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Abstract 
Banking operations are transforming from the traditional brick and 

mortar to more personalized kiosk experiences. Lebanese banks find sig-

nificant advantages in the rollout of kiosk banking, form cost reduction to 

market penetration and image creation. On the other hand, consumer-

banking behavior across different market profiles is shifting as people 

seek different means to interact with their bank, for faster processing and 

secure financial operations, away from the traditional branch setting. This 

paper looks into the consumer view of this new form of technology and 

identifies a few factors of interactive kiosk adoption. Findings contribute 

to our understanding of user perceptions and attitudes, as factors that in-

fluence self-service interactive kiosk banking in Lebanon. 
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1 Introduction 

Since the first appearance of the interactive kiosk in 1977 at the Uni-

versity of Illinois at Urbana-Champaign
1
, this technology has proven its 

unlimited utility. This debut offered a hotline service for the University of 

Illinois Student Union: More than 30,000 students, teachers and visitors 

stood in line during its first 6 weeks to find information about movies, 

maps, directories, bus schedules, extracurricular activities and courses.  

In 1985, the Florsheim shoe company deployed a network of kiosks to 
supplement their retail location sales

2
.  

Since, this innovative use of technology disrupted every industry. 

Nowadays interactive kiosks can be found in postal stations, airports, bus 

and train stations, for services, ticketing, immigration and access to in-

formation (Kielsen, 2010). 

For financial services, kiosks are a familiar designation for “Technol-

ogy Based Self Service Banking”, a form of self-service technology 

(SST) applied to financial services. These kiosks provide the ability for 

customers to perform transactions that may normally require a bank teller 

or a face to face meeting with a loan officer. These transactions could be 

generally more complex and longer to perform than desired at an ATM 

(Automated Teller Machine).  

In the mid 1990’s, self-service technology was exploited to facilitate 

the way customers interact with their bank and also changed customer 

expectations to how they prefer to conduct their transactions (Paradi and 
hazarian-Rock, 1998). 

1.1   Motivation 

Service providers gain significant benefits from successfully imple-

menting such self-service technologies (SST); these benefits could mate-

rialize as reduced operational cost, increased customer satisfaction and 

loyalty, and access to new markets (Bitner et al., 2002).  Though, invest-

ments involved in the deployment of interactive kiosks necessitate an un-

derstanding of the associated adoption factors (Anitsal and Schumann, 

2007).  Oversight from providers on the high level of consumer participa-

tion involved and the related influences could impede the adoption. 

                                                             
1 http://www.arcdesignconsulting.com/custom-kiosk.php 
2 ByVideo Inc. of Sunnyvale, CA. 
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In order to increase adoption, banks need to promote self-service e-

banking services that add ease of usage and real-time interaction (Dauda 

and Lee, 2015).  

The literature shows that acceptance models tested through self-

service technologies (Kaushik and Rahman, 2015) applied to e-banking 

(Montazemi and Qahri-Saremi, 2015) were arduous in the application of 

TAM. However, marketing literature explain that these models could not 

completely explain SST adoption (Lee and Allaway, 2002; Dabholkar et 

al., 2003; Curran and Meuter, 2005; Wang and Benbasat, 2007; Kelly et 

al, 2010; Hsiao & Tang, 2015). 

Research has shown the importance of the association between public 

access venues to the class of the consumer society (Haseloff, 2005), differ-

entiating the contextual impact in developed from developing markets 

(Nilsson, 2007).  Low patronage to kiosk services has been attributed to 

affordability barriers in developing countries (Walsham, 2010), possibly 

related to low awareness levels in these countries (Kaiser, 2005) or a re-

duced use in rural locations with less inhabitants (Parkinson, 2005), for 

example. In general, research has highlighted interesting arguments that 

influence interactive kiosk usage. The sustainability of this technology was 

linked to the type of institution, method of implementation of the kiosk, 

the level of customization of the technology, and the class of the consumer 
society driving varying patronage levels (Table 1).  

An investigation of patronage levels of kiosk services in developing 

countries leads us to study precursors of customer constancy in the use of 

self-service technologies (Kumbhar, 2011). In that context, research has 

tackled factors such as the avoidance of service personnel (or preference 

for personal contact); time and money saving; time and place conven-

ience (Meuter, et al., 2000). In conducting e-business, So and Sculli 

(2002) underlined the role of quality, trust and risk indicating that atten-

tion to these constructs is required to maintain customer loyalty (Ribbink 
et al, 2004) for the sustainability of the services offered.  
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Table 1. Concepts and findings from the literature on SST adoption 

Concept Finding  Ref. 

Adoption of Self 
Service Kiosks 

Focus on antecedents perceived 
need, ease of use and usefulness 

(Curran and Meuter, 2007), 
(Kaushik and Rahman, 2015) 
(Lin, 2011) ( Parkinson and 
Ramirez, 2006) 

Influence of factors of technology 
readiness  

(Davis et al., 1989), (Gefen et 
al., 2003)  

Level adoption of self-service 
technologies found to depend on 
the level of customization of the 
technology  

(Lin, 2011) 

Factors of User 
Acceptance 

Method of implementation of 
kiosks attached to institution’s 
setting (standalone vs. integrated 
within institutional context) - 
Integrated kiosks may hinder 
adoption 

(Roman and Colle, 2002) 

Otherwise attract users based on 

the context  

(Miller, 2004) 

Content and intended use of ki-
osks (e.g. educational, health, 
learning, government, veterinary, 
financial, etc.)  

(Proenza, 2008)  

Sustainable 
Diffusion of 

self-service 
kiosks 

Linking the sustainability of the 
technology to the type of institu-

tion (Commercially oriented ki-
osks are believed to be more sus-
tainable) 

(Bell, 2004), (Kumar et al., 
2006)  

User acceptance may or may not 
affect sustainability. 

(Parkinson, 2005) 

1.2   Context 

This paper addresses themes of adoption in the Lebanese context 

identifying those factors that influence self-service interactive kiosk us-

age in Lebanon’s banking industry. It investigates the potential factors of 

user perceptions and attitudes with a consideration of moderating varia-

bles of demography. Of particular interest, this study is set in the context 

of Lebanon with its strong and highly competitive financial industry
3
. By 

now, Lebanese banks have piloted and some have completed the imple-

mentation of kiosk banking in Beirut
4
.  

The methodology section offers a conceptual foundation for the re-

search: potential factors of user perceptions and attitudes are discussed 

and framed as a research model attempts to answer the following research 

                                                             
3
 http://www.worldfinance.com/banking/lebanons-banking-sector-becomes-a-beacon-of-stability 

4
 http://ptgroup.eu/platform-add-ons/kiosk-video-conferencing/ 
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question: Do factors of user perceptions & attitudes influence self-

service interactive kiosk usage in Lebanon’s banking industry? And, is 

this effect moderated by factors of demography?  

2 Methodology 

Despite the small number of 95 respondents, an online survey was 

conducted for this exploratory and descriptive pilot study (Leedy et al., 

2001). The Web-based survey was conducted using “mon-enquete-en-

ligne.fr” over the span one month. The survey solicited input from partic-

ipants in Beirut and Mount Lebanon. The technique used were the non-

probabilistic sampling (convenience sampling). The population for this 

survey consisted of young persons and other contributors who were will-

ing to participate in the study. The participation to the survey was com-

pletely voluntary and anonymous (McNamra, 1997). Some of the re-

spondent where reluctant before reading the survey due to reasons of con-

fidentiality. Responses to the survey were transferred to SmartPLS for 
statistical analysis (Monecke and Leisch, 2012).   

2.1 Model and Conceptual Foundations  

The survey questions (see Appendix) were developed based on the fol-

lowing conceptual foundations below and the variables used are illustrat-
ed in the research model in Figure 1. 

 

Fig. 1.  Conceptual model 
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Independent Variables: 

Preference for Personal Contact (INTERACTION): Curran and 

Meuter, (2005) had proposed that people would be interested by the SST 

technology because they enjoy the interaction. Equally, people who may 

not like technology may avoid SSTs because they cannot replace the 

personal interaction (Dabholkar et al., 2003; Lee and Allaway, 2002). 

Outcomes show that willingness to use the self-service technology in the 

financial field, is correlated to the ability to adopt these service (Walker 

and Johnson, 2006). Wang et al., (2012) found that past experience in 

technology interaction might influence SST adoption (Wang et al, 2012). 

QUALITY (Perceived Service Quality as Savings and Convenience): 

Services that offer customization to each customer improve their quality 

perceptions (Time and place convenience and time and money saving). 

Some researchers who investigated SST quality perceptions of technolo-

gy banking services was linked to customer statisfaction (Sindwani and 

Goel, 2015) and the convenience of these services (Joseph et al, 1999; 

Al-Hawari et al., 2005) The provision of convenient/accurate SST for UK 

banking customers was one of the most important factors of the electronic 

service quality perceptions (Ibrahim et al, 2006). Furthermore Ganguli 

and Roy (2011) found that technology easiness and reliability was im-

portant to undergraduate students.  

TRUST - Trusting Intentions and risk (safety and familiarity of use): 

In a direct relation to perception and attitude, self-service technologies 

SSTs may be perceived riskier than personal services (Kelly et al, 

2010) as they require higher levels of consumer participation and respon-

sibility (Lee and Allaway, 2002). For example factors such as technology 

anxiety were shown to lead to confusion regarding the task to be per-

formed and to a decreased level of motivation to use (Meuter and Bitner, 

1997). Trust was found to influence consumers’ use of technologies 

(Wang and Benbasat, 2007), especially in a virtual sales context (Komiak 

et al, 2004). Closer to the banking context, in adoption of electronic bank-

ing, trust was found to have a positive impact on the commitment of cor-

porate clients towards their banking institution (Rexha et al, 2003). In the 

construct of trust in e-Commerce, McKnight et al (2002) had found that 

trusting intentions are antecedents to the willingness to adopt. For the ob-

jective of our study we will consider such intentions were related to fa-

miliarity of use (McKnight et al, 2002).Consumer trust (Connolly and 

Bannister, 2008) exhibited an antecedent to perceived risk leading to the 

intention to use e-banking services (Walker and Johnson, 2006; 

Yousafzai et al, 2003) and a significant negative determinant of behavior-
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al intention (Alalwan et al, 2014). The indicators of our dependent varia-

bles (Table 2) form a reflective measurements into our analysis model.  

Table 2.  Indicators and variables 

Latent Variable Indicator Question in Survey Label 

INTERACTION Enjoy the interac-

tion 

K- I will use Interactive kiosk banking 

because I enjoy the interaction 

IWU5 

Do you believe that Interactive Kiosk 
banking will be used only by people who 
enjoy interaction 

BIKB2 

QUALITY It saves me time K- I will use Interactive kiosk banking 
because It saves me time 

IWU2 

It saves me money K- I will use Interactive kiosk banking 
because  It saves me money 

IWU3 

Easy to use K- I will use Interactive kiosk banking 
because  It is easy to use 

IWU6 

TRUST Do not trust  KB I will not use Interactive kiosk banking 
because I do not trust it  

IWU1 

Do not trust safety I will not use Interactive kiosk banking 
because I do not trust safety  

IWU2 

Trust KB I will use Interactive kiosk 

banking because I trust in kiosk 

banking 

IWU4 

 

The Potential Moderating Effect of DEMOGRAPHICS:  

Demographics include factors of age, gender, education and income, 

offering effective grounds for traditional marketing segmentation (Cum-

mings & O’Neil, 2015; Lee et al., 2010; Nilsson, 2007; Chang and Samuel, 

2004; Wu, 2003) and affecting usage of SSTs (Hsiao & Tang, 2015; Kai-

ser, 2005; Meuter et al, 2005).  

Age & Gender: Demographics have been examined as direct anteced-

ents of usage (Chang and Samuel, 2004), as influencing beliefs and atti-

tudes (Wu, 2003) or as indicators of personality traits (Lee et al., 2010). 

For example, in their study, Lee et al., (2010) found that men exhibited 

less technology anxiety, while older people needed more personal con-

tact, and higher income were less anxious about technology. Similarly, 

connecting the antecedents to SST adoption, Dean (2008) found that in-

creasing age has a negative effect on three variables: preferences for SST 

to human contact; confidence to use SSTs; and belief in the benefits of 

using technology. 
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Education & Income levels: Lastly, some find education as a key de-

terminant of public access ICT use (Etta & Parvyn‐Wamahiu, 2003), oth-

ers indicate that they found no relationship between educational level and 

use of a community internet access program (Ulrich, 2004). Ganguli and 

Roy (2011) found that technology convenience, and technology usage 

easiness and reliability was important to undergraduate students. In a less 

affluent society, proxy use, such as a child getting information from a ki-

osk for a semi‐literate parent was found to compensates for the user’s de-

ficiencies (Ulrich, 2004), linking to the need of an adequate literacy level 

of the user 

 

Table 3. Indicators related to the Variable “Demographics” 
Latent Variable Indicator Question in Survey Label 

DEMOGRAPHICS  Gender Gender Gender 

Age Age Age 

Education Highest level of education completed Edu 

Income Approximate average household income /month Inc 

 

The Potential Mediating Effect of UTILITY as “perceived utility by 

customers and banks (Benefit)” 

Utility and benefit of the kiosk banking is the mediator variable that can 

have effect on kiosk banking usage. Interaction, quality and trust may en-

courage people to find kiosk banking beneficiary (Goddard et al., 2004). 

These factors can also lead people to use more and more digital banking, 

especially, interactive kiosk banking.  

Table 4.  Indicators related to the variable “Utility” 

Latent Variable Indicator Question in Survey Label 

UTILITY Good investment 
for  banks 

Do you think that interactive kiosk 
banking is a good investment for 
banks 

IKB2 

Beneficial in your 
life 

Do you think that it is beneficial to 
you in your life? 

IKB3 

 

Table 5.  Indicators related to the dependent variable “UsageKB” 

Dependent Variable  Label 

Usage of Kiosk banking Did you use interactive kiosk banking in the last 5 
years? 

IKB1 
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2.2 Hypotheses  

For the study, six hypotheses are formulated as follows: 

H1 (+): Preference for personal contact (INTERACTION) positively affects kiosk bank-

ing usage  

H1a (-): Preference for personal contact (INTERACTION) negatively affects kiosk 

banking usage  

H2 (+): Perceived service quality (QUALITY) positively affects kiosk banking usage. 

H2a (-): Perceived service quality (QUALITY) negatively affects kiosk banking usage. 

H3 (+): Trusting Intentions positively affects kiosk banking usage and this relationship 

is moderated by demography (DEMOGRAPHICS) 

H3a (-): Trusting Intentions negatively affects kiosk banking usage and this relationship 

is moderated by demography (DEMOGRAPHICS) 

H4 (+): Preference for personal contact (INTERACTION) positively affects kiosk bank-

ing usage and this relationship is mediated by perceptions of utility by customers and 

banks (UTILITY). 

H4a (-): Preference for personal contact (INTERACTION) negatively affects kiosk 

banking usage and this relationship is mediated by perceptions of utility by customers 

and banks (UTILITY). 

H5 (+): Perceived service quality (QUALITY) positively affects kiosk banking usage 

and this relationship is mediated by perceptions of utility by customers and banks 

(UTILITY). 

H5a (-): Perceived service quality (QUALITY) negatively affects kiosk banking usage 

and this relationship is mediated by perceptions of utility by customers and banks 

(UTILITY). 

H6 (+): Trusting Intentions (TRUST) positively affects kiosk banking usage and this 

relationship is mediated by perceptions of utility by customers and banks (UTILITY). 

H6a (-): Trusting Intentions (TRUST) negatively affects kiosk banking usage and this 

relationship is mediated by perceptions of utility by customers and banks (UTILITY). 

3 Analysis (Assessing the PLS-SEM Output) 

SMARTPLS software was used in order to test the relationship be-

tween the different independent variables (INTERACTION, QUALITY 

and TRUST) and the dependent variable (USAGEKB). Each variable was 

linked to the indicators that were directly related to it, as explained in the 

previous section. The first step was to run the PLS algorithm to test the 

(possible) relationships between variables. The results are shown in the 
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figure below (figure 2). A detailed table of all indicators and variable 

scores is shown in the appendix (Table 12). 

3.1 PLS Algorithm 

For an initial assessment of PLS-SEM model, some basic elements 

should be covered in our report (Reflective measurement model). The 

mediating power of UTILITY will be tested on all independent and de-

pendant variables. To confirm the possible mediating power, two steps 

for test of mediation will be completed (Zhao, 2010). 

 

Fig. 2.  PLS algorithm 

Looking at the coefficients of determination, the latent variables (IN-

TERACTION, QUALITY and TRUST) explain 46.9 % of UTILITY (R
2 

= 0.469). On the other hand the four variables (INTERACTION, QUAL-

ITY, TRUST and UTILITY) moderately explain only 27.2% of the vari-

ance in USAGEKB (R2 = 0.272). This suggests that there might be other 

factors that would explain usage of kiosk banking.  

The hypothesized path relationships between QUALITY and US-

AGEKB and between INTERACTION and USAGEKB are statistically 
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significant. This is not the case for the relationship between TRUST and 

USAGEKB. Hence, an inspection of the inner model’s path coefficient 

suggests that perceived service quality (QUALITY) has the strongest ef-

fect on usage of kiosk banking (-0.392), followed by preference for per-

sonal contact (INTERACTION) (0.372). Nevertheless, trusting intentions 

(TRUST) exhibits a much weaker effect (0.047; lower than 0.1). Thus we 

can conclude that: QUALITY and INTERACTION are both moderately 

strong predictors of USAGEKB, but TRUST does not predict USAGEKB 

directly.  

3.2 Indicator Reliability
5
  

For our model, indicators for INTERACTION, QUALITY, TRUST 

and UTILITY are all greater than 0.4 we can therefore conclude that the 

indicators are reliable (Hulland, 1999). in contrast, the EDU and INC 

indicators related to the demographic moderator variable are not reliable 

(0.300 and 0.139 respectively). 

From the results we can also see that People would use Interactive ki-

osk banking because they enjoy the interaction. (Indicator IWU5 = 

0.968). With loadings of 0.895, 0.766 and 0.861 respectively, the model 

shows that people have good perception of quality of the experience rep-

resented in that it saves me time, saves me money, and it is easy to use. 

The model also reveals that loadings of the variable TRUST are signifi-

cant (0.907, 0.765 and -0.697). This result confirms that trusting inten-

tions has a significant influence on the use of kiosk banking. 

3.3 Internal Consistency Reliability  

In line with prior literature we will check for “Composite Reliability 

greater than 0.6” as a measure of internal consistency reliability (Bagozzi 

and Yi, 1988; Hair et al, 2012).  Internal consistency reliability is demon-

strated among all three reflective latent variables (INTERACTION, 

QUALITY and UTILITY). This is not the case for DEMOGRAPHIC and 

TRUST, as shown in table 7. 

3.4 Convergent Validity  

Each latent variable’s Average Variance Extracted (AVE) is evaluated 

for convergent validity check. From table 11, it is found that all of the 

                                                             
5 Do not report indicator reliability if a “formative” measurement is used.  



15

Review of Economics and Business Administration 3(1) (2020)            157 

 

 

AVE values but the moderating effect of DEMOGRAPHIC are greater 

than the acceptable threshold of 0.5, so convergent validity is confirmed.   

3.5 Bootstrapping  

“SmartPLS can generate T-statistics for significance testing of both 

the inner and outer model, using a procedure called bootstrapping. In this 

procedure, a large number of subsamples (e.g., 5000) are taken from the 

original sample with replacement to give bootstrap standard errors, which 

in turn gives approximate T-values for significance.” [63]. Using a two-

tailed t-test with a significance level of 5%, the path coefficient will be 

significant if the T-statistics
6
 is larger than 1.96. In our model,  as pre-

sented in table 9, the T-Statistics of INTERACTION -> USAGEKB, 

QUALITY -> USAGEKB, QUALITY -> UTILITY, TRUST -> UTILI-

TY, TRUST * DEMOGRAPHIC -> USAGEKB  and UTILITY -> US-

AGEKB are larger than 1.96 so we can say that these outer model load-

ings are highly significant.   

3.6 Mediation Tests 

To confirm the possible mediating power, two steps for test of media-

tion will be completed (Zhao 2010). Using a Sobel test to test for H4 – 

H6 (with Sobel test statistic > |1.96| and checking for Two-tailed proba-

bility < 0.05), the results are presented in the appendix (table 8).  

3.7 Hypotheses and outcome 

The results of the analysis related to the hypothesis are reflected in 

Table 9.  

Table 6.  Hypotheses and Outcome 

Hypothesis Supported Direct relationship 

Supported 

Mediation  

Supported 

H1 (+) YES  

H1a (-) NO 

H2 (+) NO 

H2a (-) YES 

H3 (+) NO 

H3a (-) NO 

                                                             
6 The critical t-value is 1.65 for a significance level of 10%, and 2.58 for a significance level of 
1% (all two-tailed)  
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H4 (+)  YES NO 

H4a (-) YES NO 

H5 (+) YES NO 

H5a (-) YES NO 

H6 (+) NO YES 

H6a (-) NO YES 

A summary of the hypotheses testing results is as follows: 

 

 Preference for personal contact through the enjoyment of interaction 

affects kiosk banking usage (H1 & H4) 

 Perceived service quality defined as ease of use and time and money 

savings affects kiosk banking usage (H2a &H5).  

 Trusting Intentions and risk (safety and familiarity of use) is not a 

predictor for kiosk banking usage and no moderation was found by 

demography (H3)  

 The mediation effect of perceptions of utility by customers and banks 

enters into effect only in the relationship between trusting intentions 

and kiosk banking usage (H6) 

4 Discussion  

Our study shows that preference for personal contact, perceived ser-

vice quality and trusting intentions influence the perception of utility. 

However moderate, a positive relationship exists between the preference 

for interaction and the usage of kiosk banking. A higher preference to 

personal interaction may impact the use of kiosk banking (Dabholkar, 

Bobbitt and Lee, 2003; Curran and Meuter, 2005). 

People have good perception of quality of the experience represented 

in that it saves time, saves money, and it is easy to use. Perceived service 

quality has the strongest effect on usage of kiosk banking, followed by 

preference for personal contact. Yet, even if the model shows that people 

consider that kiosk banking saves times (T-stat: 59.951) and money (T-

stat: 14.346), it shows also that these are not enough reasons to use it.  

Trusting Intentions and risk (safety and familiarity of use) is not a pre-

dictor for kiosk banking usage and no strong moderation was found by 

demography. However, the mediation effect of perceptions of utility by 

customers and banks enters into effect only in the relationship between 
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trusting intentions and kiosk banking usage (H6). This finding might in-

dicate that although people think that kiosk banking is a good investment 

to banks (T-stat: 90.888) and it could be beneficial to them in life (T-stat: 

156.276), they might not trust using it (Cummings and Oneil, 2015), 

(Walker and Johnson, 2006). 

Nevertheless, by observing the survey data, it can be indicated that re-

spondents prefer Kiosk banking over ATM and E-banking (Figure 3). 

 

 

Fig. 3.  Use of Kiosk banking instead of Bank, ATM or E-banking 

5 Conclusion  

The purpose of this study is to explore how factors of user perceptions 

and attitudes influence self-service interactive kiosk usage in Lebanon’s 

banking sector. The findings indicate that preference for personal contact 

(interaction), quality and trust can affect the perception of utility and can 

also affect the usage of kiosk banking in Lebanon. Results show that most 

people see the utility of kiosk banking in replacement of visiting a bank. 

Kiosk banking is a “low cost banking” for banks (Claessens et al., 

2000) and might hold promise for further exploitation into offering a wid-

er range of services to consumers. That said, banks may benefit from the 

learnings of this study to increase the intention and voluntary use of the 

kiosks. 
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To start, there is an extant interest to using the Kiosks instead of the 

bank visits, ATM or e-banking, as reported by the study. Banks therefore 

are encouraged to develop content that may influence a higher preference 

to personal interaction, as indicated by this study. 

Further, the time saving features of Kiosk banking has been shown to 

lead preference of personal contact. This may indicate that banks, seeking 

to attract a larger of Kiosks users, may guide their focus onto time saving 

functionality of the Kiosk and onto creating more interesting reasons to 

use it. 

Although people think that kiosk banking could be beneficial to them 

in life (T-stat: 156.276), they might not trust using it (Walker and John-

son (2006), Cummings and Oneil, 2015). However, trusting intentions 

and risk aversion driven by safety fears and familiarity of use were not 

shown as a strong predictor for kiosk banking usage and no strong mod-

eration was found by demography. This could be an oversight or maybe 

related to the sample size and sample population made up of mostly stu-

dents and city dwellers. We state this since, SST use has been linked to 

demographic variables in other studies. Demographic variables such as 

increasing age has been known affect the confidence to use self-service 

technologies. Could that be true for kiosk banking in the Lebanon? 

5.1 Limitations 

As in the case of any research, there are limitations associated with the 

studies. First, the number of kiosk banking is very limited. Not all people 

have easy access to its usage. This situation might affect the degree of 

acceptance by consumers in Lebanon. Second, we could not collect big-

ger data, because of cost and time limitation. The Kiosk concept is still 

new and people may or may not have accurate perception of its security, 

may not have the motivation to use it, and in some cases may still prefer 

to use telephone banking online services. Similar studies are encouraged 

to reveal how such situations may change in time and among a different 

set of Kiosk services that could be offered in the future. 
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Appendix: 

Three types of questions were selected: 

Multiple choice question:  Demographic questions (A, B, C, D, E, F) and question I. 

Ordinal scale question:  Question M. 

Interval question:    Questions G and H, One represented “Less than an hour”, 

two represented “one to four hour”, three represented “Five to 

9 hours”, four represented “Ten to 15 hours” and five repre-

sented “over 15 hours”. 

Questions K, L and N, One represented “Strongly disagree”, 

two represented “disagree”, three represented ‘”Undecided”, 

four represented “Agree” and five represented “Strongly 

agree”. 

 

Table 7. Composite Reliability 

  Composite reliability 

DEMOGRAPHIC 0.514594 

INTERACTION 0.784795 

QUALITY 0.879506 

TRUST 0.462695 

TRUST * DEMOGRAPHIC 0.143479 

USAGEKB 1.000000 

UTILITY 0.952174 

 

Table 8.  Sobel test 

Hypothesis  Sobel test statistic > 

|1.96| 

Two-tailed probability < 

0.05 

RESULTS 

H4a 0.15388268 0.87770224  

H4a 0.15388268 0.87770224 Direct-only nonmediation 

H5 1.78493702 0.07427153 Direct-only nonmediation 

H5a 1.78493702 0.07427153 Direct-only nonmediation 

H6 -2.0427828 0.04107394 Indirect-only mediation 

H6a -2.0427828 0.04107394 Indirect-mediation 
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Table 9. Inner Model path coefficient and bootstrapping 

Hypothesis Findings 

Inner model path coefficient > 0.1 

Bootstrapping > |1.96| 

H1 Inner model path coefficient = 0.372 
Bootstrapping =3.569 

H1a Inner model path coefficient = 0.372 
Bootstrapping =3.569 

H2 Inner model path coefficient = -0.392 
Bootstrapping =3.294 

H2a Inner model path coefficient = -0.392 
Bootstrapping =3.294 

H3 Inner model path coefficient = 0.378 
Bootstrapping = 6.267 

H3a Inner model path coefficient = 0.378 
Bootstrapping = 6.267 

 

 

Fig. 4.  Bootstrapping Algorithm 
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Table 10.  T-Statistics of Path Coefficients (Inner Model) 

  T Statistics (|O/STERR|) 

DEMOGRAPHIC -> USAGEKB 0.975195 

INTERACTION -> USAGEKB 3.568721 

INTERACTION -> UTILITY 0.210573 

QUALITY -> USAGEKB 3.294459 

QUALITY -> UTILITY 3.885653 

TRUST -> USAGEKB 0.543122 

TRUST -> UTILITY 6.513219 

TRUST * DEMO -> USAGEKB 6.267391 

UTILITY -> USAGEKB 3.725509 

Table 11. Path Coefficients (Mean, STDEV, T-Values) 

 AVE Composite  

Reliability 

R Square Cranach’s  

Alpha 

DEMOGRAPHIC         

INTERACTION 0.6569 0.784795   0.567518 

QUALITY 0.7095 0.879506   0.797170 

TRUST 0.6314 0.462695   -0.107015 

TRUST * DEMOG 0.1511 0.143479   -0.232823 

USAGEKB 1.0000 1.000000 0.268569 1.000000 

UTILITY 0.9087 0.952174 0.468628 0.899854 

Table 12.  Outer Model loadings 

  DEMO-

GRAPHIC 

INTER-

ACTION 

QUALI-

TY 

TRUST TRUST * 

DEMO 

USAGEKB UTILITY 

DEMO-

GRAPHIC 

1.000             

INTERAC-

TION 

0.047 1.000           

QUALITY -0.141 0.678 1.000         

TRUST -0.021 -0.456 -0.469 1.000       

TRUST * 

DEMO 

-0.064 -0.021 0.001 -0.166 1.000     

USAGEKB -0.080 0.2029 0.0227 -0.174 0.373 1.000   

UTILITY -0.007 0.4547 0.569 -0.602 0.012 0.214 1.000 
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