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ABSTRACT 
 
Living in the ear of technology, electronic commerce becomes part of our daily life. People apply 

e-commerce system to deal with their routines. Internet banking, an e-commerce system constructed by 
integrating different operating interfaces, makes the customers of banks don’t need to come crowed bank 
branches to search for the services, such as payment, transfer, or other investment. Through the internet 
banking, the customers now can complete those services independently by sitting in front of their desk 
with several clicks. The convenience of internet banking makes it more and more popular among the 
customers of banks, and this situation push banks to provide a well-constructed, safe and efficient 
internet banking system for their customers.  

This paper proposes and empirically tests an integrated consumer behavior model to research the 
factors that would affect user behavioral intention of internet banking in Taiwan. The integrated 
consumer behavior model is assembled by two theoretical models: Technology Acceptance Model 
(TAM), and Innovation Diffusion Theory (IDT). When discussing the adoption of a new technology, the 
TAM proposed by Davis (1989) [1] is often mentioned. However, the TAM contains only two variables, 
perceived usefulness and perceived ease of use, which limits the application of the model. Rogers (1983) 
[2] develops the IDT and the researcher proposes five characteristics of innovation, which will affect the 
attitude toward the adoption of an innovation. The five characteristics of innovation are relative 
advantage, compatibility, complexity, observability, and triability.  

This study extends the two models by adding three other variables that are important for internet 
banking to design the integrated model of consumers’ adoption of internet banking, including 
technology readiness, trust and perceived credibility. The conceptual structure is presented as figure 1. A 
questionnaire developed based on the integrated model is designed and distributed to those users who 
have internet banking experiences in Taiwan. Structured Equation Modeling (SEM) is used to evaluate 
the model.  
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Figure 1: Conceptual structure of the study 
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