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Moroccan banks continue to make great efforts to promote the use of online banking. However,
some customers continue to use only traditional banking services. In fact, there is a reluctance
to use online banking. This article examines the adoption of online banking in Morocco, with
the aim of identifying barriers to its use. Our research reveals that the intention to use online
banking is influenced by several factors, including perceived ease of use, perceived usefulness,
attitudes towards online banking, trust, service quality and perceived risk. We contribute to the
literature on online banking adoption. The theoretical and managerial implications of this article

are substantial, highlighting the key factors that influence the choice to use online banking.
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Introduction

Service costs related to transactions following deposit accounts make up the largest part of
commercial banking costs. As a result of these high costs and the direct link with customers,
banks have been early adopters of technology to improve service quality. Online banking offers
several advantages to banks. Online banking reduces service costs. For example, a transfer
costs around $1.07 in a branch, whereas it costs $0.27 at an ATM, and only $0.01 if made via
the Internet. Also, the adoption of online banking by customers enables demand to be
redistributed across different channels, which influences optimal capacity in other channels,
such as branches. Last but not least, customers may demonstrate loyalty as a result of using
online banking (Xue, Hitt and Chen, 2011). Morocco continues to make great efforts to promote
the use of online banking. However, some customers continue to use only traditional banking
services. The aim of this article is therefore to identify the obstacles to the use of online banking
in the literature and to analyze the reasons that discourage and hinder the use of online banking
by bank customers in Morocco. We will first present the history and the digitalization of the

banking system in Morocco. Then, we will discuss the main theories before concluding.

History and digitization of the banking system in Morocco

Banking made its debut during the protectorate (early 19th century). Banks in Europe opened
banking institutions to guarantee the transfer of funds to metropolitan areas such as London,
Hamburg, Lisbon and Paris. The Moroccan branches of European banks aimed to finance
foreign and local businesses set up by private European entrepreneurs. At the Algeciras
International Conference in 1906, the “Banque de 1'Etat du Maroc” was set up in Tangiers in
1907 as a limited company, with its capital divided between the signatory countries. The bank
was responsible for managing commercial operations and acted as the Moroccan government's
financial agent, issuing currency throughout the country. In 1912, various European
commercial banks opened branches in Morocco, including “Caisse des Préts Immobiliers du
Maroc”, “Caisse Centrale des Garanties”, “Caisse Marocaine des Marchés” and “Crédit
Populaire”. In 1943, the first text concerning the regulation and organisation of the banking
profession was published, then amended in 1954 and 1955. During the protectorate, there were
more than 69 foreign banks in Morocco. After Moroccan independence in 1956, the “Banque
du Maroc” replaced the “Banque d'Etat du Maroc”. In March 1987, the name “Bank Al-
Maghreb” (BAM) was changed to “Banque du Maroc”. The law of July 1993 strengthened the

control and supervisory powers of Bank Al-Maghreb and extended its controls to legal entities
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linked to credit institutions. In 2012, the banking sector in Morocco had nineteen banks: seven
foreign banks and six domestic banks (EI Ouazzani, 2014). According to the Bank Al-Maghreb
report, there are 88 credit institutions and similar organizations in Morocco, including 19 banks
in 2023, 5 participative banks, 29 finance companies, 6 offshore banks, 11 micro-credit
associations, 16 payment institutions. In 2020, Morocco had 6,367 bank branches. Between
2020 and 2023, the number of payment transactions using Moroccan bankcards increased by
20.3%.

Main theories
o Institutional economics theory
According to Nugent and Lin (1988), institutions can be defined as ‘a set of rules that govern
interactions between human beings, partly by helping to set expectations about others’. There
are formal and informal institutions. Institutions and their evolution contribute to the
performance of economies over time. Institutions are the rules for a society or the constraints
that structure human interactions. They are made up of formal laws (statutory law, common
law, regulations), informal constraints (conventions, norms of behavior and self-imposed rules
of behavior) and the characteristics of the application of both. The institutions and technologies
deployed make it possible to determine transaction and production costs. This link between
institutions, transaction costs and neo-classical theory was highlighted by Coase (1937 and
1960), although economists failed to assimilate it even after three decades. The neo-classical
result of efficient markets is only achieved when it is cheaper to transact. Institutions are
important when transactions are costly, given that a large proportion of national income is spent
on transactions. Institutions and intellectual property rights are essential determinants of market
efficiency. Institutions and their evolution contribute to the performance of economies over
time. Institutions are the rules of the game of a society or the constraints that structure human
interactions. They consist of formal laws (statutory law, common law, regulations), informal
constraints (conventions, norms of behavior and self-imposed rules of behavior) (North, 2016).
o Resource-based management theory

Resource-based theory is a way of determining what companies need to do to overcome
obstacles. According to resource-based management theory, organizations that have ‘strategic
resources’ have significant competitive advantages over organizations that do not. Some
resources, such as cash and vehicles, cannot be considered strategic resources because they can

easily be acquired by competitors. A resource is strategic when it is rare, non-substitutable and
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difficult to imitate (UMN, 2022).
According to Salvador et al (2019), the resource-based view of the firm suggests that the
identification and acquisition of a set of initial resources determines the ability of firms to
design and implement value creation strategies. This plays a key role in the survival and success
of businesses. The entrepreneurial challenge is therefore to identify and acquire initial
resources, including technology, finance and human resources.
Alvarez and Barney (2007) suggest that if an organization has all the resources it needs to seize
an opportunity, it is not essential to organize, but rather to coordinate and execute. This
accompanies the exploitation of arbitrage opportunities stimulated by changes in the
environment. However, a much more advanced entrepreneurial organization is required to take
advantage of an arbitrage opportunity when there is a failure in one or more key resources.
Barney (2018) combines the resource-based view of the firm with the stakeholder perspective
allowing stakeholders to be seen as means to resources. Entrepreneurs are more concerned with
the interests of stakeholders who control access to resources. Other stakeholders require only
minimal attention. This makes it possible to achieve competitive parity.

o The Theory of Reasoned Action (TRA)
According to Allam et al (2019), in the theory of reasoned action (TRA), an individual's
behavior is predicted using their intention to act in such behavior and is determined by their
attitude and subjective norms of their behavior. Attitude can be defined as: ‘A set of more or
less coherent beliefs, experiences and feelings that form a stable predisposition to evaluate an
object or an issue and to act in a certain way. There are three components of an attitude:
cognitive (beliefs), affective (feelings) and conative (tendency to act)’ (Mercator-publicitor,
2019). The TAR, developed by Fishbein and Ajzen (1975), describes the psychological
determinant of behavior. This model is based on the attitude-behavior paradigm from the point
of view of cognitive psychology. An individual's specific attitude is determined by his
behavioral intention, which is a function of his individual attitudes: the person's feeling that he
is doing something good or bad. It is also subject to certain norms: the individual's beliefs about
whether or not others approve of the behavior.

o The theory of planned behavior (TPB)
Ajzen (1991) proposed the Theory of Planned Behavior (TPB) a few years later, along the same
lines as the Theory of Reasoned Action (Fishbein and Ajzen, 1975), in order to better explain
the factors behind individuals' IT behavior. Perceived behavioral control’ is a new construct.

Indeed, following criticism from Ajzen and Madden in 1986, this theory was proposed to
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account for behavior where there were limits to behavior adoption (Ahmimid,2018). There are
several authors who have used the theory of planned behavior (TPB) to study the adoption of
new technologies. For example, Bussakorn and Dieter (2005) found that behavioral factors
(website functionality and perceived usefulness) contribute to online banking adoption and that
online banking adoption is hindered by the behavioral control factor. Tan and Teo (2000) also
found that the determinants of intention to adopt online banking are related to benefit attitude,
compatibility with correspondent values, experience, needs, verifiability and risk; as well as a
perceived behavioral control factor.
o The Diffusion of Innovations Theory (TDI)
The Diffusion of Innovations Theory (DIT), developed by Rogers (1983), aims to understand
the process by which an innovation diffuses within a social system over time, and seeks to
explain the reasons for the diversity in adoption rates of these innovations. It thus proposes a
conceptual framework for identifying the antecedents to the adoption of information
technologies and information systems, in order to predict the intention to adopt both in
individuals and in the organisation. Gerpott et al (1999) have confirmed that the degree of
adoption naturally tends to decline for innovations based on a fairly innovative body of
knowledge and for which users lack prior experience (Gerpott, 1999). Furthermore, by adopting
the theory of reasoned action in the context of user innovation, Bin (2013) establishes an
integrative theoretical framework that takes into account both the cost-benefit perspective
(perceived effort in innovation and perceived benefit of innovation) and the community
perspective of user innovation (personal experience of innovation and social interactions in
terms of perceived social influence). The results reveal the importance of the moderating effect
of experience (or perceived effort) on the intentional component of the user device. According
to Bin (2013), there are two reasons for this combined perspective. First, the literature on social
behavior suggests that the Theory of Reasoned Action (TRA) is extremely relevant in the
context of voluntary behavior (Ajzen, 2006).
o Social Cognition Theory (TSC)

Social Cognition Theory (Bandura, 1977) considers the contributions of Behaviorism and
Social Psychology, placing the individual at the center of interactions between cognitive,
behavioral and contextual factors. This differs from the Diffusion of Innovation, Reasoned
Action and Planned Behavior theories, which highlight the role of environmental factors in the
development of human behavior. It explains how individuals acquire and maintain certain

behaviors (for example, the adoption and use of a technology), thus providing a basis for
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intervention strategies. According to Bandura (1986), human behavior is seen as the product of
a dynamic interaction between personal and environmental influences. For example, the way in
which individuals interpret their own behavior informs and modifies their environment, which
in turn informs and modifies the behavior of those individuals. He points out that it is not
enough to consider behavior as a function of the reciprocal effects of personal and
environmental factors on each other, but that the reciprocal relationships of the three factors -
personal, environmental and behavioral - must be taken into account.
Consequently, the influence of the environment on behavior remains essential compared with
behaviorist theories of learning, which give pride of place to cognitive factors. The latter can
influence both behavior and perception of the environment (Ahmimid, 2018).

o Models of online banking adoption in the literature :
Work on the diffusion of technologies and innovations is based on the concepts of the Bass
model (1969), which relates product adoption to its characteristics and the number of former
users. Subsequent studies have developed this model to incorporate individual adoption
decisions instead of an aggregate decision (Chatterjee and Eliashberg, 1990) and also the
modelling of time and probability of adoption (Sinha and Chandrashekaran, 1992). In these
models, product adoption depends on market and product factors. The literature on network
externalities highlights the relationship between users and future product adoption.
According to Xue et al (2011), previous studies on online banking adoption have used surveys
to observe social and technical dimensions e.g. attitude towards new technologies, awareness,
access and usability in online banking adoption and usage.
Goolsbee and Klenow (2002), having studied the adoption of laptops, found that their adoption
is related to the demographic characteristics of users as well as current users in the same area.
The relationship between individual characteristics and the diffusion of a technology has been
documented in the literature via the Technology Acceptance Model (TAM). Developed by
Davis (1989), the TAM and the Theory of Planned Behavior (TPB) is an extension of the
Theory of Reasoned Action (TRA). The TPB focuses on perceived behavioral control in terms
of the ease or difficulty of adopting a behavior (Ajzen, 2006).
According to Allam et al. (2019), in the theory of reasoned action (TRA), an individual's
behavior is predicted using their intention to act in such behavior and is determined by their
attitude and subjective norms of their behavior.
Attitude can be defined as: ‘A set of more or less coherent beliefs, experiences and feelings that

form a stable predisposition to evaluate an object or an issue and to act in a certain way. There
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are three components of an attitude: cognitive (beliefs), affective (feelings) and conative
(tendency to act)’ (Mercator-publicitor, 2019).

The TRA, developed by Fishbein and Ajzen (1975), describes the psychological determinant
of behavior. This model is based on the attitude-behavior paradigm from the point of view of
cognitive psychology. An individual's specific attitude is determined by his behavioral
intention, which is a function of his individual attitudes: the person's feeling that he is doing
something good or bad. It is also subject to certain norms: the individual's beliefs about whether
or not others approve of the behavior.

The GAT assumes that behavior is voluntary. An individual's behavioral intention can be
defined by a person's pre-availability to engage in a certain behavior (Ajzen, 2006). In the
model, intention is a function of attitude and perceived usefulness. According to the TAM,
attitude is based on the different beliefs (perceived usefulness and perceived ease of use) that a
person has about the consequences of a behavior and their evaluation of these consequences.
According to Polatoglu and Ekin (2001), attitude is made up of beliefs about the object and its
perceived importance in the adoption decision. In the following graph, we can see the
representation of the TAM model.

Xue et al (2011) use the Random Utility Framework (McFadden 1974). It implies that
customers choose the product that offers the highest utility taking into account the relative cost
and benefit of the product and the idiosyncratic taste of the consumer. The authors look at the
costs and benefits through the demand for banking services, the consumer's ability to use
technological self-service, the availability of alternative channels and the effects of its local
diffusion.

The authors have used various models to study the adoption of new technologies. Pikkarainen
et al (2004) who used the Technology Acceptance Model (TAM) found that the factors
influencing the adoption of electronic banking are perceived usefulness and information on the
website. The TAM also explains 12.4% of adoption intentions. On the other hand, Ben Mansour
(2016) who used the TAM in combination with the trust variable confirmed that the TAM
dimensions and found that the trust dimensions (integrity and credibility) positively influence
perceived usefulness and have a direct and indirect relationship on attitude towards behavior
intention and intention to adopt. Using the same method of combining the GAT with other
control variables, Al-Somali et al (2009) found that attitudes towards use explained 83% of the
variance in intention and that perceived usefulness, perceived ease of use, resistance to change,

trust, age, gender, education and income explained 85% of the variation in attitudes towards
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using online banking. Yiu et al (2007) who used the GAT with personal innovation in
information technology found that the factors that predict intention to adopt online banking are
usefulness, perceived ease of use and perceived risk.

Chan and Lu (2004) used an extension of the Technology Acceptance Model (TAM2) and
Social Cognitive Theory (SCT) and found that subjective norms, self-efficacy and ease of use
(through perceived usefulness) contribute significantly and indirectly to online banking
adoption, while the direct effect on adoption intention is not significant.

On the other hand, Lorenzo Romero et al (2011) used the Technology Acceptance Model
(TAM) with trust and risk perception. The authors found that ease of use positively explains
perceived usefulness and that usefulness positively influences attitude. Trust also has a positive
impact on attitude, while risk negatively explains usefulness.

Other authors have used the theory of planned behavior (TPB) to study the adoption of new
technologies. For example, Bussakorn and Dieter (2005) found that behavioral factors (website
functionality and perceived usefulness) contribute to online banking adoption and that online
banking adoption is hindered by the behavioral control factor. Tan and Teo (2000) also found
that the determinants of intention to adopt e-banking are related to benefit attitude, compatibility
with correspondent values, experience, needs, verifiability and risk; as well as a perceived
behavioral control factor.

Bouaoulou and Lakssoumi (2024) apply the TAM model to identify the determinants
influencing the adoption of online banking in Morocco. The results reveal that perceived
usefulness, perceived trust and social influence exert a positive and significant influence on the
intention to adopt mobile banking. On the other hand, perceived ease of use and perceived risk
have no significant effect on this intention.

The work of Boualou et al (2023) shows a significant correlation between perceived effort,
perceived usefulness, social influence and intention to use these applications.

Essanoussi and Bennis Nechba (2022) use the technology acceptance model to examine
variables such as perceived usefulness, perceived ease of use, security, privacy and use of
payment. Their results indicate that the context of the health crisis encouraged the uptake of
online payment by many Moroccan consumers, particularly those who increased their
frequency of use during the crisis and containment.

Ailli (2014) highlights an essential cultural dimension for Moroccan banking customers: the
need for human interaction. Many respondents stress that the lack of human contact is a major

drawback of online banking, and that interpersonal relationships are particularly valued in our
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society. Consequently, all the elements designed to reassure the customer should occupy a
central place in this ‘new’ banking relationship that is developing.

Lee (2009) used the Technology Acceptance Model (TAM) and the Planned Behavior Model
(PBM) with perceived risk. The author found that intention to use is 80% explained by security
risk, financial risk, perceived behavior control, subjective norm, attitude and perceived
usefulness. Lee and Chung (2011) also used the TAM with other variables such as self-efficacy,
risk, Internet experience and favorable conditions. They found that self-efficacy influences
online banking usage in South Korea and that intention explains usage with a percentage of
4.8%. In addition, 32.3% of intention is explained by experience, perceived ease of use and
perceived usefulness (Cited in Martins et al. 2014).

However, Martins et al (2014) used the Unified Theory of Acceptability of Technology use
(UTAUT) with perceived risk. Their results support certain relationships in UTAUT, for
example, performance expectancy, effort expectancy, social influence and risk as a predictor of

intention.
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Conclusion

Banks have made significant efforts to establish online banking, seeking to reap the benefits,
particularly in terms of cost reduction. However, challenges remain, not least the reluctance of
some customers to adopt online banking exclusively. Banking institutions aim to use
digitalization to reduce staff costs. This strategy is based on giving customers the autonomy to
carry out day-to-day banking transactions that have become more accessible (such as transfers
and checking balances). As a result, an adviser can concentrate on high value-added business
activities (such as lending), ensuring optimum service quality and customer satisfaction.
Online payment is one of the most innovative technological advances, enabling consumers to
access financial services to pay for their purchases quickly and often at a lower cost. This
method of payment, via digitized applications, was developed in response to the needs and
expectations of today's consumers. In Morocco, banks have followed this trend by constantly
improving their online payment services (Essanoussi and Bennis Nechba, 2022).

This research makes a significant contribution to understanding the dynamics influencing the
adoption of banking technologies, and highlights the importance of rigorous methodological
approaches to exploring issues in the banking sector.

The aim of this article is to understand the barriers to customer adoption of online banking in
Morocco. Our research reveals that the intention to use online banking is influenced by several
factors, including perceived ease of use, perceived usefulness, attitudes towards online banking,

trust, service quality and perceived risk.
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