, they are more likely to carry out that behaviour. In this context, the researchers
assume that the choices people make are influenced by their beliefs about how significant
others will view their decisions to engage, or not engage, in particular activities.

As mentioned in the literature review, TRA has been used by many studies, and it has
been proven as a strong predictor to a behavioural intention, even across different
environments and locations (Yousafzai et al., 2010). A large number of studies found
strong support for TRA usage (Alajmi, 2010; Sadeghi and Farokhian, 2011; Tsai et al.,
2010).
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Most of the previous studies supported and used TRA to understand the customer’s
behavioural intention in different industries (Aleassa et al., 2011; Southey; 2011; Tsai et
al., 2010). The findings of the majority of these studies have proven that TRA is a strong
model in predicting consumers’ behavioural intention. Hence, TRA is a suitable theory
that researcher can use to predict university students’ behavioural intention to use
banking systems in context of Yemen. Therefore, the study proposes the following
hypotheses:

H1 “There is a positive relationship between students’ attitude and students’
behavioural intention to use bank systems”

H2 “There is a positive relationship between subjective norm and students’
behavioural intention to use bank systems.”

Figure 2 demonstrate the current study research model.

Figure 2 Research model

Students’ attitude H1

\ Behavioural

intention to use bank
services
Students’

subjective norm H2

5 Data and analysis of results

5.1 Demographic profile

It is found that the majority of the respondents are males 470 (78.6%), from the 598,
while the female’s respondents reported 128 (21.4%). Half of the respondents are
between 20 and 30 years old representing (56%) while (25.8%) of the respondents comes
from the 31 to 40 age group, the third age group was 41 years old and above which
represent (11.5%), finally the smallest number of the respondents was under 20 age group
with percentage (6.7%) of the respondents. Regarding their universities, 155 respondents
were from University of Sana’a with (25.9), while University of Aden 112 with (18.7%),
following by Ibb University, al Hudaydah and Ta’az University they were so close from
each other obtaining 79 (13.2%), 78 (13%) and 77 (12,9%) respondents respectively,
lastly was Thmar University covered 24 respondents (4%). Respondents were also asked
about their level of education, the majority of the respondents 496 hold a bachelor degree
(82.9%) whereas the other 102 (17.1%) hold a master’s degree. The respondents have
varied incomes. The large number of them 234 (39.1%) has monthly earning which is
ranging from 80,001 to 100,000 YR. There are 139 (23.2%) who they earn a monthly
income of YR 60,001 to 80,000. There are 89 (14.9%) who get more than YR 100,001,
following by 77 (12.9%) who get income ranging from YR 40,001 to 60,000 a month.
There are 30 (5%) of the respondent earn YR 20,001 to 40,000. Lastly, the smallest
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number of the respondents 29 (4.8%) earned less than 20,000 YR a month. Finally, the
respondents have been asked whether they are bank customers or non-bank customer, it
was appeared that at the time of carrying out this study most of them are non-bank
customers 567 (94.8%) compared with only 31 (5.2%) who are bank customers. Table 1
provides more details.

Table 1 Demographic profiles of the respondents

Profile Frequency Percentage
Gender
Male 470 78.6
Female 128 214
Age
Under 20 years 40 6.7
20 to 30 years 335 56
31 to 40 years 154 25.8
41 and above 69 11.5
University
Sana’a 155 259
Aden 112 18.7
Hadramout 73 122
Ta’az 77 12.9
Al Hudaydah 78 13.0
Ibb 79 13.2
Thamar 24 4.0
Level of education:
Bachelor degree 496 82.9
Masters degree 102 17.1
Field of study:
Accounting 345 57.7
Economic and political science 68 11.4
Statistics 75 12.5
Business administration 110 18.4

Monthly income in Yemeni Riyal (YR)

Less than 20,000 29 4.8
20,001-40,000 30 5.0
40,001-60,000 77 12.9
60,001-80,000 139 23.2
80,001-100,000 234 39.1
100,000—over 89 14.9

Bank usage

Bank customer 31 5.2

Non-bank customer 567 94.8
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5.2 Factor and reliability analysis

Exploratory factor analysis (EFA) has been conducted on the behavioural intention
(dependent variable) and on attitude and subjective norm. All the items have factor
loading greater than 0.5. In addition, the relative explanatory power (eigen-value) for the
dimensions are 4.388, 2.527 and 2.325 respectively exceeding the recommended value of
one and contributing 73.141, 11.488 and 11.624 respectively of the variance. Reliability
test reveal that, behavioural intention has Cronbach alpha readings of 0.926, students’
attitude has 0.822 and subjective norm has 0.911. The Bartlett’s test of sphericity for all
the variables were significant.

5.3 Correlations among attitude and subjective norm construct

The result of the correlation test performed on the variables attitude and subjective norm
as determinants of the behavioural intention, revealed that all aforementioned variables
are correlated significantly and in the expected positive direction. Attitude toward bank
usage (r = .674, p <0.01), and subjective norm (» = .0.507, p < 0.01). Table 2 depict the
correlation result and also shows that students’ attitude is the most highly correlated with
the behavioural intention.

Table 2 Correlations among attitude construct
Variables DV i 2
DV- Behavioural intention 1
IV1- Students’ attitude 6747 1
IV2- Subjective norm 507" 1

Notes: **Correlation is significant at the 0.01 level (2-tailed).
*Correlation is significant at the 0.05 level (2-tailed).

5.4 Multicollinearity

Multicollinearity appears when any individual predictor variable is highly correlated with
another group of predictor variables (Mayer, 1999; Hair et al., 2006). Based on the
multiple regression analysis as shown in Table 3, the results show that the tolerance value
of attitude 0.975 was and for subjective norm was 0. 722 and the variance inflation factor
(VIF) value was in the range of 1.025 to 1.385, Showing that the tolerance value is
substantially greater than 0.10 and the VIF value is less than 10, it can be concluded that
multicollinearity among the variables is not a problem.

Table 3 Testing for multicollinearity on assessment of tolerance and VIF values
Variable Tolerance VIF
Attitude toward bank usage 975 1.025

Social influence 122 1.385
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5.5 Multiple regression analysis

The two constructs which are attitude and subjective norm explain 47.8 % (R* = .487) of
the variance in behavioural intention. Standardised coefficient beta (f) for attitude is
significant and positive, showing that there is a positive linear relationship between
attitude and behavioural intention to use bank systems, (f =.563**, p < 0.01) this is
supported for the research’s hypothesis (Hla), as shown in Table 4. Standardised
coefficient beta (f) for subjective norm is significant and positive, (f = .211**, p <0.01)
this is support for the research’s hypothesis (H1b). Table 4, displays a summary of
multiple regression results for both attitude and subjective norm as independent variables
and the dependent variable of behavioural intention as follows.

Table 4 Summary of multiple regression results for attitude and subjective norm
Independent variables Standardised coefficient beta (3)
Student attitude H1 0.563**
Subjective norm H1 0.211**

R? 0.487
Adjusted R? 0.485
Sig. F change 0.000%**
F value 282.253

Note: *p < 0.05, **p < 0.01

6 Discussion

6.1 Attitude and behavioural intention

The findings of this study shows that students’ attitude has a positive and significant
relationship with behavioural intention (f = .563**, p < 0.01) to use banking systems.
This is the highest value of beta in the model, which implies that the variable attitude has
the strongest influence on students’ behavioural intention to use bank systems than
subjective norm (Zegordi and Fakhredaei, 2011). The more favourable a student’s
attitude toward banking systems, the more likely the student is to use those services. In
other words, students who have highly attitude are more likely to use the banking systems
in the future. The result of this study was similar to other studies, which confirmed that
the attitude is very important and has considerable influence on students’ behavioural
intention to use banking systems (Shih and Fang, 2006; Karjaluoto et al., 2002; Md-Nor
et al., 2008; Rigopoulos and Askounis, 2007; Singh et al., 1995). This supports the study
hypothesis (H1a). In addition, association between attitude and intention is essential in
attitudinal research and has been confirmed in a huge variety of settings (Yang, 2012). In
addition, the finding is consistent with the theory of reasoned action that says attitude is
one of the main predictor of behavioural intention. Furthermore, the current study result
is consistent with previous studies conducted in other less developed countries, which
also establish a significance relationship between attitude and intention (Akour et al.,
2010; Al Muala et al., 2009, 2012; Wahab, 2008; Zolait, 2010). Although attitude is the
highest predictor of students’ intention to use banking systems, also other powerful
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factors that researchers should examine in the future. Furthermore, this study focus on
university students, which are the most educated people in the Yemeni society, which is
reported 46% illiteracy (Library of Congress, 2008). Hence, the high level of attitude of
respondents may reflect their high level of educational attainment. Education plays a vital
role in human development, because it shows to people the opportunity to explore and
benefit from their environment (Adeoye, 1999). Therefore, the highest level of attitude
among students toward bank usage could be due to their level of knowledge and
awareness of the benefit of the services that provided by banks.

6.2 Subjective norm and behavioural intention

The second research question deals with the relationship between subjective norm and
behavioural intention. The study found subjective norm is a powerful predictive for
behavioural intention and related positively and significantly with behavioural intention
(B = .211** p < 0.01) this found to be a stronger predictor on behavioural intention.
Therefore, the research’s hypothesis (H2) is supported. In addition, the study result is
similar with many previous studies that supported the effects of subjective norms on the
behavioural intentions (Amin and Chong, 2011; Bindin et al., 2009; Chen and Yang,
2007; Chiou, 1998; Ravi et al., 2007). In addition, students find support and
encouragement from people who are important to them about using banking systems.
This is a positive signal for them and a good step toward facilitate their financial needs
through the banking system.

The finding also consistent with many previous studies in the banking field
(Fauziah et al., 2008; Md-Nor et al., 2008; Zolait, 2010) as well as Agarwal et al. (2009)
explored that subjective norms have a direct significant influence on consumers’
intention to use banking systems. This could imply that social influence could have a
certain amount of impact on students’ intention to use the banking system in Yemen. The
findings were in the expected direction, where the traditional culture of Yemeni
confirmed the result. The Yemeni people modify their opinions with respect to others to
whom they feel similar in accordance with psychological principles. Social pressure
considered a critical issue in the Yemeni society, because individuals’ referent or group
that is important can affect the other feeling, attitude, and behaviour. This finding is
congruent with the theory of reasoned action, which suggested the construct of subjective
norms and described human intentions and behaviours as a result of the subjective
assessment of events that occur in the environment.

7 Conclusions

The research framework that is derived from the TRA emphasises the importance of the
two dimensions of the theory which are attitude and subjective norm in predicting the
students’ behavioural intention toward using banking service in Yemen. The results
proved the association of attitude and subjective norm as independent variables and their
positive influence on behavioural intention in less developing countries such as Yemeni.
Initially, this study has a major contribution to understand the students behavioural
toward using banking systems in the Yemeni environment. Understanding the magnitude
of the influence of these variables have on university students’ purchase intention,
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provide valuable facts that can help bankers, policy makers to design a marketing
strategic considering these psychological factors (attitude and subjective norm).

This study adds to the literature by showing non-financial variables and identify
certain useful psychological (attitude and subjective norm) factors that can help bankers,
policy makers and research institutes to understand the consumers’ need, want and
expectation. As a result, they can meet the needs and wants of the university students and
explore the benefits of using banks to increase bank access and spread the banking habit
among university students in the Republic of Yemen. Moreover, the study provided
essential information to monetary authorities in Yemen regarding students’ behaviours
and their attitudes toward bank systems. Such information might be helpful to monetary
authorities in designing programmes that encourage students to facilitate their financial
transaction through the banking system. Finally, the study contributes to the social
psychology studies by using TRA in the Yemeni context, which is one of the very few
studies that use TRA in Yemen and in the Arabic Peninsula in general. The research
demonstrated that TRA is an effective theory that can be used to study the adoption of
financial systems, particularly in examining behavioural intention of consumers in a
similar context.

This study open a room to do further research in the future and study a range of
factors that can be obstacles for the consumer to access the banking system. Therefore,
this study is important and a good attempt to understand reasons behind of not using the
banking system. This study focuses only on the attitude and subjective norm as the main
factors that influence student to use the banking systems. Accordingly, we propose that
future research should be directed toward empirically testing the direct influence of trust,
where students’ confidence and trust appear to be a weak point when it comes to the
Yemeni banking system, and this influences the use of bank services (Al-Mushrqui,
2009). In an interview with Mrs. Al-Adhi, the Executive Director of the Central Bank of
Yemen, she said that the Yemeni banking system in Yemen is not able to attract more
than 4% of the total population. She attributed the reasons for low percentage of
individuals who are not using banking system to the lack of banking culture of the
population. It could be due to user’s informational-based readiness on innovation
acceptance (Zolait, et al., 2008). This is the reason why the majority of the population
prefers to keep their money at home. Thus, research is needed to understand the influence
of the Yemeni culture on behavioural intention to use banking systems.

The limitation that appeared in the current study owing to the result of the
relationship between attitude and subjective norm on students’ behavioural intention to
use banking systems, which is a huge variation in the response rate between male and
female respondents. While the response rate of male sample is (78.6%) it is (21.4) for
female sample. This difference is because females did not show cooperation in answering
the questionnaire and some of them gave various excuses for not filling the questionnaire.
This could reflect a higher rate of males’ points of view. Moreover, by using the theory of
reasoned action, the researchers may have excluded other factors from this study. Other
constructs, such as economic factors such as poverty and unemployment, may affect the
consumers’ intentions to use banking system. Thus, these factors should be taken into
consideration in future researches.
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