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Abstract - The goal if this research is to investigate the intention of individuals to use Live Customer Support Chat, LSC in 
banking. Specifically, the study focuses on understanding the factors that contribute to the creation of the attitude of 
customers towards using and adopting this technology based service of e-banking. In order to investigate the aforementioned 
effects, data were collected, concerning LSC from already users of this system. Results were analyzed with SPSS 23.0, by 
implementing Pearson correlation, in order to reveal statistical significant correlations, as well as Hierarchical Regression 
Analysis for the creation of a predictive model.  
The results showed that intention to use LSC is high and that intention to use it is statistically correlated with all used 
variables. As a conclusion, from the predictive model created, with the participation of all predictive factors, it is evidenced 
that intention to use LSC reaches 60%.  
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I. INTRODUCTION 
 
The use of the Internet is becoming ever more 
widespread during the last two decades. This is 
because, on one hand, the number of products and 
services provided through this technological mean is 
growing and on the other, people are getting more 
and more used to interacting with it. The number of 
businesses operating over the internet, implementing 
their transactions through e-commerce, has been 
steadily increasing, while it is evident that the 
revenues from online shopping of goods and services 
are constantly growing (Rohm et al. 2004). 
The way services are delivered to people has changed 
due to the advances of information and 
communication technologies. Time and convenience 
are two of the most important driving forces that lead 
to a more wide use of e-services in peoples’ every 
day activities. Banking is one of the industries that 
has fully adopted and developed the applications and 
practices of information technology, in order to 
provide more qualitative and usable online services. 
The popularity of banking services delivered over the 
Internet (e-banking services) is increasing in recent 
years (Fredriksson, 2003). 
Today customers demand the highest quality with the 
lowest cost, making financial organizations to create 
a more customer-focused infrastructure (Gonzales et 
al. 2004). For banks to make profit they should not 
only try to attract new customers but they should also 
try to avoid losing the existing (Reichheld et al. 
2000). According to Mols (2000), the introduction of 
e-banking services may crucially change the way 
banks build and maintain their customer 
relationships. 

Once, e-banking services were only about checking 
the accounts while toady they include a wide range of 
services. The development of technology allows 
banks to offer not only “branch-based” services over 
the Internet, but also new added-value services which 
are available only online, such as electronic 
commerce, real-time brokerage, financial information 
menus, e-mail alerts and third party services (tax 
payment, portals or management of electricity bills), 
(Centeno 2004).  
The gradual and stable increase in the number of e-
banking users is a result of the benefits and privileges 
that customers enjoy when they discover the world of 
banking technology. Some of the main benefits that 
customers gain are access to their bank portfolios 
24/7/365, transactions implementation without the 
presence of the customer in a bank branch, ability to 
personalize services according to one’s needs and 
finally, there is measurable profit, while most of the 
banking products through alternative channels are 
either not additionally charged with commissions or 
charged with smaller ones in comparison with the 
ones that will be charged if the customer visits a bank 
branch.  
Banks, also acquire important benefits from the 
adoption of e-banking transactions. The most 
important is that customer service costs are 
minimized. Banks can now offer value adding 
services for the customer, while systematically 
working for the enforcement of their products 
attractiveness and the creation of stable cooperation 
relationships with their customers. Customers that 
utilize alternative channels are the most satisfied ones 
and this satisfaction can be translated in more 
products, bigger use of products as well as higher 
customer loyalty.  
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The purpose of this research is to investigate the 
acceptance and use of Live Customer Support Chat – 
LSC in banking, through the motives that drive the 
user of the internet to embrace them. Additionally, 
the factors that influence customer’s intention to use 
LSC are being investigated. The factors used as 
mediators of the acceptance of the innovative 
technology are perceived usefulness, perceived ease 
of use, perceived trust, social norms, satisfaction, 
quality and compatibility of e-services, that seems, as 
a total, to have a positive correlation with the 
adoption of the LSC technology.  
A questionnaire was used, that was completed only 
from current users of LSC. The sample comprised 
form 258 individuals from both genders and various 
ages. The data were gathered during the summer of 
2017 and were analyzed with SPSS 23.00 statistical 
package.  
 
II. LIVE CUSTOMER SUPPORT CHAT – LSC 
 
Live Customer Support Chat – LSC is a web service 
that offers the user the ability to contact real time the 
employee of an organization that is in charge for 
customer service, exchanging instant messaging, 
through an application embedded in the website of 
the organization. It is one of the many ways 
(telephone, fax, e-mail, chat) that employees of 
customer service departments use in order to 
approach the customer.  
Live Customer Support Chat is a new tool that 
overcomes the traditional communication mean of 
telephone, of completing a communication form or 
using email messages. The rapid development of 
technology and the increase of internet speed have 
benefited the creation of a new e-business 
environment, as well as, new communication means 
between consumers and employees. The need of e-
consumers for social interaction pushes all type of 
organizations to invest in offered live services and 
reassure the quality and effectiveness of them.  
Although LC existed only in very few webpages in 
the past, during the last four years its use became 
more widespread. It is now a tool demanded by e-
marketplaces. With this new e-service customers are 
given the opportunity to talk directly to the employee, 
with no delays, while the employee and manage more 
than one conversation simultaneously. An article 
published in 2006 in Wall Street Journal supports that 
online banking must incorporate LCS and that such 
an e-service favors human contact. Specifically, it 
refers how sales can be increased and all kind of 
banking transactions can be made easier and faster 
(Bauerlein, 2006). 
Risk reductions along with the increase of social 
interaction and instant response to customer 
questions, create more personal experience and 
justify the dimensions of LSC during the last years. 
One example is the use of live chat in financial 
services by two banks in USA – Bank of America and 

Citibank- in order to acquire lost communication, due 
to the huge break down that was brought by previous 
bank buy outs and the loss of specialized in customer 
service employees.  
Traditionally, customer service departments are 
comprised by employees standing in front of a 
computer dealing with customer inquiries. The 
upgrade of mobile phones and the constant broadband 
access to the web, favor the development of 
applications such as live support chat, which are 
concentrated to the support and service of customers. 
In an LSC application, basic functions such as lists of 
customers seeking answer for a specific question, 
incoming / outgoing messages etc, are easily 
installed, appearing in a manageable form, for both 
website visitors and employees.  
Such a modern application provides the opportunity 
to the manager of customer service of having a list of 
conversations with the customers and access to the 
information they have registered to their account. 
Every conversation can come to an end when the 
customer is satisfied and terminates the procedure. 
Generally, it is easier for the customer to solve his 
problem, instantly, through an online chat, provided 
to him at the bottom of the webpage, rather through 
email. The existence of a LSC, available through 
mobile phones, provides even greater ease of use, 
since it is free from cable internet, while 
incorporating all the basic functions that browser live 
customer support provides.  
Summarizing, LSC is an innovative technological 
breakthrough that overcomes traditional ways of 
distant customer service. Based on the facts that most 
of the banks worldwide have either adopted or 
considering adopting this new technology based 
service and that customers are becoming more and 
more demanding, it is considered to be of use to study 
and understand the factors that shape users intention 
to adopt and use it. For example, a recent study 
concerning the use of 3G services of mobile phones, 
made it clear that perceived ease of use favors the 
turn of customers t such technology based services, 
while the same statistical important correlation was 
observed also for the adoption of technology by 
government organizations. Also, an empirical 
research of B. Jeongand T. E. Yoon (2013), 
concerning the use of mobile banking showed that 
perceived ease of use influences in a quite small 
percentage customers’ intention to adopt m-banking, 
but it is a crucial factor in defining it, because the 
user decides to use it.  
 
III. METHODOLOGY  
 
Research Measures and Research Goals 
This research is based on the fundamental principles 
of technology acceptance and adoption by taking into 
account for the selection of the research variables and 
the creation of the questionnaire the Technology 
Acceptance Model –TAM (Davis, 1989), the 
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extended ΤΑΜ (Davis et al., 1989), the Unified 
Theory of Acceptance and Use of Technology, the 
Technology Acceptance Model 2 – TAM2 (Davis & 
Venkatesh, 1996) the Theory of Planned Behavior – 
TPB (Ajzen, 1985) and the Diffusion of innovation 
(Rogers, 2003).  
By considering these models that include all the 
major factors influencing the intention of customers 
towards using a new technology, it is concluded that 
the factors of perceived ease of use, perceived 
usefulness, subjective norms, attitude towards, 
compatibility and trust will positively affect the 
intention to use LSC in banking.  
Perceived Usefulness is one of the dominating factors 
of the Technology Acceptance Model (ΤΑΜ). It 
refers to an individual’s perception of the effect that 
an innovative idea will have on his performance. This 
factor drives the individual to adopt or decline a new 
idea. If this idea seems useful and capable of 
promoting the individual, then acceptance 
possibilities are good. On the contrary, if the 
innovative idea does not seem to offer any unique 
advantage or does not convince the individual for its 
probable benefits, then decline possibilities are highly 
increased.  
According to ΤΑΜ, Perceived Ease of Use, is the 
second most important factor affecting the intention 
of an individual to use and adopt a new technology. 
The meaning of Perceived Ease of Use is referred to 
the level, based on the individual’s perception, the 
use of a system, such as LSC for completing a 
banking transaction, does not require and special 
effort. When a user of an e-service believes that the 
new innovative system can be easily used and does 
not need much effort, then the possibilities to accept 
are high. On the contrary, if the individual believes 
that the system is difficult to use, it is highly possible 
not to try but to reject it.  
Subjective norms are one more factor that affect the 
use of LSC in the banking industry and can be 
translated as “the perceived social pressure for 
executing or not a particular behavior” (Ajzen I., 
1991). More precisely, subjective norms can be 
described as the subjective perception of an 
individuals’ or “the belief over what other important 
to him/her people believe he/she must do” (Finlay, 
Trafimow, & Moroi, 1999). 
An individual’s attitude towards a new innovative 
system, such as LSC in banking, based on science of 
social psychology, is a very important forecasting 
factor of attitude and behavioral intention. Attitude 
towards a new system is the factor that mediates 
intention to use and perceived ease of use and 
usefulness, according to TAM. Generally, acceptance 
and use of technology are defined by an attitude of 
the user towards information for technology, which in 
turn is shaped by perceived usefulness and ease of 
use.  
Compatibility refers to the degree the use of an 
innovation indicated consequences in values, needs 

and possible previous experiences of the user. 
Compatibility is a defining factor for the diffusion of 
innovations and its reflection of behavioral intention 
of users has already been studies and evidenced in 
scientific areas such as use of group support systems 
(Stephen J., et al., 2014), adoption of new methods 
for software development, use of smart cards (Lee C. 
και Cheng Y., 2003) etc.  
A bank’s strategy must be based on the factor trust. 
The use of an LSC system is directly affected by the 
perceived risk, which is the belief for possible 
negative results that can arise through the use of an 
online system. Risks are associated with privacy and 
protection of persona; data. In order to overcome 
perceived risk, banks offer attractive, webpages, a 
variety of e-services, privileges for users of the e-
banking services, quality services and reliable 
security systems.  
The general goal of this research is to investigate 
factors that affect intention to use LSC in banking. 
The research questions were: 
1. What are the levels of perceived usefulness 
ease of use and subjective norms towards LSC in 
banking? 
2. What is the attitude towards, the 
compatibility and trust of users towards LSC in 
banking? 
3. What are the levels of intention to use LSC 
in banking? 
4. Is there any statistically important 
correlation of intention to use LSC in banking with 
the levels of perceived usefulness, perceived ease of 
use, subjective norms, intention to use, compatibility 
and trust of users towards LSC in banking? 
5. How high and form which factors there can 
be a forecast of intention to use LSC in banking? 
As mentioned above, questionnaire was chosen as the 
mean to collect primary data. 258 users of LSC of 
any bank were handed the questionnaire, through 
convenience sampling. The questionnaire consists of 
2 units. The first unit is divided in seven subunits, 
using a 5 point Likert scale, where 1 stands for 
completely disagree and 5 for completely agree, 
including the questions about defining factors of 
intention to use LSC in banking and evaluate the 
Intention to use. The second unit includes the 
demographics of gender, age and educational level.  
The statistical analysis was performed by using SPSS 
23.0. The reliability analysis for every scale of the 
questionnaire is shown at Table 1. It is evidenced that 
since Cronbach Alpha is over 70% in all cases, there 
is satisfying internal consistency of the 
questionnaires.  
 

Table 1. Reliability Statistics 
 Reliability Statistics 

 Cronbach's Alpha N of 
Items 

Perceived Usefulness .898 5 
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Perceived ease of use .888 6 
Subjective norms .839 2 
Attitude .940 4 
Compatibility .867 4 
Trust .937 12 
Intention to use .948 4 
 
RESULTS 
 
Pearson Correlation was chosen to reveal statistically 
important correlations and Hierarchical regression 
analysis was used to formally test the research 
hypotheses. The choice of these tests was made based 
on the measurement level of the variables and in 
accordance with the research goals. Specifically, 
Pearson test for correlation between two quantitative 

variables and the second technique focuses on the 
variables forming the hypotheses, repeated for very 
couple of variables.  
The hypothesis check followed (with significance 
level 0.05) was: H0=there is no correlation between 
the two variables and H1= there is a correlation 
between the two variables.  
The sample comprises from 56.6% men and 
43.4%.woman. The mean age is 30.35 years old with 
SD=4.807. Lastly, 15.95% of the respondents own a 
High School Degree, 64.6% of the respondents own a 
Bachelor degree and 19.5% own a Master.  
In Tables 2,3,4,5,6,7 and 8, the percentages and 
means of the questions related to perceived 
usefulness of LSC in banking, perceived ease of use 
of LSC in banking, subjective norms of LSC in 
banking, attitude towards LSC in banking, 
compatibility of LSC in banking, trust of LSC in 
banking, Intention to use LSC in banking are 
presented, respectively. . 

 
Table 2. Perceived Usefulness of LSC in banking 

 Completely 
disagree Disagree Neutral Agree Completely 

agree Mean 

LSC is useful in making my 
problems getting solved easier - 8.8 21.2 39.8 30.1 3.91 

LSC is useful in solving my 
problems more quickly 0.9 6.2 24.8 31.9 36.3 3.96 

LSC is useful in increasing my 
productivity because I have more 
time to work on other issues. 

3.5 12.4 30.1 23 31 3.65 

LSC is useful in increasing my 
effectiveness in finding ways to 
solve my problems.  

2.7 10.6 25.7 33.6 27.4 3.73 

LSC is useful in making my 
problems getting solved easier 0.9 12.4 26.5 38.9 21.2 3.67 

Usefulness  3.78 
 

Table 3. Perceived Ease of Use in banking 

 Completely 
disagree Disagree Neutral Agree Completely 

agree Mean 

LSC is easy to use - 3.5 14.2 29.2 53.1 4.32 
LSC is clear and understandable - 1.8 20.4 31 46.9 4.23 
LSC is easy to learn. - 3.5 12.4 34.5 49.5 4.30 
LSC makes it easy for me to become 
more skillful in dealing with my 
problems. 

1.8 12.4 23.9 43.4 18.6 3.65 

LSC support features and use are 
easy to remember. - 6.2 21.2 24.8 47.8 4.14 

I feel I have control over the use of 
LSC - 8.8 26.5 24.8 39.8 3.96 

Ease of Use  4.09 
 

Table 4. Subjective Norms of LSC in banking 

 Completely 
disagree Disagree Neutral Agree Completely 

agree Mean 

My friends who are important to 
me think I should use LSC 4.4 16.8 37.2 29.2 12.4 3.28 

My superiors/advisors who are 
important to me think I should use 5.3 10.6 38.1 19.5 26.5 3.51 
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LSC 
Subjective Norms  3.39 
 

Table 5. Attitude towards LSC in banking 

 Completely 
disagree Disagree Neutral Agree Completely 

agree Mean 

I like using LSC 2.7 11.5 18.6 38.9 28.3 3.79 
I feel good when I use LSC support 
to solve my problems and inquiries.  1.8 8.8 25.7 34.5 29.2 3.81 

Overall, my attitude towards LSC 
support is favorable - 6.2 16.8 35.4 41.6 4.12 

I will strongly recommend other to 
use LSC - 8 18.6 31 42.5 4.08 

Attitude  3.94 
 

Table 6. Compatibility of LSC in banking 

 Completely 
disagree Disagree Neutral Agree Completely 

agree Mean 

Using LSC is compatible  
with all aspects of my work. 1.8 10.6 21.2 27.4 38.9 3.91 

Using LSC support is completely  
compatible with my current situation - 6.2 15 32.7 46 4.19 

Using LSC fits well with the way I 
like to work. 2.7 13.3 23 35.4 25.7 3.68 

Using LSC support fits into my  
work style. 3.5 15 29.2 23.9 28.3 3.58 

Compatibility  3.84 
 

Table 7. Trust of LSC in banking 

 Completely 
disagree Disagree Neutral Agree Completely 

agree Mean 

I believe the technologies supporting 
the LSC are reliable all the time 1.8 9.7 31 33.6 23.9 3.68 

I believe the technologies supporting 
the LSC are secure all the time. 3.5 15 38.1 31.9 11.5 3.33 

Overall, I have confidence in the 
technology used in the LSC support - 9.7 29.2 37.2 23.9 3.75 

LSC has the ability to reliably solve 
my problems over the Internet - 8 25.7 39.8 26.5 3.85 

LSC support system has sufficient 
expertise and resources to help me 
over the Internet. 

0.9 6.2 25.7 43.4 23.9 3.83 

LSC  support staff has adequate 
knowledge to respond to my 
problems and inquires.  

0.9 6.2 25.7 46.9 20.4 3.80 

LSC support staff is honest with 
their customers.  0.9 5.3 23 43.4 27.4 3.91 

LSC support staff acts sincerely in 
dealing with customers. 1.8 2.7 22.1 43.4 30.1 3.97 

LSC support staff is concerned about 
consumer privacy 4.4 14.2 32.7 37.2 11.5 3.37 

LSC support staff keeps promises 
and commitments 0.9 8 29.2 38.1 23.9 3.76 

LSC support staff is trusted to keep 
my best interest in mind. 0.9 11.5 36.3 29.2 22.1 3.60 

I’m confident that LSC support staff 
will not disclose my consumer 
private information to unauthorized 
parties 

3.5 15 38.9 31.9 10.6 3.31 
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Trust  3.68 
 

Table 8. Intention to use LSC in banking 

 Completely 
disagree Disagree Neutral Agree Completely 

agree Mean 

The system quality of LSC will 
affect my intention to use it - 7.1 15 37.2 40.7 4.12 

The information quality of LSC will 
affect my intention to use it - 5.3 11.5 33.6 49.6 4.27 

The service quality LSC will affect 
my intention to use it - 4.4 16.8 31.9 46.9 4.21 

My trust in LSC will affect my 
intention to use it - 6.2 15.9 34.5 43.4 4.15 

Intention to use  4.18 
Correlation Analysis Results 
Table 9 is constructed to get a feel for the associations among the constructs constituting the model. Most of the 
correlation coefficients were significant and had the expected sign, with r between 0.3 and 0.7. Thus, the 
constructs, in general, as highly related, show that the higher the levels of usefulness, ease of use, subjective 
norms, attitude and trust they present, the higher the intention to use LSC in banking  

Table 9. Correlation analysis of intention to use with all variables 
 

Intention to use Usefulness Ease of use 
Subjective 
norms Attitude Compatibility 

Intention to use       
Usefulness .502**      
Ease of use .656** .524**     
Subjective 
norms 

.455** .566** .583**    

Attitude .663** .755** .636** .542**   
Compatibility .697** .705** .683** .588** .802**  
Trust .640** .678** .595** .655** .730** .725** 
**. Correlation is significant at the 0.01 level (2-tailed). 
  
Hierarchical regression analysis 
Hierarchical regression analysis is used to formally test the research hypotheses. This approach allows to focus 
on the variables forming the hypotheses. Also, this method is used to control the order of the variables entered 
into the regression model, allowing to assess the incremental predictive ability of any variable of interest. 
Diagnostic checks conducted (Figures 1 and 2) show that hierarchical regression assumptions were not violated. 
 

Figure 1. Hierarchical regression diagnostics Figure 2. Hierarchical regression diagnostics 
 

At the initial regression analysis 7 different models were created. The first model contains only demographic 
variables and explains 3.38% of the cases. In the second model Perceived Usefulness is added, with an R2 

increase (+0.217) explaining 25.5% of the cases. The third model includes Ease of Use and predicts 46.7% of 
the cases. In the forth model the variable of subjective norms is added with R2 remaining almost the same 
(+0.001) and the model predicts 46.8% of the cases. In the fifth model the variable Attitude is added, with the R2 

rising (+0.067) and the model predicting 53.5% of the cases. In the sixth model the variable Compatibility is 
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added with the R2 rising (+0.035) and the model predicting 57% of the cases. Lastly, the final model predicts at 
the highest level the Intention to Use LSC in banking with a percentage reaching 60% (59.3%) of the cases, by 
adding the variable Trust (R2 change=0.023).  

Additionally, in all models, except in the case of adding the variable Subjective Norms, the change observed 
was found to be statistically significant, as sig < 0.05. 

Table 10. Hierarchical regression results 

Model Variables t Sig. R Square R Square 
change 

F 
Change 

Sig. F 
Change 

1 

(Constant) 4.844 .000 

0.038 0.039 1.431 .238 Gender -.765 .446 
Age -.219 .827 
Education 1.850 .067 

2 

(Constant) 3.288 .001 

.255 .217 31.379 .000 
Gender -.381 .704 
Age .176 .861 
Education .382 .703 
Usefulness 5.602 .000 

3 

(Constant) .981 .329 

.467 .213 42.705 .000 

Gender .580 .563 
Age .499 .619 
Education -.201 .841 
Usefulness 2.616 .010 
Ease of Use 6.535 .000 

4 

(Constant) .969 .335 

.468 .001 .142 .707 

Gender .587 .558 
Age .544 .587 
Education -.215 .830 
Usefulness 2.285 .024 
Ease of Use 5.820 .000 
Subjective Norms .377 .707 

5 

(Constant) 1.281 .203 

.535 .067 15.210 .000 

Gender -.261 .795 
Age .809 .420 
Education -.256 .799 
Usefulness -.446 .657 
Ease of Use 4.008 .000 
Subjective Norms .246 .806 
Attitude 3.900 .000 

6 

(Constant) 1.406 .163 

.570 .035 8.363 0.005 

Gender -.361 .718 
Age .643 .522 
Education .041 .968 
Usefulness -1.061 .291 
Ease of Use 3.048 .003 
Subjective Norms -.173 .863 
Attitude 2.302 .023 
Compatibility 2.892 .005 

7 

(Constant) .772 .442 

.593 .023 5.800 0.018 

Gender -.088 .930 
Age 1.004 .318 
Education -.283 .777 
Usefulness -1.365 .175 
Ease of Use 3.096 .003 
Subjective Norms -.923 .358 
Attitude 1.689 .094 
Compatibility 2.363 .020 
Trust 2.408 .018 
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CONCLUSIONS 
 
The sample of the research is consisted by 56.6% 
man, the mean age of the respondents is 30.3 years 
old and by 64.6% own a Bachelor degree. Concerning 
the research questions, the outcomes are the 
following: 
1. What are the levels of perceived usefulness ease 

of use and subjective norms towards LSC in 
banking? 

2. The perceived of usefulness and ease of use 
levels of LSC in banking can be characterized as 
high enough and above average, while on the 
contrary subjective norms related to the decision 
for using LSC in banking is in medium levels.  

3. What is the attitude towards, the compatibility 
and trust of users towards LSC in banking? 

4. The attitude of respondents, the compatibility 
and trust towards LSC in banking can be 
characterized as quit high.  

5. What are the levels of intention to use LSC in 
banking? 

6. The levels of intention to use LSC in banking are 
quite high 

7. Is there any statistically important correlation of 
intention to use LSC in banking with the levels 
of perceived usefulness, perceived ease of use, 
subjective norms, and intention to use, 
compatibility and trust of users towards LSC in 
banking? 

8. There is a statistically significant relationship of 
intention to use LSC in banking with all 
remaining variables, as these correlations are 
positive and medium in power. Also, positive 
relationships appear in between all remaining 
variables. Thus, the higher the usefulness, ease of 
use, subjective norms, attitude and trust of LSC 
in banking, the highest the intention to use it.  

9. How high and form which factors there can be a 
forecast of intention to use LSC in banking? 

10. The last model created with the existence of all 
factors predicts in the highest level intention to 
use LCS in banking, with a percentage reaching 
60%.  
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