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Hasan Alhanatleh (Jordan), Amineh Khaddam (Jordan), Amro Alzghoul (Jordan)

MEASURING FACTORS AFFECTING

CONSUMER ATTITUDES TOWARD
METAVERSE ADOPTION: ISLAMIC
BANKING SERVICES SETTING

Abstract

Adopting metaverse technology in the banking sector is generating considerable in-
terest. Investigating customers’ behavior is considered a primary element in adopting
metaverse technologies in banking settings. This study combines the Trust Theoretic
Model, Task-Technology Fit Model, and theory of planned behavior to explore con-
sumers intentions to adopt metaverse Islamic mobile banking services in Jordan.
Based on the Structural Equation Modeling (SEM) approach, the results using an elec-
tronic survey of 391 metaverse consumers among metaverse Islamic mobile banking
services show that consumer trust based on its priors (perceived risk, perceived reputa-
tion, service quality, and perceived regulatory support) has a significant influence on
consumer behavior intention at a significant P-value level (< 0.001). Furthermore, the
results affirm that Task-Technology Fit plays a significant role in consumer behavior
intention at a significant P-value level (< 0.001). Moreover, consumer behavior inten-
tion has a significant influence on consumers’ decision to adopt metaverse Islamic mo-
bile banking services in Jordan at a significant P-value level (< 0.001). The findings of
this study present critical insights for Islamic bank management in Jordan, assisting in
developing their metaverse Islamic mobile banking, maintaining a strong relationship
with consumers, and fostering consumer experiences. This study highlights the signifi-
cance of adopting metaverse technologies in Islamic mobile banking services.

Keywords metaverse, Islamic banks, trust theoretic model, task-
technology fit model, behavioral intention, adoption,
theory of planned behavior

JEL Classification L86, M15, L84

INTRODUCTION

Recently, the banking sector has made every effort to develop its mo-
bile services based on the introduction of new digital transformation
technologies such as cloud technologies, blockchain, artificial intelli-
gence, metaverse, and others. Adopting metaverse mobile services has
been considered an orientation of banking domains to add value to their
practices (Hidayat & Kassim, 2023). Metaverse technology provides an
alternative approach to redesigning and restructuring banking practic-
es, targeting enhancing business processes, reinforcing banking servic-
es and products, and establishing vigorous relationships with banking
consumers (Ozkaynar, 2022). Despite the barriers to metaverse adop-
tion, top managements of banks have endeavored to strongly locate in
the market by raising their competitive advantages based on adopting
modern technologies such as metaverse (Kunhibava et al., 2023).

Customer behavior in digital environments is a critical resource for
emerging businesses, especially in the rapidly growing digital banking
space in Jordan. The rapid growth of information technology indus-
tries has affected customers’ behavior and changed their requirements
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and tendencies, forcing banks to align their views with technology environment changes (Yaseen et al.,
2022). Practically, it has been realized that determining the factors influencing customer behavior of
using a new phenomenon technology is considered a pioneer key to adoption success as customers’ be-
haviors are considered a big challenge for adopting metaverse technologies (ShabbiraHusain et al., 2024).
However, there is a big demand in the existing literature to identify factors affecting customers’ accep-
tance of using metaverse Islamic mobile banking services, particularly in developing nations such as
Jordan. Lastly, providing a comprehensive overview regarding adopting processes of metaverse mobile
banking services assists bank management in understanding the competition in the banking services

market and determining consumers’ needs.

1. LITERATURE REVIEW

The concept of metaverse comes from the combi-
nation of “meta” and “universe” words that pro-
vide its capabilities through a three-dimensional
virtual domain (Weinberger, 2022). In this con-
text, the science of the metaverse has introduced
its services based on a virtual world environment
where avatars and immersive technologies play a
critical role in participating in various fields such
as banking, economics, marketing, etc. (Kim &
Yoo, 2024). Moreover, consumers can perform
their practices based on metaverse platforms, in-
cluding immersive, augmented and virtual reality,
and virtual worlds making consumers’ journeys
more attractive in the metaverse (Tan et al., 2023).
However, the metaverse technology provides a
novel interaction for users and organizations via
an extensive scale of applications, comprising
virtual commerce and business, virtual educa-
tion, virtual banking services, and finance tech-
nology services (Wang et al., 2021; Alshuryfeen et
al., 2024). The metaverse supports various features
such “self,” “social,” “immersive,” “anywhere,” “di-
verse,” “economics,” and “civilization,” targeting at
establishing a smooth connection between virtual
and real worlds (Buhalis et al., 2022). Therefore,
banking services based on metaverse technol-
ogy enable consumers to obtain various advan-
tages such as meeting financial experts virtually
to achieve their financial purposes, planning for
budgeting, enhancing future investment, and
making the right decisions regarding financial
matters (Nguyen et al., 2023).

Banking environments, including the Islamic
sectors, have often worked to reinforce custom-
ers’ experiences by adopting digital transforma-
tion technologies regarding their banking ser-
vices (Alshurafat et al., 2024). Banking services
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based on digital transformation technologies can
enable consumers to interact with their finan-
cial products and services in real execution time
(Bhattacharya & Singla, 2024). In addition to that,
the advancements in virtual and augmented real-
ity, blockchain applications, and artificial intelli-
gence tools have offered customers immersive and
three-dimensional experiences of banking ser-
vices that reinforce customers’ journey and strong
relationships while performing their banking and
financial services (Adke et al., 2024; Mohamed &
Faisal, 2024). In this setting, blockchain technolo-
gy as a primary element of the metaverse technolo-
gy offers various attributes for banking services in
a virtual world environment such as a high degree
of transaction security, decentralization, immu-
table, distributed ledger architecture, and group
consensus approach that strengthens a trusted
infrastructure for digital and virtual of banking
services (Chang et al., 2021). Moreover, artificial
intelligence is considered a crucial technology of
the metaverse technology, offering banking ser-
vices for various alternatives (robotics, chatbots,
and virtual) to add value to customers’ knowledge
and experiences in the virtual platform (Duan et
al., 2021). Artificial intelligence applications can
create trusted, interacted, and engaged metaverse
settings.

There is no doubt that a considerable number of
Islamic banking services have recently been pro-
vided via various digital channels such as mobile
applications and online settings. Nowadays, en-
hancing customers’ immersive knowledge and
experience is a required task for banks and the
metaverse technology plays a critical role in this
process (Cho, 2023; Nagy et al., 2024). Al-Afeef et
al. (2024) indicated that integrating the metaverse
applications among Islamic banking services has
a significant influence on customers’ trust, result-
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ing in an enhanced brand image of Islamic banks
regarding their products and services and rein-
forcing overall banks performance. The metaverse
technology has favorable characteristics that allow
banks to introduce their banking products and
services to consumers in a better design and for-
mat (Khaliqg & Manda, 2024). However, the meta-
verse technology establishes a virtual setting and
a novel connection method between consumers
and banks, expecting to increase the demand for
metaverse adoption.

The trust theoretic framework for consumers’
adoption of metaverse mobile banking services
was initially suggested and confirmed by Chandra
et al. (2010). The empirical confirmations regard-
ing adopting technology fields indicated that em-
ploying a trust theoretic platform provides a con-
siderable effect on consumers’ trust of metaverse
mobile banking services based on two worthy
keys: features of mobile banking services provider
and features of mobile banking technology envi-
ronment (Amnas et al., 2023; Chandra et al., 2010).
Based on these primary features, consumers’ trust
in using metaverse mobile banking services is in-
fluenced by four popular determinants - risk, rep-
utation, service quality, and regulatory support
(Chandra et al., 2010).

In the beginning, perceived risk is considered a
critical determinant of consumers’ trust in using
metaverse mobile banking services that refers to
customers’ subjective evaluations of the poten-
tially unfavorable outcomes regarding adopting
metaverse mobile banking services (Chandra et
al., 2010). It has been ensured that security inter-
ests, fraud types, and privacy issues are lustrous
variables affecting perceived risk (Jangir et al.,
2022). Therefore, it has been affirmed that a high
rate of risk regarding metaverse mobile banking
services provides a negative decision of custom-
ers’ adopting or ongoing use (Sahoo & Ray, 2023).
Perceived reputation is another influential variable
affecting the usage of metaverse mobile banking
services that is defined as consumers’ beliefs and
perspectives regarding their experiences of using
metaverse mobile banking services or products
(Chandra et al., 2010; Rumanto, 2024). Moreover,
perceived reputation describes consumers’ or pos-
sible consumers’ perceptions toward the reliability
and trustworthiness of metaverse mobile banking
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services and Islamic banks (ShabbiraHusain et al.,
2024). However, perceived reputation has exceed-
ingly been researched among banking sectors, es-
pecially in Islamic domains to discover customers’
behavior regarding adopting mobile banking ser-
vices that invariably influences customer’s deci-
sions regarding mobile banking usage (Ahmad et
al., 2024; Sofyani & Darma, 2024). It has been re-
ported that a high-reputation degree of metaverse
mobile banking services positively affects con-
sumers’ metaverse trust (Febriandika et al., 2024;
Alkhatib et al., 2024).

Service quality in the setting of metaverse mo-
bile banking services adoption is considered the
most influential variable of customers’ trust that
describes the degree of excellence and reliability
with the services offered by metaverse technology
or metaverse provider (Amar et al., 2024; Wang et
al., 2019). However, it has been acknowledged that
the service quality of metaverse encompasses vari-
ous determinates: metaverse reliability, metaverse
responsiveness, metaverse security, and consumer
support offered by metaverse technology (Nagy
et al., 2024). Research on electronic banking ser-
vices uncovered that service quality provides a
considerable and positive impact on customers’
trust (Alhanatleh, 2021; George, 2018). Service
quality is influenced by various determinants of
metaverse reliability such as time of operation, ac-
curacy of transaction, and scalable overall per-
formance which significantly affects consumers’
trust in using metaverse mobile banking services
(Liébana-Cabanillas et al. 2020). Perceived regula-
tory support in an environment of metaverse mo-
bile banking services adoption is a primary factor
of consumers’ trust that explores consumers’ per-
spectives and beliefs regarding the degree of meta-
verse support, metaverse guidance, and metaverse
regulation offered by government management au-
thorities or any relevant institutions (Vyas & Jain
2021). It has been indicated that a strong regulato-
ry setting can support consumers with a high level
of security while performing their practices based
on metaverse mobile banking services (Remolina,
2024; Cantu et al., 2024). Therefore, when meta-
verse regulations are highly stable, consumers are
more trusted to adopt metaverse mobile banking
services. Consumers express their willingness to
use or adopt metaverse mobile banking services
since regulations take place to secure their private
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interests such as privacy of data and information
and banking transactions security (Aysan., 2024;
Shaikh et al., 2023).

Trust has been modeled in various theories (such as
co-creation value, loyalty, and various others) and
technology domains (such as artificial intelligence,
blockchain, banking services, and various others)
to express consumers’ attitudes and behaviors for
accepting or adopting new technology (Gan & Lau,
2024; Alhanatleh et al., 2022, 2024). As a critical
factor in the current research model, metaverse
trust is defined as the degree of reliability, security,
and integrity of metaverse mobile banking servic-
es offered by metaverse environment and provider
of banks to consumers (Alkasasbeh et al., 2024).
Therefore, it has been realized that high confidence
can motivate consumers to execute their banking
and financial practices based on metaverse tech-
nologies (Gupta et al., 2024). The reliability of meta-
verse mobile banking services and their providers
is considered a major key to consumers’ trust suc-
cess. It encourages consumers to have a positive at-
titude toward adopting metaverse technologies in
banking sectors (Hasani et al., 2024). In addition,
security is another success key to establishing and
fostering consumers’ trust regarding adopting or
using metaverse technologies in banks (Kumar &
Shankar, 2024). Besides that, reliable communica-
tion via metaverse providers regarding metaverse
mobile banking services concerning security ac-
tivities and privacy policy can lead to an increase
in consumers’ trust rate and generate a positive im-
pact on metaverse mobile banking services usage
(Kilani et al., 2023). Other features such as word
of mouth and rating can affect consumers’ trust in
metaverse technologies (Zarifis & Cheng, 2022).

In addition to the role of the trust theoretic model
on metaverse technology, the task-technology fit
model suggests providing significant insights to
explore consumers’ behaviors and attitudes toward
their experiences of using metaverse platforms in
banking domains (Baxi et al., 2024). In the set-
ting of this study, the task-technology fit model
is a conceptual theory used to realize and under-
stand how metaverse technology can be deployed
among Islamic banks to execute a particular task
or service (Goodhue & Thompson, 1995). To do
so, Islamic bank managements should shift their
strategies to obtain the best integration of tech-
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nology infrastructure and information systems to
precisely meet the demands of performing a specif-
ic task using metaverse environments (Nagadeepa
et al., 2024; Wijayanti et al., 2024). The major key
behind the task-technology fit framework is in the
structure and design of metaverse technology that
measures the capabilities of design and metaverse
technology to achieve consumers’ requirements to
accomplish their tasks (Kim & Song, 2022).

Behavioral intention of using metaverse technol-
ogy is defined as a consumer’s willingness and
tendency to engage in a particular behavior or at-
titude (Venkatesh et al., 2012). Ajzen (1991) the-
oretically established behavioral intention in the
theory of planned behavior. The interplay between
behavioral intention and technology adoption
was widely examined in multiple settings, and be-
havioral intention is considered a primary key to
predicate technology adoption (Akour et al., 2022).
In a metaverse technology setting, behavioral in-
tention has been approached to determine con-
sumers’ decision to adopt metaverse technology
for performing their practices (Chinie et al., 2022).
Nguyen et al. (2023) indicated that behavioral in-
tention provides a strong and positive influence
regarding adopting metaverse technology among
banking sectors. It has been discovered that de-
ploying metaverse technology among Islamic
banks can generate business value, foster innova-
tion and creativity, and enhance consumers’ expe-
riences (Alshurafat et al., 2024).

To sum up, the existing literature permanently
emphasizes the critical role of metaverse technol-
ogy in banking sectors to establish intimate rela-
tionships with customers. Searching for factors in-
fluencing customers’ attitudes is considered a pri-
mary requirement to adopt metaverse technology
in Islamic banking services. The empirical vali-
dations from Jordan match with outcomes from
various developed and developing markets, indi-
cating the role of metaverse technology adoption
within Islamic banking services to serve banks’
strategic goals and provide immersive experiences
for customers.

As a result, this study endeavors to bridge the
literature gap regarding customers’ attitudes
and behaviors toward adopting metaverse tech-
nologies in Islamic banks. To do so, the trust
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Figure 1. Conceptual model of the study

theoretic framework, task-technology fit model,
and theory of planned behavior have been em-
ployed to explore customers’ perspectives on us-
ing metaverse Islamic mobile banking services
in Jordan. Figure 1 shows the developed con-
ceptual model of the present study, expecting to
offer critical insights and understanding of the
phenomenon of metaverse technology adoption
among Islamic banks. Thus, to achieve the ob-
jectives of this study, the following hypotheses
were conceptualized based on the above-men-
tioned literature:

HI: Perceived Risk has a significant influence
on Trust in using metaverse Islamic mobile
banking services.

H2:  Perceived Reputation has a significant influ-
ence on Trust in using metaverse Islamic mo-
bile banking services.

H3: Service Quality has a significant influence
on Trust in using metaverse Islamic mobile
banking services.

H4:  Perceived Regulatory Support has a signifi-
cant influence on Trust in using metaverse
Islamic mobile banking services.

H5:  Trust has a significant influence on the be-
havioral intention of metaverse Islamic mo-
bile banking services.

Hé6: Task-technology fit has a significant influ-
ence on the behavioral intention of meta-
verse Islamic mobile banking services.

H7:  Behavioral intention has a significant influ-
ence on the adoption of metaverse Islamic
mobile banking services.

http://dx.doi.org/10.21511/bbs.19(4).2024.16

2. METHOD

This study employed a quantitative approach, uti-
lizing survey techniques to achieve the major re-
search objectives. Based on a quantitative meth-
odology, the study instrument design, sampling
approach, and data collection procedures were
accurately evolved and implemented to measure
the interactions between the factors of the pro-
posed study model regarding metaverse technol-
ogy adoption among Islamic banking sectors in
Jordan. The research survey involved items that
assist in estimating the rate of metaverse Islamic
mobile banking services adoption from consum-
ers’ perspectives, admitting that this study is es-
tablished, designed, and developed to provide pro-
spective results based on the trust theoretic model
and task-technology fit theory.

The instrument of this study was a survey ap-
proach that included well-justified constructs
items based on a reliable literature review. Firstly,
the trust theoretic model and its prior have been
included in the research model based on 20 items.
The antecedents of trust (perceived risk, perceived
reputation, service quality, and perceived regular-
ity support) were adjusted and employed based on
four items for each antecedent as confirmed by
Amnas et al. (2023). Consumers’ trust construct
was adjusted and scaled based on four items as en-
sured by Alalwan et al. (2017). Secondly, the task-
technology fit construct was adjusted and scaled
based on four items as asserted by Wijayanti et al.
(2024). Thirdly, consumers’ behavioral intention
was adjusted based on four items as confirmed by
Venkatesh et al. (2012). Lastly, the metaverse adop-
tion construct was adjusted and scaled based on
four items as utilized by Ajzen (1991). For prepar-
ing the instrument to collect data processes, items
of model constructs were assessed depending on
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5-point Likert scale measurements that encode
items from “1” meaning “fully disagree” to “5”
meaning “fully agree.”

The population of this study was customers who uti-
lize Islamic metaverse mobile banking services in
Jordan to conduct their routine banking and finan-
cial services. To determine the required sample size
for evaluating the adoption level of Islamic meta-
verse mobile banking services in Jordan among
consumers, at least 385 consumers should be sur-
veyed as suggested by Morgan (1996). In terms of
selecting the sample from the target population
for this study, Cohen et al. (2017) affirmed that the
convenience-sampling mechanism is adequate to
produce the goals and purposes of this study that
the convenience approach can represent the target
population. Due to the nature of this study popu-
lation, the construct items of the instrument were
translated into Arabic by asking four experts in
linguistic scope. As a critical process of instrument
reliability, the pilot study was conducted by invit-
ing 25 consumers who use Islamic metaverse mo-
bile banking services. The primary outcome of this
study is to reduce the syntax and meaning errors
caused by the translation process. Therefore, the fi-
nal version of the survey was generated to start with
data collection processes.

To access the chosen sample, researchers of
this study produced an electronic version using
Google Form technology that provides various
features regarding data collection procedures such
as minimum cost, quick to retrieve the responses,
and comfortable access to the target respondents
(Mou et al., 2017). To perform the data collection
processes, the e-survey link was submitted to 450
consumers of Islamic metaverse mobile banking
services in Jordan, targeting offering their usage
experiences. The number of retrieved responses
was 417, while just 391 were valid to estimate the
rate of metaverse adoption among Islamic banks
in Jordan. However, Hair et al. (2019) ensured that
391 responses were statistically competent to con-
duct analysis procedures regarding this study. The
data collection stage began on February 19, 2024,
and took three weeks to finish.

Table 1 offers completed details of respondents’

demographic features, comprising gender, age, in-
come, education, and frequency of using mobile
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banking services. Based on gender category, the
retrieved data provide that 52.7% of participants
are male and 47.3% are female. Relying on the age
category, 5.4% of participants belong to the range
20 years or less, 32.2% belong to the range from
21 to 30 years, 39.1% belong to the range from
31 to 40 years, and 23.3% belong to the range 41
years or above. Based on the monthly income cat-
egory, 34.3% of participants gained 500 JD or less,
40.7% gained from 501 to 1000 JD, 16.6% gained
from 1,001 to 1,500 JD, and 8.4% gained 1,501 JD
or above. Regarding the education category, 4.6%
of participants have High school certifications or
less, 62.9% have Bachelor certifications, and 32.5%
have master’s or PhD certifications. Lastly, 33.8%
of participants use mobile banking services at
least one time per month, 41.7% use mobile bank-
ing services at least two times per month, and
24.5% use mobile banking services at least three
times per month.

Table 1. Demographic profile of respondents

Characteristics | Category .Frequency ' Percentage
‘ Male ©206 527
Female 185 473
S0 2 s
21-30 years .
Age Bt be e At oSN SO vees =N SOt
31-40 years
BT B
<500JD .
vomtly sovioooln 1 a0
Income 1,001-1,50000 © 65 i....166 .
4ol o x L 3BBA
::Sgsh school or 18 16
Fucaton - sachelor - 26 62
e POStgraduates 0 127 1325 L
Frequency of :Oncefime 132 3
usage of mobile :Twotimes & 163
banking services | Three times and
per month more 96
Note: N = 391.
3. RESULTS

Utilizing SPSS-AMOS version 22, the processes
of the analysis stage were divided into two fun-
damental measurements, Confirmatory Factor
Analysis (CFA) and Structural Equation Model
(SEM), targeting reporting the results regarding
the purposes of this study. Ringle et al. (2020) af-
firmed that accomplishing CFA and SEM mea-
surements based on AMOS V.22 can produce
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reliable outcomes, especially in multi-construct
models like the current study. To confirm the
present study results, various scientific mecha-
nisms were approached based on statistical con-
straints and equations as indicated by Byrne
(2013). Firstly, SPSS software was used to prepare
the data set based on statistical techniques (cod-
ing, unengaged values, outliers, and missing val-
ues). Secondly, AMOS V.22 was used to conclude
the results based on CFA and SEM assessments.

As a first process in the analysis stage, check-
ing the validity and reliability of the developed
model regarding Islamic metaverse mobile bank-
ing services requires measurements that are
achieved through accomplishing three major sta-
tistical assessments: the convergent validity, con-
struct validity, and discriminant validity as ro-
bustly affirmed by Awang (2014). To confirm that,
various procedures and statistical approaches
were sequentially fulfilled to provide authorita-
tive outcomes regarding the validity and reliabil-
ity measurements of this study model. Firstly, all
constructs’ items were subjected to a one-pool
CFA mechanism, purposing to affirm two pri-
mary procedures which are the factor loading
and covariance correlation based on their cut-off
values (> 0.50 and < 0.85), respectively, as pro-
posed by Raza and Awang (2021). To confirm the
required values of factor loading items and cova-
riance correlation between constructs model, the
modification indices approach was implement-
ed. Therefore, the adequacy of model fit mea-
surements of this study model was established
by calculating the model fit indicators based on
their threshold values as suggested by Talwar et
al. (2019). Table 2 provides the results regarding
this model fit measurement as indices strongly
confirm positive evidence of the adequacy of this
study’s model fit assessments.

Table 2. Model fit assessment results

Banks and Bank Systems, Volume 19, Issue 4, 2024

After providing a significant verification of model fit
indices, the one-pool CFA measurements computed
two major categorizations of reliability and validity
of the constructs model. The first measurement is
convergent validity which can be evaluated based
on factor loading and Average Variance extracted
(AVE) assessments as their required values (> 0.50),
as proposed by Hermida (2015). The second mea-
surement is the construct’s reliability which can be
estimated based on composite reliability (CR) and
Cronbach Alpha (a) assessments as their accepted
values (= 0.70), as affirmed by Brown (2015). Table
3 provides a compendium regarding the results of
convergent validity and construct reliability. All
statistical results regarding factor loading and AVE
assessments provide significant indications that
strongly support the convergent validity measure-
ment of this study model. In addition, the results
provide sufficient summary regarding assessments
of CR and a that mightily support the construct re-
liability measurement of this study model.

To provide a full perspective regarding the model
verification, discriminant validity measurement
should be estimated as ensured by Henseler et al.
(2015). To evaluate the discriminant validity mea-
surement regarding the metaverse adoption mod-
el in Islamic banks, Dijkstra and Henseler (2015)
proposed an equation, claiming that when the
square root values of AVEs regarding model con-
structs are greater than the absolute values of inte-
rior correlations, the discriminant validity assess-
ment will be accomplished. Entailing this propo-
sition, Table 4 clarifies the concluded outcomes
regarding the discriminant validity of the meta-
verse adoption model, indicating that the comput-
ed values of VAVEs (In bold-font) > the computed
values of |AVEs| regarding inside- correlations (In
normal-font), which strongly affirms the discrimi-
nant validity assessment.

Indicators Results Decision Accepted value
RMSEA ....0054 cdeal RMSEA<0.08.
GFI 0.874 Contented
AGFL .. 0856 Contented
CFl Ideal GFl, AGFI, CFl, CFI, TLI, NFI > 0.85 O contented Or
TLI Crmmmmmmmmm— T Ideal R GFI, AGFI, CFI, CFI, TLI, NFI >0.90 O ideal
NFI contented
Chisq /df Ideal Chi-Square/df <5 O contented, Or

Chi-Square/df < 3 O ideal

http://dx.doi.org/10.21511/bbs.19(4).2024.16
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Table 3. Convergent validity and construct reliability outcomes

Convergent validity measurements : Construct reliability measurements

Constructs Coding Items -
Loading Factor values AVE a CR
.685

Perceived Risk .846 .851
Perceived Reputation 871 .875
Service Quality .820 821
Perceived Regulatory 851 855
Support
Metaverse Trust 811 .813
Task-technology fit .852 .854
Behavioral intention .817 .826
Metaverse adoption .866 .870

Table 4. Discriminant validity outcomes

Model variables 1 2 3 4 5 6 7 8
Metaverse adoption 0.791 - - - - - - -
Perceived Risk 0.118 0.768 - -
oosa o oo S N
Service Quality - . —0.029 —0.004 -0.015 0.731 - - i - i -
Perceived Regulatory Support 0.040 0.092 0.013 0.773 - - -
I\/Ietavérse Trus‘:[: H 0047 0705 0.748 6 0.148
Task-technology fit 0771 0.063 0067 : 0.041 0.079
Behavioral intention 0.646 0.105 0.060 0.085 0.091

Ensuring the model reliability and validity of this
study was a required procedure to conduct the
SEM approach, targeting providing the hypoth-
eses results. The execution of SEM regarding the
model of this study provides summary outcomes
about the total impact of squared multiple correla-
tions (R?) and the total effect of independent fac-
tors on dependent factors as Table 5 and Table 5
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represent both of these results. The statistical test
of R*is utilized to explain the total effect of the
exogenous variable on the endogenous variable as
observed in Table 4. Firstly, the outcomes of this
study clarify that the statistical calculation R?
of Trust is around 0.785, denoting that the exog-
enous factors (Perceived Risk provides, Perceived
Reputation, Service Quality, and Perceived
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Table 5. Results of squared multiple correlations (R?)

Endogenous construct

Trust

Metaverse behavioral intention

Metaverse adoption

Table 6. SEM results of hypotheses regarding this study model

Research Hypotheses B S.E.
PerceivedRisk >Trust 382 043
.355 .046
N Cas s
""""""""""""" 387 051
.082 .024

e s e

Metaverse behavioral intention - metaverse adoption .684 .009 15.182 xx

Note: Significant p-value: * < 0.05, ** < 0.01, ***< 0.001.

Regulatory Support) interpret 78.5% of the to-
tal variance influence on Trust of using meta-
verse Islamic mobile banking services among
consumers in Jordan. Furthermore, the results
indicate that the statistical calculation R* of
metaverse behavioral intention is approximate-
ly 0.787, elucidating that the exogenous factors
(Trust and Task-Technology-Fit) explain 78.7%
of the total variance influence on metaverse be-
havioral intention of using metaverse Islamic
mobile banking services among consumers in
Jordan. Lastly, the outcomes uncover that the
statistical calculation R? of metaverse adoption
is nearly 0.972. This indicates that the exog-
enous factor (consumers’ behavioral intention)
expounds 97.2% of the total variance influence
on using metaverse Islamic mobile banking ser-
vices among consumers in Jordan.

The execution of SEM also provided outcomes of
hypotheses based on the path coefficient test re-
garding the developed model of this study as ob-
served in Table 6. The results of SEM uncover that
Perceived Risk has a positive and significant in-
fluence on Trust in using metaverse Islamic mo-
bile banking services among consumers in Jordan
(B = 0.382*%**), resulting in HI being strongly
confirmed. The SEM results also uncover that
Perceived Reputation has a positive and significant
impact on Trust in using metaverse Islamic mo-
bile banking services among consumers in Jordan
(B = 0.355"*), indicating that H2 is robustly af-
firmed. In addition, the outcomes confirm that
Service Quality has a significant role in Trust in

http://dx.doi.org/10.21511/bbs.19(4).2024.16

using metaverse Islamic mobile banking services
among consumers in Jordan (p = -0.285***), re-
sulting in H3 being ensured. Next, the results
show that Perceived Regulatory Support confirms
a positive and considerable effect on Trust in using
metaverse Islamic mobile banking services among
consumers in Jordan (B = 0.387***), indicating
that H4 is mightily asserted.

Moreover, the results uncover that trust con-
firms a positive and significant role in behavior-
al intention of using metaverse Islamic mobile
banking services among consumers in Jordan
(B = 0.082***), indicating that H5 is affirmed as
these statistical results are in accordance with
prior empirical validations (Kilani et al., 2023).
Consequently, this work suggests that support-
ing features of consumers’ trust such as secu-
rity of banking and financial information, high-
quality processing of banking and financial
transactions, and protection from forbidden ac-
cess can enhance consumers’ behavioral inten-
tion of using metaverse Islamic mobile bank-
ing services. Furthermore, the results empha-
size that task-technology fit has a positive and
considerable influence on behavioral intention
of using metaverse Islamic mobile banking ser-
vices among consumers in Jordan (f = 0.536***),
indicating that H6 is robustly ensured. Finally,
the results assert that Behavioral intention has a
positive and considerable influence on the adop-
tion of metaverse Islamic mobile banking ser-
vices among consumers in Jordan (§ = 0.684***),
indicating that H7 is mightily confirmed.
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4. DISCUSSION

The results show that Perceived Risk has a positive
influence on Trust in using metaverse Islamic mo-
bile banking services among consumers in Jordan,
where HI results are in line with previous confir-
mations (Sahoo & Ray, 2023). These results indi-
cate that trust is highly increased since consumers
have sufficient knowledge during their metaverse
Islamic mobile banking services usage such as
their potential errors of use, awareness of unau-
thorized access, realization regarding system fail-
ure and technical issues, and considerations about
fraud risk. The results also uncover that Perceived
Reputation has a positive and significant impact
on the Trust in using metaverse Islamic mobile
banking services among consumers in Jordan,
where H2 outcomes are under prior empirical
studies (Febriandika et al., 2024; Alkhatib et al.,
2024). These outcomes affirmed that the reputation
of Islamic banks and metaverse providers plays a
powerful role in reinforcing consumers’ trust in
using metaverse Islamic mobile banking services.
Thus, Islamic banks in Jordan may concentrate on
various characteristics to bolster their reputation
in terms of metaverse services such as information
privacy, security issues, service quality, and ability
to deal with complaints. In addition, the outcomes
confirm that Service Quality has a significant im-
pact on Trust in using metaverse Islamic mobile
banking services among consumers in Jordan,
where H3 statistical results are in line with previ-
ous validations in the relevant literature (Liébana-
Cabanillas et al., 2020). Based on that, this study
proposes that Jordanian Islamic banks and meta-
verse providers should take serious responsibility
for offering high-quality metaverse services, han-
dling inquiries and requests of consumers, pre-
senting sufficient customer service support, and
delivering effective metaverse mobile banking ser-
vices. Next, the outcomes discover that Perceived
Regulatory Support confirms a considerable effect
on Trust in using metaverse Islamic mobile bank-
ing services among consumers, where H4 statisti-
cal findings are in accordance with prior empirical
confirmations (Aysan, 2024; Shaikh et al., 2023).
These statistical outcomes indicate that consumers
will be trusted in performing their banking and fi-
nancial services using metaverse technology since
public governments and Islamic bank manage-
ments in Jordan provide significant policies and
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procedures to encourage consumers to adopt. As a
result, launching various policies, initiatives, and
campaigns regarding metaverse platforms can
have a significant effect on consumers’ trust and
decision to adopt.

Moreover, the results uncover that Trust confirms
a significant role in behavioral intention of using
metaverse Islamic mobile banking services among
consumers in Jordan, where H5 statistical results
are in accordance with prior empirical validations
(Kilani et al., 2023). Consequently, this work sug-
gests that supporting features of consumers’ trust
such as security of banking and financial infor-
mation, high-quality processing of banking and
financial transactions, and protection from for-
bidden access can enhance consumers’ behavioral
intention of using metaverse Islamic mobile bank-
ing services. Furthermore, the results emphasize
that Task-technology fit has a considerable influ-
ence on behavioral intention of using metaverse
Islamic mobile banking services among consum-
ers in Jordan, where H6 statistical findings are in
line with previous empirical validations (Kim &
Song, 2022). Based on that, a high degree of meta-
verse functions affirmatively affected consum-
ers’ behavioral intention of using metaverse tech-
nologies. Thus, fostering metaverse capabilities of
banking and financial transactions ensures a posi-
tive attitude toward consumers’ behavioral inten-
tion of using metaverse Islamic mobile banking
services. Finally, the results assert that Behavioral
intention has a considerable influence on the
adoption of metaverse Islamic mobile banking
services among consumers in Jordan, where H7
statistical findings are in accordance with prior
empirical validations (Nguyen et al., 2023). These
findings explored that a high degree of consumers’
behavioral intention positively affects consumers’
decision to adopt metaverse technologies. Hence,
Islamic banks in Jordan should realize that meet-
ing consumers’ needs and requirements of bank-
ing and financial services among metaverse tech-
nologies is a pivotal procedure to make consumers
more engaged.

This study has critical limitations and future op-
portunities to conduct further work in the field
of consumer behavior, metaverse technology, and
Islamic bank settings. Firstly, employing various
sampling methods techniques in future research
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may provide reliable and accurate findings of this
study model that offer a potential opportunity
to generalize the findings of the proposed model.
Furthermore, future works may include cyberse-
curity awareness in this study model that expects
to influence consumers’ behavior toward using
metaverse technologies to accomplish their bank-
ing and financial services. In addition, bank type
and provider name may moderate the trust and
task features of metaverse services in the mod-
el of this study that has the potential to provide
a critical understanding of consumers’ behavior
to adopt metaverse technologies. Moreover, time

Banks and Bank Systems, Volume 19, Issue 4, 2024

series investigations are required to offer reli-
able outcomes regarding consumers’ behaviors
of adopting metaverse services of Islamic banks
in Jordan. Lastly, future trends may explore the
real effect of metaverse technologies from differ-
ent perspectives such as establishing value co-cre-
ation for consumers and Islamic banks, reinforc-
ing banking and financial services performance of
Islamic banks, measuring consumers’ net benefits
of adopting metaverse platforms, enhancing im-
mersive consumers’ knowledge and experiences,
and estimating the role of metaverse technologies
in economic growth.

CONCLUSION

This work investigated the adoption of metaverse platforms by integrating the trust theoretic model,
task-technology fit, and theory of planned behavior among Islamic mobile services in Jordan from the
consumers’ perspective. The results of this study allow us to broaden the existing body of knowledge
regarding the adoption of metaverse Islamic mobile banking services. The findings confirmed that task-
technology fit and trust based on its antecedents affirmed a considerable and positive role on behavioral
intention, encouraging Islamic banks to adopt metaverse technologies among mobile banking services
in Jordan. However, the results show that the adoption rate of metaverse Islamic mobile banking ser-
vices in Jordan positively strengthens with highly knowledgeable consumers. The outcomes of this work
suggest that developing metaverse environments in Jordanian Islamic banks will lead to an impact on
consumers’ behavioral intention by enhancing perceived risk, perceived reputation, service quality, and
perceived regulatory support.

It was observed that redesigning and restructuring the tasks among metaverse Islamic banks can rein-
force consumers’ behavioral intention in Jordan to accomplish their banking and financial services. It
was also revealed that bolstering consumers’ behavioral intention plays a crucial role in influencing their
decision to adopt metaverse Islamic mobile banking services. Therefore, offering metaverse Islamic mo-
bile banking services in consonance with consumers’ demands and future trends can enhance the posi-
tive attitude toward metaverse adoption. Finally, the overall findings of this study suggest that applying
metaverse technologies among Islamic banks in Jordan offers several benefits suggesting a new business
model regarding banking and financial services, supporting consumers” knowledge, providing an im-
mersive experience, strengthening the bank’s position in the recent competitive market, and estimating
consumers’ future trends.
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