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ABSTRACT

The online banking service is the key element for the development of e-commerce and e-businesses. It 
provides users with convenient daily transaction services, such as wire transfer and online payment. Past 
studies on online banking services mostly focused on their functionality, whereas little pay attention 
to users’ hedonic feelings or a sense of pleasure. Besides, discussions about post-adoption behavior 
are also immature. Thus, this study aims to explore the impacts of customers’ positive or negative 
experience of using online banking services on consumers’ emotions. Furthermore, a discussion of 
post-adoption behaviors, including recommendations, complaints, and continuance intention is also 
provided. The result shows that positive user experience will have a significantly positive impact on 
the generation of utilitarian emotion. As for the sense of utilitarian emotion, users worry more about 
whether their goal could be achieved successfully via their operations or not, such as completing wire 
transfer transactions in the online banking environment.
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1. INTRODUCTION

Online banking was first originated in the period of the dot-com bubble about 20 years ago when 
4,990 banks were offering or planning to offer full-service Internet banking in the United States (Pyun, 
Scruggs, & Nam, 2002). Despite many players have closed down, the United Kingdom, Japan, China, 
and Hong Kong detonated the second wave of online banking due to the wave of financial technology 
(Xu, Tang, & Guttman, 2019). Particularly, in places where financial infrastructure is insufficient, the 
demand for financial innovation is even greater. This is the tendency of the big environment which 
forces them to compete with traditional banks. For example, 80% of people in Africa do not have 
access to banking services or open accounts, but 93% have mobile devices. So, they directly use “online 
payment” from mobile phones to solve the problem of payment and remittance (Aker & Mbiti, 2010).

The online banking is the key element for the development of electronic commerce and 
e-businesses. It provides users with convenient daily services, such as wire transfer and online payment 
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for convenient transactions and time-saving for users (Zaffar, Kumar, & Zhao, 2019). For banks, online 
banking technologies can enable higher service efficiency, save administrative costs, and provide 
borderless services. For consumers, these services are provided with no restrictions in terms of time 
and locality, which leads to reductions in time and costs. Online banking, therefore, is an imperative 
technology to retain key customers for banks under such intensified business competition nowadays 
(Laukkanen, 2016; Mbama, Ezepue, Alboul, & Beer, 2018).

Traditionally, the development of online banking services has mainly focused on two dimensions: 
functionality and user interface (Ahmad & Al-Zu’bi, 2011; Faroughian, Kalafatis, Ledden, Samouel, 
& Tsogas, 2012; Rodrigues, Costa, & Oliveira, 2016). Functionality refers to the financial service 
functions that online banking provides to customers. The user interface refers to the visual arrangement 
of presenting the above services to customers (Rodrigues et al., 2016). Both of these two dimensions 
can bring customers a direct sense of practicality and usability. With the popularization of online 
banking, a well-designed system has changed from a sufficient condition for successful online services 
to a necessary condition for successful services(Szopiński, 2016). While every bank proposes an 
online banking system with similar functions and interfaces, having good functions and interfaces 
has become a necessary condition, rather than a competitive advantage (Bradley & Stewart, 2003).

In past studies, the determinations of the successful online banking and factors affecting the user 
acceptance of online banking have received much attention. The mainstream researches focus on 
the cognitive usability of online banking, which concerns usability, ease of use, and security issues 
(Durucu, Isik, & Calisir, 2019; Hoehle, Scornavacca, & Huff, 2012). However, only a few studies 
focused on customers’ emotions in the banking industry that concern their satisfaction with the service 
(Mattila & Enz, 2002; Reydet & Carsana, 2017). Base on the Coherence Theory of Decision (CTD), 
people achieve a given goal through the interaction of cognition and emotion (Thagard, 2001; Thagard 
& Millgram, 1997). This means that users’ emotion and their interaction between users and online 
banking are equally important. For example, no matter how perfect the functions of online banking 
are, if people have a negative experience in the system, such as facing complex functions, cumbersome 
login authentication mechanisms, etc..., they will not continuously use the system as intended.

The importance of emotion research is that emotional factors not only affect individual behavior 
(Sun, Zhou, Jeyaraj, Shang, & Hu, 2019), but also affect team performance (Sun, Wu, Chen, Lin, 
& Shang, 2020), and even affect stock market trends (Sun, Liu, Chen, Hao, & Zhang, 2020). In 
marketing research, customer emotions have gradually received more attention (Bagozzi, Gopinath, 
& Nyer, 1999; Chaudhuri, 2006; Ladhari, Souiden, & Dufour, 2017). Emotion is believed to play an 
important role in problem-solving, decision making, and marketing (Bagozzi et al., 1999), while the 
emotion of trustworthiness is regarded as one of the most crucial factors for a successful completion 
of business transactions (Kim & Moon, 1998). Therefore, this study deems that users’ emotional 
considerations will affect customers’ expectations of continuance intention of online banking. These 
behavioral responses of customers will affect customer retention rates, deposit amounts, and the cost 
of providing services, and ultimately affect the bank’s profitability (Marinkovic & Obradovic, 2015).

This study aims to explore the impact of customers’ positive or negative experience in using online 
banking services on consumers’ emotions types. Recommendations, complaints, and continuance 
intention are also included. It particularly focused on testing the hypothesized relationships gathered 
from past studies, including whether positive emotions affect “recommendation” behavior, and 
negative emotions affect “complaining” behavior. More relationships, such as whether emotion affects 
satisfaction, and satisfaction affects users’ continued use were also verified.

2. LITERATURE REVIEW

Technology acceptance is a popular topic studied in the field of user behavior. The frequently used 
models include the technology acceptance model, unified theory of acceptance and use of technology, 
etc. (Legris, Ingham, & Collerette, 2003; Williams, Rana, & Dwivedi, 2015). While the research 
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focus in the field has been moved from behavioral intention to continuance intention, the factors that 
affect user adoption have been diversified. Moreover, user experience has become a crucial factor 
to influence post-adoption behavior (Castañeda, Muñoz-Leiva, & Luque, 2007; Parthasarathy & 
Bhattacherjee, 1998). Based on the CTD and Affective Events Theory (AET), the behavior is affected 
by the mutual interaction of cognitive and emotional factors, and the emotional response generated 
through the event experience will affect the overall satisfaction and subsequent behavioral response 
(Fisher, 2002; Thagard, 2001). Therefore, this research first reviews the related studies on online 
banking services in section 2.1. Section 2.2 focuses on the user experience after using a banking 
service. Then, section 2.3 reviews utilitarian and hedonic emotions. Finally, in section 2.4, various 
post-adoption behaviors are reviewed and discussed.

2.1 Online Banking Service
For many years, banks have been adopting the Internet as a channel to provide credit and deposit 
services through e-delivery technologies, such as mobile phones and computers (Asongu & 
Nwachukwu, 2018; Shaikh & Karjaluoto, 2015). Some studies focus on identifying factors that affect 
consumers’ intentions to use online banking (Anouze & Alamro, 2019; Montazemi & Qahri-Saremi, 
2015). Others tried to put forward factors that impact customer satisfaction from the online banking 
service quality and investigate the gap between consumer expectation and perception (Liébana-
Cabanillas, Muñoz-Leiva, & Rejón-Guardia, 2013; Liébana-Cabanillas, Muñoz-Leiva, Sánchez-
Fernández, & Viedma-del Jesús, 2016).

For research on the service quality of online banking, functionality quality and user interface 
design are mainly discussed (Ahmad & Al-Zu’bi, 2011; Faroughian et al., 2012; Rodrigues et al., 
2016). The quality of functionality can be subdivided into system quality and data quality (Ho & 
Lin, 2010; Namahoot & Laohavichien, 2015). System quality focuses on the system for online data 
access, which is known as the Web-System Online that can be accessed by users via browsers from 
their own access devices (Luo, Li, Zhang, & Shim, 2010). Conversely, the data quality focuses on 
content richness, data correctness, etc. (Ho & Lin, 2010; Rotimi, Awodele, & Bamidele, 2007).

Regarding the user interface design of online banking services, the user-interactive interface 
refers to sensational reaction and stimulation caused by the visual and auditory scenes displayed on 
the user’s screen via the interface design of the system (Rodrigues et al., 2016). It is an approach 
of webpage arrangement which can directly affect the mental feelings of users, such as aesthetic, 
thoughtful, comfortable, polite, etc. (al Afeef, Singh, & Ahmad, 2012).

In general, either from the aspect of system and data quality or user interface design, online 
banking service must be convenient, including be able to access at any time and place through multiple 
service channels. The instructions should also be clear and easy to follow, while the procedures can 
be simply operated. Moreover, software and hardware requirements need to be clearly shown, and a 
broad range of services should be provided (Liao & Cheung, 2002). Security, ease of use, interaction, 
navigability, and download speed must be concerned when designing online banking services (Ho 
& Lin, 2010; Shaikh & Karjaluoto, 2015). For the above reasons, the quality of service provided 
by online banking would affect the user experience (Liébana-Cabanillas et al., 2016; Wang, Cho, & 
Denton, 2017).

2.2 User Experience After Using Banking Service
User experience can be defined as a final result of the benefits obtained from consumption, which 
exists in the memory of the user and cannot be changed. (Holbrook, Lehmann, & O’Shaughnessy, 
1986). Consumers will compare the actual result with their expected goal and gaps, this form the 
user experience and will serve as a reference for a future transaction (Hornbæk & Hertzum, 2017). 
When customers are making purchases, they will always recall experience to predict whether the 
product performance can achieve their expected goals, and then make choices based on these predicted 
results. After consumption, the product is evaluated to determine whether the expected performance 
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conforms with the actual product performance (Oliver, 1977). Positive user experiences are generated 
when the expectation has been met, while negative experiences emerged when that has not been met 
(Chaudhuri, 2006; Kaasinen et al., 2015).

User experience leads to a positive or negative reaction of users (Nam, Baker, Ahmad, & Goo, 
2019; Pikkarainen, Pikkarainen, Karjaluoto, & Pahnila, 2004), and this can be explained by the AET 
(Fisher, 2002). For example, if the performance of a product is better than or in consist with which 
expected by consumers, a positive experience is generated, and will eventually turn into a positive 
emotion. In contrast, if the product performance is worse than the customer’s expectations, negative 
experience appears and turns into a negative emotion (Bagozzi et al., 1999; Chaudhuri, 2006).

In the context of banking service, personal experience of using banking services will produce 
emotional reactions (Marinkovic & Obradovic, 2015). Such satisfactory and unsatisfactory reactions 
will result in a positive and negative experience. Take online banks in Finland as an example, it is found 
that there is a higher ratio of users switching to online banking after a having negative experience in 
transactions via physical banks (Karjaluoto, Mattila, & Pento, 2002). Similar user reactions have also 
been verified in studies related to user experience after using information technology or e-banking 
services (Liébana-Cabanillas et al., 2016; Wang et al., 2017). Therefore, we believe that the emotional 
reaction of consumers after using online banking is worthy of follow-up discussion.

2.3 Utilitarian and Hedonic Emotions
Utilitarian in users refer to products that are equipped with the following effects: helpful, practical, 
useful, controllable, problem-solving, and productive (Baltas, Kokkinaki, & Loukopoulou, 2017; 
Voss, Spangenberg, & Grohmann, 2003). Utilitarian products should be safe, responsible, confident 
(Chen, Lee, & Yap, 2016; Chitturi, Raghunathan, & Mahajan, 2008) and could be accessed at any 
time or place through multiple service channels (Liao & Cheung, 2002). Other studies on utilitarian 
in service suggest the following features: efficient, effective, helpful, functional, demand fulfilling, 
beneficial, useful, productive, controllable, and problem-solving (Baltas et al., 2017; Park & Ha, 2016).

Hedonic in users refer to products equipped with the following effects: pleasant, nice, happy, 
agreeable, friendly, and actives (Arnold & Reynolds, 2003; Baptista & Oliveira, 2015). Users can have 
a fun and pleasant experience while using a product due to its beautiful color, graphic design, audio, 
and video signals established in the interface (Van der Heijden, 2004). Besides, hedonic can bring 
users the following feelings: fun, exhilarative, amusing, beautiful, pleasant, enjoyable, sophisticated, 
cheerful, and exciting (Steg, Perlaviciute, Van der Werff, & Lurvink, 2014).

From the perspective of consumers’ adoption behavior, hedonic outcomes were mainly for leisure 
that brings personal happiness and relaxation (Van der Heijden, 2004), while utilitarian outcomes were 
mostly for work which acts as a tool for creating productivity (Brown & Venkatesh, 2005). In other 
words, utilitarian usually comes with an expected goal, and hedonic feeling is usually generated from 
a happy atmosphere without any expected goal (Wu & Lu, 2013). For example, the function of social 
network systems is usually about sharing stories, photographs, and video clips for personal pleasure.

According to regulatory focus theory, consumers would like to achieve prevention goals and 
promotion goals via transactions (Higgins, 2001; Zhang, Craciun, & Shin, 2010). Prevention 
goals refer to functions that the customers believe a product can bring and whether the customer’s 
utilitarian motivations are achieved. Promotion goals refer to the emotions that the customers hope 
the product can give, and achieve their hedonic motivations (Khan, Dhar, & Wertenbroch, 2005; Roy 
& Ng, 2012). Among them, utilitarian and hedonic both focus on the emotional responses of the 
consumption experience. While utilitarian is a prevention emotion for functionality and benefit with 
the provision of confidence and security, hedonic is the promotion emotion of inner value such as 
delight, excitement, and cheerfulness (Chitturi et al., 2008). Similar studies confirmed that achieving 
the prevention goals and promotion goals of a user will result in positive user experience, otherwise 
negative user experience will arise (Higgins, 2001). However, it is still not clear whether the emotional 
response of customers is based on their utilitarian or hedonic after they have received positive or 
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negative consumption experiences (Chang & Chen, 2015). In other words, it is not explicit whether 
users care more about the practical function of a product or the joy after using it.

2.4 Post Adoption Behavior
There are three main types of post-adoption behavior, including recommendation, complaint, and 
continuance intention (Chea & Luo, 2008; Luo & Chea, 2018). AET believes that the concepts of 
recommendation and complaint are derived from affective reactions (Fisher, 2002; Springett, 2009). 
A user may recommend others when his demand is achieved by the provided product, otherwise, 
complaints tend to be raised. On the other hand, expectation confirmation theory (ECT) points out 
that continuance intention is the follow-up reaction of consumers’ comparison between their cognitive 
performance and expectations after using a specific product or service (Hossain & Quaddus, 2012; 
Oliver, 1977). Therefore, according to these theories, cognitive assessment and affective experience 
can jointly determine specific behaviors.

In detail, the recommendation is a behavior that one telling others about products or services they 
like and wish all can use the products or services (Bougie, Pieters, & Zeelenberg, 2003). In marketing, 
the recommendation mechanism is very powerful and influential. It can not only improve customer 
loyalty but also achieve higher effectiveness than advertising. The user’s recommendation is mainly 
induced by the fulfillment of their requirements. When the performance of a product or service is 
superior to the user’s expectation, one will recommend others as feeling satisfied.

Complain is a specific behavior, which means that the negative experience of a person is informed 
of another (Tronvoll, 2011). For example, when a customer uses a product, he tends to inform other 
people about their usage status and the product’s shortcomings if the actual performance does not 
meet his expectation. The higher the customer’s expectations are, the greater the level of complaint 
might be.

Continuance intention refers to the willingness to use a specific product or service continuously. 
Previous studies that discussed the main reasons that affect continuance intention were mostly focused 
on customer satisfaction. When the customer feels satisfied with a product or service, he or she will 
be willing to use it continuously (Bhattacherjee, 2001; Hong, Lin, & Hsieh, 2017).

In the context of online banking services, users’ continuous usage behavior is the most important 
part, and it is also a factor frequently discussed by scholars (Foroughi, Iranmanesh, & Hyun, 2019; 
Sharma & Sharma, 2019). To have a more comprehensive understanding of customers’ subsequent 
usage behaviors, not only the rational level of users but also the emotional level should be included 
in the scope of relevant research. This can be, for example, whether the reaction caused by emotional 
factors will have a direct impact on user satisfaction and customer continuance intention.

3. THE RESEARCH METHODOLOGY

3.1 Hypothesis Development
This study proposes a research model based on prior developed hypotheses to investigate the 
relationship among user experience, utilitarian and hedonic emotions, satisfaction, continuance 
intention, and recommendation as shown in Figure 1.

According to AET, the emotional reactions of organization members from the perspective of event 
response includes expressions of positive and negative attitudes (Fisher, 2002). Different attitudes 
will lead to different behaviors (Ayo, Oni, Adewoye, & Eweoya, 2016; Maslowska, Malthouse, & 
Collinger, 2016).

Liao and Cheung (2002) studied the psychological feelings of users and proposed that the user 
experience of the service shall include the enjoyment, pressure, and nervousness; also, the feeling 
of receiving friendly, clear, and easy-to-follow instructions. In addition, different users could use 
different functions yet result in the same emotion (Springett, 2009). The interaction between user 
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experience and brand could create the relationship between enterprise and consumers; further, the 
established mutual trust is a kind of emotional expression.

In terms of online banking service, the emotional state will result in users’ feelings of pleasant or 
unpleasant, and such positive or negative feelings will affect their satisfaction (Al-Eisa & Alhemoud, 
2009; Mahal, 2016; Nam et al., 2019). Researchers pointed out that web interface design, the richness 
of text content, and multimedia in online banking all affect customers’ trust and emotion (French, Liu, 
& Springett, 2007). Based on the aforementioned discussions, the following hypotheses are proposed.

H1a. The positive user experience of online banking services will have a positive impact on utilitarian 
emotion.

H1b. The positive user experience of online banking services will have a positive impact on hedonic 
emotion.

H2a. The negative user experience of online banking services will have a negative impact on utilitarian 
emotion.

H2b. The negative user experience of online banking services will have a negative impact on hedonic 
emotion.

Based on AET, Chea and Luo (2009) summarized the ECT and customer use behavior for research 
with the focus on the emotional level and found that users would be more willing to recommend 
the online service when they showed positive emotions concerning such service, and such emotion 
would also affect the satisfaction. Other researchers also believed that emotional factors in the AET 
were temporary emotions induced by events which would not last long (Barnes, Ponder, & Hopkins, 
2015; Springett, 2009). Therefore, users may continue to use the service due to functional incentives. 
However, the continuance intention of such usage might result in negative emotions and dissatisfying 
user experience.

The factors affecting continuance intention of online services by users also include perception 
of online service quality, and such perception will affect the customer satisfaction and the continued 
use (Liébana-Cabanillas et al., 2016; Ozkan-Tektas & Basgoze, 2017). Thus, we propose that:

H3a. The utilitarian emotion of online banking services will have a positive impact on satisfaction.
H4a. The hedonic emotion of online banking services will have a positive impact on satisfaction.

Complaints by a user may be caused by negative emotions from failed services (Bougie et al., 
2003). Furthermore, the cause of the negative emotional reaction can be the failure of meeting the 
expected service. A consumer with intense emotional reactions (such as anger) could easily create 
irrational behaviors, such as criticize, not to use, get angry, and complain (Gross & John, 2003). 

Figure 1. The research model
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So, complaint behaviors were very important for the online market to maintain customer royalty 
(Wu, 2013). Effective handling of complaints could lead to improvements in interactions between 
complainant and observer (Einwiller & Steilen, 2015). The above discussions have led to a hypothesis:

H3b. The utilitarian emotion of online banking services will have a negative impact on the complaints.
H4b.The hedonic emotion of online banking services will have a negative impact on the complaints.

Regarding the post-adoption behaviors, satisfaction is the reaction and attitude of using the 
product and is a kind of descriptive perception of attitude (Casaló, Flavián, & Guinalíu, 2008; Liébana-
Cabanillas et al., 2016). Thus, satisfaction was an important antecedent affecting the three kinds of 
post-adoption behaviors (Chea & Luo, 2008; Luo & Chea, 2018; Wu, 2013). In the online services, 
the satisfaction should include the functional, interface design, and holistic aspects (Sikdar, Kumar, 
& Makkad, 2015; Wu, 2013; Zhu & Chen, 2010).

Consumers would be willing to continue to use a product or a service when the satisfaction was 
met (Lu, Wang, & Lu, 2019), the intention of continuance and “another purchase” by the consumer 
was the same (Bhattacherjee, 2001). Customer loyalty is referred to the commitment of another 
purpose, such as the intention of continuance (Brunner, Stöcklin, & Opwis, 2008). Thus, the primary 
factor affecting the continuance intention of using service might satisfaction (Chea & Luo, 2009).

Recommendation behavior is about recommending favored merchandise or service to others 
(Bougie et al., 2003; Kowatsch & Maass, 2010); satisfaction is one of the primary reasons for users 
to recommendation the merchandise or service to others (Altunel & Erkurt, 2015; Casaló et al., 2008) 
and can meet customers’ satisfaction (Reichheld, 2003). They revealed that the factors of the user’s 
willingness of recommendation included gaining benefits, being helpful to others, willing to share, 
and seeking self-expression. Hence, we hypothesize that:

H5. The satisfaction of online banking services will have a positive impact on the continuance intention.
H6. The satisfaction of online banking service users will have a significant impact on the 

recommendation for others to use.

3.2 Research Procedures and Participants
The target audience is directly aimed at users who already use online banking services because 
the theme of the study is the user’s experience using online banking services. Therefore, qualified 
respondents must have experience in using online banking services. The research questionnaire was 
created, distributed, and managed through the Google Forms platform. Subsequently, a convenient 
sampling method was used to publish the questionnaire URL and send email invitations on relevant 
social media. Respondents who completed the questionnaire will receive a gift certificate as feedback. 
A total of 308 questionnaires were received; and a total of 288 valid ones were retained after deleting 
invalid samples with missing data. Male samples were 57.6%, while females were 42.4%. Students 
accounted for 55.6%, and those with college and graduate school education accounted for 98.5%. 
The samples with the age of 21 to 30 were 86.8%.

3.3 Measurement Envelopment
The survey method was used based on the questions of the Likert scale, where 1 to 5 (1 represents 
strongly disagree, 5 represents strongly agree) indicating five different degrees. The process of 
questionnaire design includes three steps: (1) Review prior studies to find out correlation among 
variables and establish models and hypotheses. (2) Design the preliminary questionnaire based on the 
evaluation variables from the literature. (3) Carry out the pilot test on the questionnaire. (4) Integrate 
the outcomes of the pilot test into the final questionnaire. (5) Distributed the questionnaires via the 
online platforms. Survey items of the variables in this model are shown in Table 1.
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Table 1. Measurement items of variables

Variables Survey items Sources

Positive user experience The use of online banking services in the past could lead to cost-saving. Nami (2009)

The transaction could be quickly completed during the use of online banking services 
in the past.

Nami (2009)

The online banking service could be accessed (used) at any time. Nami (2009)

The online banking service was equipped with the function I need. Nami (2009)

The use of online banking services did not make me feel nervous. Liao & Cheung (2002)

The use of online banking services was easy for me. Liao & Cheung (2002)

I could surely control every transaction during the use of online banking services. Liao & Cheung (2002)

I believed the transaction was secured during the use of online banking services. Liao & Cheung (2002)

Negative user experience The long wait during the use of online banking services. Chea & Luo (2009)

Unexpected interruption during the use of online banking services. Chea & Luo (2009)

Transaction failure during the use of online banking services. Chea & Luo (2009)

I was forced to do shopping via webpage advertisements during the use of online 
banking services.

Zhu & Chen (2010)

It took complicated authentication steps to log in during the use of online banking 
services.

Zhu & Chen (2010)

Insufficient information provided during the use of online banking services (for 
example changes in currency rates of various countries).

Zhu & Chen (2010)

Utilitarian I expect online banking services are secure. Chitturi & Raghunathan (2008)

I expect online banking service is easy to use. Dabholkar (1996)

I expect online banking service is fast. Dabholkar (1996)

I expect online banking service is trustworthy. Dabholkar (1996)

I expect online banking services are convenient. Liao & Cheung (2002)

Hedonic The use of online banking services can make me feel pleasant. Okada (2005)

I can enjoy the use of online banking services. Dabholkar (1996)

The use of online banking services can make me trendy. Chitturi & Raghunathan & 
Mahajan (2008)

The use of online banking services can make my life better technologically. Chitturi & Raghunathan & 
Mahajan (2008)

Satisfaction I am satisfied with the functions provided by online banking services. Casalo, Flavian and Guinaliu 
(2008)

I am satisfied with the website design of online banking services. Casalo, Flavian and Guinaliu 
(2008)

I am satisfied with the overall online banking service. Casalo, Flavian and Guinaliu 
(2008)

I feel good about online banking services. Oliver (1997)

Complaint To me online banking service is bad. Higgins (1997)

I will tell others not to use online banking services. Higgins (1997)

The use of online banking services will make me angry. Higgins (1997)

I complain a lot during the use of online banking services. Higgins (1997)

Continuance I will continue to use online banking services. Oliver (1997)

Online banking services will continue to accompany my life. Chea & Luo (2009)

I will not give up using online banking services. Chea & Luo (2009)

Recommendation I will actively recommend others to use online banking services. Chea & Luo (2009)

When another person asked me about online banking service, I will recommend it. Chea & Luo (2009)

Online banking service is worthy of my recommendation to others. Chea & Luo (2009)
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The descriptive analysis and reliability and validity tests were carried out with the aid of SPSS 
software in this study. The Smart-PLS was then used for analyzing the overall fitness of the model 
to determine the adaptability among various aspects.

4. DATA ANALYSIS

4.1 Demographics, and Reliability and Validity Tests
In the reliability analysis, except for the negative user experience of 0.688, all other Cronbach’s 
Alpha values were greater than 0.7 (see Table 2). The test of validity was conducted by Exploratory 
Factor Analysis (EFA), where those questions with factor load lower than 0.5 were eliminated and 
all constructs were adjusted to a single factor to ensure the validity of the questionnaire (see Table 3). 
The analysis of the Pearson correlation coefficient was applied for evaluating the linear relationship 
between two variables (see Table 4). Except for the insignificant relationship between negative user 
experience and expectation emotion, all other values were significant with the level of significance 
above 0.01, indicating good correlation among all constructs.

4.2 Hypothesis Testing
The SmartPLS was used for analyzing the direct effects among the variables based on the standardized 
path coefficient values. The Bootstrapping method was also used for analyzing t values on the paths 
in the overall model. The judgment of result significance was based on the evaluation standard of 
the two-tailed t-test (for t>1.96 then p-values <0.05; for t>2.576 then p-value<0.01). The R2 value 
was utilized to determine the interpretation ability of the model. The results of hypothesis testing 
are shown in Table 5.

The results show that the t value of the impact of positive user experience on utilitarian is 7.096, 
the coefficient value is 0.463, and the p-value reaches the level of significance. Thus, H1a is supported 
by the results. The t value of the impact of positive user experience on hedonic is 5.546, the coefficient 
value is 7.01, and the p-value demonstrates the level of significance. Thus, H1b is supported.

The t value of the impact of negative user experience on utilitarian is 1.118, the p-value is 
0.92(p>0.05), and the coefficient value is -0.071. Thus, H2a does not hold. The t value of the impact 
of negative user experience on hedonic is 0.918, the p-value is 0.64 (p>0.05), and the coefficient 
value is 0.064. Thus, H2b does not hold. The t value of the impact of utilitarian on satisfaction is 
1.305, the p-value is 0.212, and the coefficient value is 0.093. Thus, H3a does not hold.

The t value of the impact of hedonic on satisfaction is 3.56, the coefficient value is -0.287, and 
the p-value reaches the level of significance. Thus, H3b is also supported. The t value of the impact 
of utilitarian on the complaint is 6.16, the coefficient value is 6.16, and the p-value reaches the level 
of significance.

Thus, H4a holds true. The t value of the impact of hedonic on the complaint is 1.901, the p-value 
is 0.003 (less than 0.01), and the coefficient value is -0.151. Thus, H4b does not hold true. The t 
value of the impact of satisfaction on continuance intention is 13.622, the coefficient value is 0.582, 
and the p-value reaches the level of significance. Thus, H5 holds true. The t value of the impact of 
satisfaction on recommendation is 11.637, the coefficient value is 0.583, and the p-value reaches the 
level of significance. Thus, H6 is supported (as shown in Table 5).

The R2 values of continuance intention and recommendation are higher than others, which are 
0.338 and 0.339 respectively (as shown in Table 5). The complaint has the lowest value, which is 
0.148. The R2 of utilitarian is 0.240 while the hedonic is 0.177 and the satisfaction is 0.220.

4.3 Results Discussions
According to the results, this study found that positive user experience of online banking service has 
a positive significant impact on utilitarian emotion (hypothesis H1a). This finding indicates that after 
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Table 2. Reliability test

Variables Measurement Item Number Cronbach’s alpha

Positive user experience 8 0.749

Negative user experience 6 0.688

Utilitarian 5 0.804

Hedonic 4 0.780

Satisfaction 4 0.843

Complaint 4 0.863

Continuance 3 0.911

Recommendation 3 0.891

Table 3. KMO sampling adequacy and Bartlett sphericity test

Variables KMO Bartlett Sphericity test

Chi-square test df Significance

Positive user experience 0.739 218.661 6 0.000

Negative user experience 0.569 150.033 6 0.000

Utilitarian 0.576 666.781 6 0.000

Hedonic 0.694 210.557 3 0.000

Satisfaction 0.719 312.028 3 0.000

Complaint 0.684 479.085 3 0.000

Continuance 0.733 620.609 3 0.000

Recommendation 0.744 515.076 3 0.000

Table 4. Correlation Analysis

PE NE Uti Hed Sat Com CI Rec

PE 1.000

NE - 0.248** 1.000

Uti 0.427** - 0.101 1.000

Hed 0.400** - 0.124* 0.432** 1.000

Sat 0.633** - 0.298** 0.252** 0.446** 1.000

Com - 0.496** 0.526** - 0.298** - 0.279** - 0.490** 1.000

CI 0.643** - 0.248** 0.462** 0.467** 0.568** - 0.564** 1.000

Rec 0.573** - 0.161** 0.322** 0.454** 0.559** - 0.393** 0.650** 1.000

PE: Positive User Experience, NE: Negative User Experience, Uti: Utilitarian Emotion, Hed: Hedonic Emotion, Sat: 
Satisfaction, Com: Complaint, Con: Continuance, Rec: Recommendation for Others 
**p<0.01,*p<0.05
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having a positive user experience, users will gain functional and practical benefits, thus leading to 
confidence and security feelings. This finding is consistent with results from Chitturi et al. (2008).

The hypothesis H1b in this study is for verifying whether the positive user experience has a 
significant positive impact on hedonic emotion, and it has been supported by the result, which indicates 
that the better design of the display interface of online banking can improve the hedonic sense of users. 
Also, the positive user experience of online banking will lead to the emotion of enjoying happiness 
and excitement (Chitturi et al., 2008).

About the positive user experience survey questions, the cost-saving relative question has been 
deleted due to the low factor loading. Nami (2009) pointed out that online banking could result in 
cost saving. However, there are many Automatic Teller Machines (ATM) across the region in Taiwan. 
Thus, it is very convenient for users to interact with the banks, which can reduce the intention of 
using online banking services for cost-saving. This could explain why this question has been deleted.

The analysis results indicate that neither hypothesis H2a nor hypothesis H2b holds. Certain 
samples were selected for exploratory interview in this study, and the results showed that respondents 
did not encounter the negative experiences in the questionnaire, such as long wait during online service, 
service failure, or sudden service interruption (Rose, Meuter, & Curran, 2005; Ryan & Valverde, 
2006). It could be the reason that network infrastructures have been generally improved. Therefore, 
users never encountered the service failure situations listed in the questionnaire, thus leading to an 
insignificant result.

Previous studies pointed out that utilitarian had a positive significant impact on satisfaction 
(Chitturi et al., 2008). Yet, it was shown in this study that hypothesis H3a was not be supported. 
Perhaps, in the initial stage of online banking development, there was a lack of system functions 
provision from online banking service providers. In terms of hypothesis H3b, when users are not 
satisfied with the system from the utilitarian perspective, they will complain about the system. The 
results indicate that which is consistent with the theory proposed by Bougie et al. (2003) regarding 
negative emotions generated from user-facing failed service.

The results of this study show that hedonic has a positive significant impact on satisfaction (H4a). 
This is consistent with the idea that user satisfaction will be enhanced when the prevention goal and 
promotion goal were achieved (Chitturi et al., 2008). Yet, the hedonic promotion goal will have a not 
positive and significant impact on complaints according to hypothesis H4b.

Table 5. Results of hypothesis testing

Hypothesis Path Coefficient value t value p-value R2(Variable) Result

H1a PE®Uti 0.463 7.096 ** 0.240(Uti) Accept

H1b PE®Hed 0.396 5.546 ** 0.177(Hed) Accept

H2a NE®Uti (-) -0.071 1.118 Reject

H2b NE®Hed (-) 0.064 0.918 Reject

H3a Uti®Sat 0.093 1.305 0.220(Sat) Reject

H3b Uti®Com (-) -0.287 3.56 ** 0.148(Com) Accept

H4a Hed®Sat 0.415 6.16 ** Accept

H4b Hed®Com (-) -0.151 1.901 Reject

H5 Sat®Con 0.582 13.622 ** 0.338(Con) Accept

H6 Sat®Rec 0.583 11.637 ** 0.339(Rec) Accept

PE: Positive User Experience, NE: Negative User Experience, Uti: Utilitarian Emotion, Hed: Hedonic Emotion, Sat: 
Satisfaction, Com: Complaint, Con: Continuance, Rec: Recommendation for Others 
**p<0.01,*p<0.05



Journal of Global Information Management
Volume 29 • Issue 6 • November-December 2021

12

When comparing the effects from the antecedents of satisfaction, the results show that the impact 
of hedonic on satisfaction is greater than utilitarian (H3a was rejected while H4a was accepted). Thus, 
by providing more system functions, users could be satisfied. However, after all, functions were 
popularized on the market, it became more difficult to ensure the user’s satisfaction with the system. 
If this system can create hedonic emotion, it will be differentiated by users from other competitors.

When comparing the effects from the antecedents of the complaint, the results show that the 
utilitarian has a greater impact on complaint than hedonic (H3b was accepted while H4b was rejected). 
It indicated in the result that, from the perspective of user benefit, the use of online banking leads 
to more functional benefits rather than enjoyment benefits. On this basis, if online banking fails to 
provide the service to meet the user’s hedonic needs, the user may still be willing to use the service 
again without complaint. However, once any malfunction causes service failure, users would feel a 
loss of their benefits, which led to complaints. This is consistent with the explanations provided by 
Chitturi et al. (2008).

In terms of hypothesis H5, the satisfaction of a user of online banking service has a positive and 
significant impact on continuance intention, and it is supported by the result. It is also consistent 
with the suggestions of Bhattacherjee (2001) and Chea and Luo (2009) that users will be willing 
to continue using this service when satisfaction has been met. Hypothesis H6 also supported, in 
which the satisfaction of a user of online banking service has a positive significant impact on the 
recommendation to others. This is also consistent with the prior studies that satisfaction was one of 
the primary reasons for recommending other users to use the service (Casaló et al., 2008).

5. CONCLUSION

This study tended to explore how utilitarian and hedonic emotion impact on post-adoption behaviors 
in the online banking environment. The result shows that the positive user experience has a positive 
and significant impact on the generation of utilitarian emotion. We also found that online banking 
users treat the positive user experience this time as the expectation of the next use, which means 
users would compare the experience of the current use with past experiences. Moreover, in the sense 
of utilitarian emotion, users care about successfully achieving the goal of the operation, such as 
completing a wire transfer transaction in the online banking environment. Therefore, the design of 
online functions must be based on the principle of allowing users to successfully fulfill their purposes 
of using online banking.

In terms of hedonic emotion, this study found that positive user experience has a positive and 
significant impact on the generation of hedonic emotion. As suggested by Chitturi et al. (2008) and 
Higgins (2001), the hedonic benefit was about enjoying the emotions of happiness and excitement. 
Thus, the positive user experience of online banking can bring emotional happiness for creating a 
kind of spiritual benefit (Wu & Lu, 2013).

We have also proven the significant positive relationship between hedonic emotion and 
satisfaction. When users have pleasant and nice feelings while using the system, the satisfaction will 
be enhanced, and this is in line with the suggestions of the literature (Chitturi et al., 2008; Turel, 2015). 
If users have fun while completing their working tasks in the online banking, a sense of beauty and 
extra enjoyment could stimulate users’ satisfaction (Okada, 2005; Van der Heijden, 2004; Voss et al., 
2003). Hedonic emotion comes with certain leisure effects and the value of causing personal pleasant 
feelings and relaxation. Therefore, providers of online banking services must consider enhancing 
such hedonic effects in the system to enhance user satisfaction.

Utilitarian emotion has a positive and significant impact on satisfaction. When users’ demand 
has been met by system function, user satisfaction will be enhanced (Chitturi et al., 2008). It complies 
with the suggestions of literature that the design of the system function of online banking service 
must include ease of use, operational interaction, navigation, security, and download speed (Elradi, 
Abdullah, Jusoh, & Jabar, 2017). Besides, attention must be paid to the user’s ability to fast confirm 
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their transactions, and how convenient this function is (Liao & Cheung, 2002), both of which will 
have a direct impact on the user’s satisfaction. Above mentioned suggestions must be taken into 
consideration when providing online banking service.

Regarding the post-adoption behaviors, the current study has proven the positive significant impact 
of satisfaction on continuance intention, which is in line with the previous studies (Bhattacherjee, 
2001; Chea & Luo, 2009) that users are willing to continue using the service when user satisfaction is 
met. Particularly, the result reveals that the major impact factor of the complaint is the dissatisfaction 
of system functionality (utilitarian emotion). For users, online banking is a tool to achieve their 
goals, and if their service requirement is not fulfilled, a complaint may arise. To reduce complaints, 
the stability of the system must be maintained. Moreover, system maintenance and software updates 
must be performed, and the bank must be ensured that virus attacks do not affect the transaction and 
system environment to provide a secure and fast transaction environment. Doing these practices help 
complete system recovery in the shortest amount of time in the event of unexpected system damage, 
and it can reduce complaints and further increase user satisfaction.

As for the post-adoption recommendation, it is found that satisfaction has a positive significant 
impact on recommendation, which is in line with the findings suggested by Bougie et al. (2003) and 
Casaló et al. (2008), that satisfaction is one of the primary reasons for users’ recommendation of the 
service to others.

6. IMPLICATIONS AND LIMITATIONS

6.1 Theoretical Contributions
This study provides several theoretical contributions to online service research. First, it expands the 
application of AET to explain the degree of positive or negative experiences of online banking users 
that affects post-adoption behaviors. Specifically, AET is mainly used to discuss the job performance 
of employees in an enterprise environment (Fisher, 2002). We firstly extend the theory to discuss the 
post-adoption behavior of users in an online banking service context. This deepens our understanding 
of the behavior of users of online banking services.

Secondly, we further adopted utilitarian emotion and hedonics emotion as the operational 
constructs of the emotional reactions in the original AET model, which is also an innovation in related 
research. Finally, Consumers’ post-adopt behavior is an important influencing factor of customer 
retention theory (Chea & Luo, 2008). This study gives the retention theory more explanatory power 
in the online banking service context.

6.2 Practical Implications
The current study shows that, even with daily transactions as the main task, banks must pay attention 
to the hedonic effect, which may be brought about by the user’s positive experience and affect post-
adoption behavior, such as continuance intention and recommendation. For banks, if the strategic goal 
is to pursue a large transaction volume, they should keep upgrading the online systems continuously 
and comprehensively. Furthermore, if it is too difficult to create a pleasant atmosphere, at least banks 
should be invested more in creating a relaxed online environment for customers.

The design of online systems should be based on utilitarian and hedonic benefits. It is recommended 
to divide the objectives of the online banking system as the utilitarian of functional requirements and 
the hedonic of leisure needs (Brown & Venkatesh, 2005; Van der Heijden, 2004; Wu & Lu, 2013), 
and incorporating weight calculation into system design. Most users treat online banking services 
as a tool rather than just a technology. Thus, aiming for customers’ functional satisfaction is key for 
the bank. However, continuous user satisfaction is difficult to achieve by simply enhancing system 
functionality. Competitors can also easily imitate this, thereby reducing the competitive advantage. 
Therefore, it is important to the bank to focus on the design at the hedonic level which can invisibly 
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evoke the user’s feelings. The hedonic level design can create a feeling which is more unique and 
difficult for imitation.

Banks should consider how to use satisfied users to make recommendations as a marketing and 
promotion strategy. Therefore, the first task of adopting online banking is to achieve user satisfaction 
before recommendation. The functions of online banking services should be designed according to 
the needs of various kinds of users. These features include bill payment, loan application, service 
channel, service security, content richness, data correctness, system compatibility, and so on (Adapa 
& Roy, 2017; Liao & Cheung, 2002).

6.3 Limitations and Future Research
There are three limitations to this study. First, the questionnaire is distributed through an online social 
network. Most people in Taiwan today know how to use the Internet, but there are still a few people 
who do not know how to use the Internet to fill out the questionnaire. Second, the survey samples 
are mainly from two of the largest cities in Taiwan. Third, due to personal habits, users surveyed 
may only focus on certain types of services when filling out the survey, which in turn may affect the 
results of the current study.

In the future, the negative user experience of the online service should be investigated further. It 
is recommended that failure service cases in online banking can be a research topic for enriching the 
current model. Second, the two hypotheses about the negative user experience of utilitarianism and 
hedonism are not statistically significant. It is suggested that this clue can be further studied. Fourth, 
research on hedonic and utilitarian motivations can be replicated on the topics of online services of 
smartphones and adoption in other industries, to create a broader and deeper discussion.
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