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Abstract

In the last years we have witnessed a substarialtly of Internet —based services,
both from pure Internet businesses and from t@uhli companies developing online
services. One of the key challenge of Internea aervice delivery channel is how
service quality is managed, which holds a significemportance to final customer
satisfaction. The purpose of this research issepdn the understanding of the service
guality dimensions affecting customer satisfactiorthe Internet banking sector from
the consumer point of view. Based on a detailedature review, a frame of reference
was developed for make the study as much reliablpossible. Five service quality
dimensions were selected to be tested in the leitdvanking sector in the company
case, in order to explore the relationship betwservice quality and customer
satisfaction. A quantitative research approachweasl to get a better understanding of
this issue. Data presentation and analysis wene @fo accordance with the research
guestions and the frame of reference. Finally,the last chapter findings and
conclusions were drawn by answering the researelstigms. Seven service quality
dimensions in internet banking were identifiedhiststudy (i.e., reliability and service
performance, responsiveness, fulfilment, privacyebsite characteristics and
customization, organizational issues, and effigignEactor and reliability (Cronbach
Alpha coefficients) analysis were carried out totedmine the validity and
unidimensionality of the construct. Furthermoresaxiations between the users’
satisfaction and service quality dimensions wadaegd, and found to be statistically
non significant. However, overall satisfaction ignséficantly depending by overall

service quality.
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Introduction

When judging the quality of the provided E-bankisgrvices,
customers consider a lot of factors which compbsé& judgment. For some
customers the response and efficiency of the semioviders would be of
greatest importance, for others the security anagpy issues might be more
important, and still for others what matters mostyrbe the website design
and ease of use. So we can say that in realitypmmess have different
expectations and requirements. They deem diffeaspects of the service
delivery process as essential, in order for thenbeosatisfied with the
service. Nevertheless, there should be some conmemuirements among
users of online banking services, some overaldvekpectations, which are
considered in this study.

As the service delivery process on the Interndexif significantly
from that in the traditional brick-and-mortar banksivironment, mainly
because of the lack of direct contact between tmpl@yees and the
customers, even the attributes for defining a fyghlity service delivery are
expected to differ in the two contexts. Accordirgy lti, et Al., (2002),
because of the existing difference between onlimé taaditional services,
real challenges in measuring the quality of onieevices do exist. Although
there is a lot of research on evaluation of tradai banking services quality
(Johnston, 1995), the correspondent on online sesvguality, also online
banking services quality, is still in its infancggntos, 2003). As the use of
online banking steadily increases over the yeanedftksson, 2003),
knowledge about defining high-quality service detiy over the Internet
becomes crucial for banks, which want to stay cdmpe on the
marketplace. If banks have knowledge about theitguatributes they can
use to measure the quality of their online servares the overall satisfaction
of their customers with each of these attributegould be much easier for
them to take necessary measures and steps to ienflievoverall service

quality. For example, if the efficiency of the see/provider is deemed very
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important for the quality of the delivered onlinengces and customers turn
out to be unsatisfied with this aspect of the sendelivery, it means that
banks and their managers should consider that isatefully and try to
improve it. Additionally, this knowledge will alselp banks allocate their
resources in a way that maximum service qualityrowpment is achieved.
This will eventually lead to gaining competitivevatitage, which will help
them in retaining their customers and increase trefitability (Bennett &
Higgins, 1988).

Finally, looking at the Ethiopian context in gereaad the United
bank context in particular, the issue mentionedvabseems to be very
important and relevant as Internet banking is tlestmecent banking service
in Ethiopia started by United Bank S.C. two yeage,aduring 2000 E.C.
Furthermore the adoption rate of the new bankinyice by users also
decreases from time to time according to unpubdisttecuments from the
bank. Taking these facts into consideration, Ingkat the problem of how
to measure the quality of online banking serviaes eustomers’ perception
of their quality seems quite appropriate and rédiato be conducted in
Ethiopia in general, and to the United Bank S.@litein particular. Based
on problem area discussions the research probléamnsilated as to gain a
better understanding of the service quality dimemsj affecting customer
satisfaction in Internet banking sector in Ethiopiherefore, the main
objective of the research is to study the userscgpeed quality and
customer satisfaction with Internet banking servige United Bank. More
over the research has the following specific olbjest

1. To assess customer perceptions of Internet bargangce quality at
United Bank S.C.
2. To examine the relationship between Internet bankjnality and
customer satisfaction.
3. To describe the role of Internet banking servicaliggadimensions in
estimating overall customer satisfaction.
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4. To identify the factors affecting the adoption atdrnet banking in

the Ethiopian context.

Review of Literature

Service quality has been found to be an importapiti to customer
satisfaction (Caruana & Malta 2002). Cronin and |®ay1992) originally
hypothesized that satisfaction is an antecedersenfice quality. Yang &
Fang (2004) identified online service quality dirsiem and their
relationship with satisfaction. These service Myaldimensions are
reliability, responsiveness, ease of use, competendayawardhena and
Foley (2000) mentioned some service quality ofrimee banking website are
important to increase customer satisfaction. Thase download speed,
content, design, interactivity, navigation, seguritA number of academics
such as Parasuraman et al. (1985); Gronroos (1998)ston (1995) and
other have tried to identify key determinants byichha customer assesses
service quality and consequently results in satigfa or not.

Yang & Fang (2004) in particular identified five lome service
quality dimensions include responsiveness, relighicompetence, access
and security and their relationships with satiséact Several items within
these dimensions are critical for customers to uatel service quality and
their own satisfaction level. The first importartridute is prompt order
execution and relative confirmation, which requiragequate system
capacity as well as staff support. The second rtapbaspect is accuracy of
the online trading system, including accurate ofd#ilment and accurate
record keeping. The third important aspect is dabeessibility of the web
site. The fourth important aspect is e-mail resgorbesides traditional
communication means such as phone calls, onlintormess in fact are
particularly keen for prompt response to their ing@s and prompt
confirmation through e-mail. Finally, transactieecurity and personal
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information privacy are major concerns for onlinstomers (Yang & Fang
2004).

Wolfinbarger and Gilly (2002) found that differedimensions of
their measure of e-service quality have varying&# on the consequences.
They found that reliability and fulfillment are th&rongest predictor of
customer satisfaction. Griffith and Krampf, reétrby Zeithaml (2002),
found that access and responsiveness of the welrsitiae key indicators of
service quality delivered through the web. In theiudy access was
operationalized as the provision of a hot-link etraddress and telephone
number of customer service agents. Responsivamasaneasured by the
promptness of the e-tailored responses to custoeensil.

Liu and Arnett (2000) identified five key dimenssoaritical to web
site success with customers. First, quality ofrimfation consists of relevant,
accuracy, timely, customized and complete inforamatipresentation.
Second important factor is the service includeslquesponse, assurance,
empathy, and follow-up. Third, system use includeurity, correct
transaction, and customers’ control on transactavder-tracking facilities
and privacy. The five service quality dimensiongenheen selected from the
study done by Zethaml et al (2002). These dimessare also mentioned
by different authors (Jun & Cai (2001); Yang & Fai2§04); Liu & Arnett
(2000) in their studies to determine online sengoality dimensions. This
is the main reasons behind selection of thesediivensions.

Ffficiencv
Online Service /v Reliahilitv Y v
_Qualit_y o R : ‘ Customer
Dimensions \: R Satisfaction in
- Internet
\ Fulfillment Banking
Privacv 4

Figure 1: Conceptual Framework for the Study
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In this conceptual model, According to Yi (1990) stamer

satisfaction is defined as "a collection outcom@efception, evaluation and

psychological reactions to the consumption expegenwith a

product/service". According to Zeithaml et al.0Q2) online service quality
is defined as "the extent to which a web site f@atds andmake more
effective shopping, purchasing, and delivery of dmeci and services"
(p.363). The following table describes the measergncriteria used in this
for service and theourses of

research quality dimensions

conceptualizations.

Table 1: Summary of Literature Reviewed

Online Service

Quality Dimension

Measurement Criteria

Supportive articles

Efficiency

The ability of the customers to getatavebsite, find
their desired product and information associg
with it.

Zeithaml et al., 2002;
ted

Reliability

The technical functioning of the sitsformation

that are provided are accurate.

Zeitham et al,
McKinney et al, 2002

2002}

Responsiveness

The ability of e-staff to providpprapriate
information to customers when a problem occ
willingness to help customers and provide pro

service.

Zeithaml et al.,
r3002;Parasuraman et a

npo88;Berry et al., 1985

Fulfillment

Accuracy of service promises, delivagi the

product in the promised time.

Zeithaml et al., 2002;

Privacy

Personal information are not shared, tredrd

information is secure.

et al., 2002

Berry et al., 1985

Zeithaml

Research Methodology

This section describes different research

metlandsdeepens

the chosen method of this study and the reasorthiochoice. Furthermore,

this chapter describes the chosen sampling tecentiye way the data for
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the study has been collected and the statistichhtques used to analyze the
data. In addition, the issue of the reliability awnalidity of the presented

study is discussed.

Research Research Sample Data Data
Purpose Approach Selection Collection Analysis

A 4
A 4
A 4
A 4

Research Reliability and Validity

Figure 2: Presentation of the Methodology.

Research Purpose

The purpose of the research is mainly descriptivé explanatory.
Descriptive because descriptive data has beenctadlethrough detailed
interviews and it is also explanatory since it vakplain the relationship
between the service quality variables and custosagisfaction and how

these dimensions affect customer satisfaction.

Research Approach

For the underlying study a quantitative approach alesen

Population and Sampling
The population of the study maintains 400 Intetpeking service
subscribers/customers of the United Bank locatedddis Ababa city of
Ethiopia. Surveying the entire Internet bankingrsisef the bank was
ensuring full representation of the population fauind to be non-feasible
in terms of time and cost. Therefore, a sample @@ *espondents,

representing one-fourth of the total Internet bagkservice clients of the
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bank, was drawn by using judgmental sampling. As ghrpose of this

research is to gain a better understanding of eerguality dimensions

affecting customer satisfaction with Internet bawgkservices, the sample

was drawn from the Addis Ababa city considering thailability of

majority of the respondents, convenience of theaesher, and time limit

to complete the study. Respondents for the studg welected by using

judgmental sampling procedures through the follgwgriteria:

» Sample should be more familiar with use of Internet

» Should have experience of using Internet bankingfdeast one year.

Therefore, based on the literature review and quuoed framework, a

guestionnaire with 42 statements/items were deeel@mnd distributed.

Table 2: Items pertaining to each dimensions arar thosition on the

original questionnaire

occurs

Iltems/ Content of each question New dimens

Questions label

Q7* Once a user managed to login into account,biduek’s | Reliability &
website does not ask him to re-login/logout afterréde | Service

Q8* The website supports a fast logout mechanissmfthe| Performance
user’s account

Q9* The bank’s website links are reliable as thalyetme to
the place where | want.

Q10* The website supports a 24x7 access to thernitte
banking services

Q11* Once secured the information from a user, lhsuhe
bank’s website doesn't freeze itself

Q13* The bank’s website provides trust-worthy imf@ation

Q14* Information contents such as text messagespaidres
on the website are easy to understand

Q15* The website maintained by the bank providgzapriate
information/directions to the users when a problem
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Q16* The bank helps customers by providing promst@mer
support services through website
Q17* The bank compensates for any logical probldrat [t
occurs while managing web based/e-accounts
Q29* The bank's website maintains updated profile
currency rates, interest rates, and commissiongelsato
support online clients
Q32* The website’'s section on “Frequently askedstjoas”
serves mostly to all the queries placed by thesislents
Q41* The bank supports the customers/clients todrmpetent
in using Internet banking services facilitated by i
Q3* The website maintains relevant/important infation to | Fulfillment
assist the users/clients
Q21* The website provides quick confirmation megsagn all
Internet banking services
Q22* The bank’s website performs the service raghthe first
time
Q23* The website correctly performs, every timd| Iaternet
banking related services
Q5* The bank’s website is easy & secured to naeigat the| Privacy
Internet banking options
Q25* The bank’s website avoids cookies (unwanteftiwsoe
programs) to collect any sort of information
Q26* | believe that all my transactions (financiahrough
website are secure
Q27* The website assures the users about non-ngsu@ar
the purpose) of the information provided by them
Q6* The website maintains a section dealing iniserpolicy | Website
and relevant notices characteristics &
Q12* The website maintains links those are supperind can Customization
be downloaded quickly
Q24* The bank’s website contains a section for rgvi
assurance on the security issues while collectarggnal
data from the client/user
Q30* The information provided on the website abbahking
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products/services is solving the purpose what fois i

being placed

Q33*

The bank website maintains a section that supf
physically disabled/handicapped (blind, deaf et@nts

by providing special services

Q35*

The bank’s website provides various languagéoas

other than English

Q36*

The website offered by the bank to performetnet

banking operations, welcomes me with my name

Q37*

The bank offers all required products/servigesedit
card, fund transfer etc.) which a client wants un

Internet banking

Q42*

Being a client of the bank, | don't see angkriwhile

maintaining web-based financial transaction

Q43*

The banks website provides me consistent aghep

Internet banking services whenever | am in need off

Q38*

Internet banking is attractive as it maintaithess

interaction with service facilitators (front-des&qple)

Organizational

Issues

Q39*

The bank maintains experienced staff to catrylnternet

banking service related operations

Q1s*

The bank supports a live call/chatting to keintained by
a user to online customer support executive foarabg

any doubts or gathering information on the service

Responsiveness

Q19*

The bank, promptly, takes care of problemeissed

with Internet banking services

Q31*

The bank’s website provides all relevant coni@etails

(e-mail/physical addresses, telephone numbers efc|

various authorities, departments and branches

Q1*

The bank’s website is simple to use

Efficiency

Q2*

The bank’s website supports fast/quick loginusers’

account

Data Collection
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For the purpose of the thesis, primary and secgndata were
collected. Primary data include a survey with costs of online banking
services for which adhoc questionnaire has beeigres Secondary data
include data from academic literature, books, jalgnreports and Internet
sources. Taking into consideration the time- ansbuece- limits of this
study, the author has decided to measure direodydivergence between
customers’ expectations and perceptions using améyscale. This approach
had made the questionnaire much easier to constagehinistrate and
analyze. In addition, it is thought to be easierthe customers to respond to
such guestionnaire including only one scale. Fisr plarpose, the author has
used the five-point Likert-type scale, ranging “tesgly disagree” to
“b=strongly agree”.

Before the questionnaire was distributed, it wemough a pre-
testing. The modified questionnaire was given t0 klernet banking users.
The administration of the questionnaire was caraetithrough distribution
of each questionnaire to the convenient place ci eaer’s after taking their
phone number from the bank. The bank first asks th#lingness before
provide their phone contact. The collection of thuestionnaire was made
immediately after the users fill all the questianisthe questionnaire by
checking their progress via cellular and officeepdlone. The time gap
between questionnaire distribution and collectianges from two days to
ten days. The questionnaire consists of 42 itendsd@mographic profile of

the respondents (gender, age, length of serviggeusmad income per month).

Data Analysis

The collected data in the study has been presamiganalyzed using
Descriptive Statistics, Cronbach’s Alpha Test oflid&®lity and Factor
Analysis with Principal Component Analysis as artrastion method,
correlation and finally multiple regressions. Inder to prove the internal

reliability of the instrument used, Cronbach’s Adplest of Reliability was
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performed, by grouping the different items (questjopertaining to the
different quality dimensions and test each dimemsidpplying this test
specifies whether the items pertaining to each dsiwa are internally
consistent and whether they can be used to metmisame construct.
Furthermore, using the Principal Component Anal{BSA) helps to
decide whether the division and description of théial dimensions
pertaining to the theoretical model are appropriétih the help of the PCA,
some of the items of the initial theoretical moeedre removed and the
number of dimensions was increased to seven. UHfiegabove stated
techniques resulted in modification of the initabdel. Finally, descriptive
statistics, correlation coefficient, and multiplegressions were applied.
Descriptive statistics like mean and standard dewiavas used to measure
the level of customer satisfaction on Internet laglservice of the bank.
Correlation coefficient was employed to see thati@hship between service
guality dimensions and overall satisfactions. Muétiregressions was used
to see the extent of effect that each service tyudilmensions has on overall

customer satisfaction and overall service qualityostomer satisfaction.

Reliability and Validity

When developing and evaluating an instrument anenwdonducting
research in general, there are two important istwshave to be examined -
the reliability and validity of the study. In thikesis, the face validity and
internal reliability have been applied, where tradidity of the study has
been proven through pre-testing, rewording and akeesion of the

instrument used.

Data Analysis and Findings
Descriptive statistics were applied to summarizeamescores of
various dimensions predicting service quality, alenographic profile of

the respondents. Factor analysis was carried autassess the
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unidimensionality and validity of the constructs the subsequent analysis.
Additionally, multivariate analysis was performea tdetermine the
contribution of each of the model dimensions irineating overall service

quality.

Scale Validity and Reliability
Validity Test

The principal components method of extraction (Hdasen
Eigenvalue>1) with oblique rotation was employednsidering all the
dimensions are conceptually linked (Hair et al, &9%0 perform factor
analysis. In order to test for convergent and rdigoant validity of the
constructs, factor analysis with varimax rotaticaswised. According to Hair
et al (1998) to determine the minimum loading neagsto include an item
in its respective construct, variables with loadigiggater than 0.3 were
considered significant; loading greater than 0.49remimportant; and
loadings 0.5 or greater were very significant. Thhs study accepts items
with loading of 0.4 or greater. Two rounds of facioalyses were performed
(see Appendix 3 and 4 for detail understandinghef two rounds). The
initial solution suggested that eleven factors lsarextracted. However, four
items (Q4*, Q20* Q28* and Q39*) were loaded belowi and removed
from further analysis. After removing these itetims second round of factor
analysis were performed, varimax rotation with dacloadings was then
generated, as summarized in table 3.

A total of seven factors with eigenvalues greateant 1.0 were
identified. The seven factors accounted for aboitl54% of the total
variance. It suggested that the items/variablethenquestionnaire address
more than 79% of the problem area raised by theareker, while the
remaining 19% of the problem is contributed by otfeetors. The items

belongs to the identified dimensions are measuraiigbility and service
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performance (1 through 13); Fulfillment (1 throud)) Privacy (1 through
4); website characteristics and customization (dugh 10); organizational
issues (1 and 2); responsiveness (1 through 3);effirdency (1 and 2).

Thus, all the scale items were found to be loadéal 7 factors (representing

79.154% of cumulated variance explained), with @dialoading of 0.487

and above, and perceived to be as service qualtgrgions in Internet

banking service (Table 3).

Table 3: Exploratory Factor Analysis (Loadings)

Items o g % é ‘_gu § g
2g 8 _ éﬁ Slgz S5/g¢ 'EE 9
c $8E|TL |8 |25«032368|gx|lify

RLSP1 -0.544

RLSP2 0.735

RESP3 0.708

RLSP4 0.753

RLSP5 0.662

RLSP6 0.627

RLSP7 0.594

RLSP8 0.615

RLSP9 0.634

RLSP10 0.721

RLSP11 0.611

RLSP12 0.506

RLSP13 0.556

FULL1 0.846

FULL2 0.749

FULL3 0.668

FULL4 0.487

182




PRIV1 0.5
38
PRIV2 0.7
84
PRIV3 0.7
60
PRIV4 0.6
67
WBCU1 -0.508
WBCU2 0.663
WBCU3 0.581
WBCU4 0.572
WBCUS5 0.664
WBCU6 0.688
WBCU7 0.717
WBCUS 0.796
WBCU9 0.695
WBCU1 0.632
0
ORGI1 0.810
ORGI2 0.532
RESP1 0.798
RESP2 0.575
RESP3 0.665
EFFI1 0.552
EFFI2 0.663

Reliability Test

Prior to the data analysis, the research instrusnesatre tested for

reliability, to check the degree to which the olsdrvariable measures the

“true” value and whether they are “error free.” Shuhe constructs were
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tested for reliability, using Cronbach alpha td3te generally agreed upon
lower limit for Cronbach’s alpha is 0.7 (Robinsen, al.; 1991), although it
may decrease to 0.6 in an exploratory research @taal., 1998), suggested
that the score for each construct should be grehger 0.6 for it to be

reliable. Hence, a score of 0.6 and above werepé&edein this study.

Therefore, to review the internal consistency & thodified scale items,
Cronbach coefficient (alpha) were computed and dot;mbe 0.932 (Table
8), another indication of acceptability of the i®mmoreover, all the service
qguality dimensions were demonstrated internal ct@scy between 0.670
for ‘efficiency’ and 0.878 for ‘reliability and seice performance’. This

indicates that all the seven dimensions maintaimsaeable reliability.

Furthermore, the statistics for “alpha if item det¥ is the Cronbach
coefficient for the rest of the scale, after theresponding item is excluded
from the construct. The “alpha if item deleteddsld increase only when
the first item from ‘reliability and service perfoance’ dimensions is
deleted. Furthermore, “alpha if item is deletedrevnot calculated for both
‘organizational issues’ and ‘efficiency’ dimensioas both contain only two

dimensions.
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Table 4 Scale Reliability (Cronbach Alpha)

Dimensions ltems Alpha Alpha
Coefficients  for| Coefficients if
dimensions Item deleted

Reliability & Service RLSP1 0.878 0.919
Performance RLSP2 0.863
RESP3 0.859
RLSP4 0.862
RLSP5 0.865
RLSP6 0.862
RLSP7 0.864
RLSP8 0.865
RLSP9 0.864
RLSP10 0.857
RLSP11 0.868
RLSP12 0.874
RLSP13 0.863
Fulfillment FULL1 0.827 0.818
FULL2 0.805
FULL3 0.743
FULL4 0.746
Privacy PRIV1 0.854 0.831
PRIV2 0.823
PRIV3 0.797
PRIV4 0.800
Website Characteristics & WBCU1 0.803 0.788
Customization WBCU2 0.773
WBCU3 0.780
WBCU4 0.770
WBCU5 0.795
WBCU6 0.783
WBCU7 0.794
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WBCUS8 0.792
WBCU9 0.798
WBCU10 0.782
Organizational Issues ORGI1 0.789
ORGI2
Responsiveness RESP1 0.715 0.596
RESP2 0.623
RESP3 0.657
Efficiency EFFI1 0.670
EFFI2
Reliability of the total scale 0.932

Demographic characteristics of the respondents

From Table 5 below, it can be seen that 12% ofréispondents are
aged between 18 and 25, 36% are in the age bet@#&emd 35, 44% of
respondents are aged between 36 and 45, and 8ésfndents are above
and equal to 46 aged, which is understandablef ditleoquestionnaires were
distributed in the business area where the majoritgll of people are aged
above 25. In the studied sample 47% are male artd &8 female.
According to the table above, from all respondemty 7% are 18/12 grade
complete, 17% of respondents are college diplomiaeno 70% of the
respondents are first degree holder, and 6% ofetsigondents are holders of
masters and above. This is helps the researchaptéon valid information
hence most of the respondents can easily understenthnguage on the
guestionnaires. As for the occupation of the redpats, 10% of them are
government employees, 45% are private organizatioployees, 34% are
running their own business, 6% are students, anadbf#tem are employed
in other sector. This also shows that Internet banks preferred by
employees and business men than students. Whenegghs monthly
income of the respondents from the above table nagh0% of the
respondents get less than 2,000 birr, 17% get leei®e001 and 5,000 birr,
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44% get between 5,001 and 10,000 birr, 6% get leetvi2®,001 and 30,000
birr, and no respondents who earn more than 30, [@0per month.

According to the table again, from all respondemtty 8% have been using
online banking services for less than 6 months, 3@&e been using such
services between 6 and 12 months and the majdrityeaespondents — 59%
have been using online banking services for moae #n year. This is quite
satisfactory as most of the people seem to have bgiaeg Internet Banking
for more than 12 months, so they have enough expeeito judge the
quality of the provided online Internet bankingwsees and their overall

satisfaction with those services.

187



Table 5: Personal Profile of the Respondents

Characteristics Percentage
Age (in years):
18-25 0.12
26-35 0.36
36-45 0.44
> 45 0.08
Sex:
Male 0.47
Female 0.53
Education:
10"12" 0.07
College Diploma 0.17
First Degree 0.70
Masters and above 0.06
Occupation:
Government Employee 0.10
Private Organization Employee 0.45
Running own business 0.34
Student 0.06
Other 0.05
Income (in ETB):
<2,000 0.10
2,001-5,000 0.37
5,001-10,000 0.44
10,001-20,000 0.06
20,001-30,000 0.03
Number of years of service usage
<6 months 0.08
6 months-1 year 0.33
>1 year 0.59
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Mean Scores of Performance Rating

The average service performance, as computed femkt banking
service quality on the seven identified dimensidogether with the overall
service quality and satisfaction is given in TaBleMean scores reveal that
the Internet banking is poorly performed, as mammag below average (less
than 2.5 on a 5-point scale), on most of servicaliudimensions and
specific to ‘overall service quality’ (2.010), afuVerall satisfaction’ (2.100).
However the service maintain above average perfoceman ‘efficiency’
(4040), and *fulfillment’ (2.595) as perceived hetrespondents.

Table 6: Descriptive Statistics for Service Qualymensions, Overall

Service quality and Satisfaction

Dimensions/ Mean Standard
Variables deviation
Reliability & Service Performance 2.397 0.657
Fulfillment 2.595 0.662
Privacy 2.363 0.771
Website Characteristics & Customization 2.241 0.542
Responsiveness 2.253 0.716
Organizational Issues 2.290 0.789
Efficiency 4.040 0.597
Overall Service Quality 2.010 0.893
Overall Satisfaction 2.100 0.859

Modeling Overall Service Quality and Satisfaction

Before attempting to regression analysis, cormtatcoefficients
between independent Internet banking service qualimensions and
dependant variables (overall service quality aricsfsation) were computed
(Table 7). Most of the perceived dimensions ofiserquality were found to
be significantly (p<0.01), others perceived dimensi of service quality

were found to be significantly (p<0.05), while trest are not significant at
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all with each other and overall service quality. Is& strong positive
association (r=0.828, p<0.001) was reported betvesenall service quality
and satisfaction. Similarly, significant asso@as between the modified
service quality dimensions and satisfaction repbrésmging from a low with
the dimension of ‘efficiency’ (0.209) to a high witwebsite characteristics
and customization’ (0.732).

Table 7: Summary of Correlation Coefficient

RLSP FULL PRIV WBCU | ORGI RESP EFFI ORSQ ORST

RLSP 1

RLSP 521%* 11

RLSP .585% | .496** | 1

RLSP .642* | .653** | .683** | 1

RLSP A418* | .285%* | .485** S502% |1

RLSP 500% | .372% | 247 A412% | -123 1

EFFI .033 -.016 .097 .070 .163 -.252% 1

ORSQ .638** .686** | .548** 793% | 354%* .533** .084 1

ORST S570* | .583* 524% 1 732% | .404** .625* | 209 .828** 1

** Correlation is significant at the 0.01 level (@Hed), * Correlation is significant at the 0.05 ééy2-
tailed).

The existence of significantly higher correlationefficients for
overall satisfaction and perceived service qualitth all modified Internet
banking model dimensions shows that the constraigsboth conceptually
and empirically distinct from each other and deiass strong predictive
power in the present study. Furthermore, the ptiediqoower validity of
each scale dimension/item was checked by usingssgm analysis. For
this purpose, the data were exposed to multipleessgpn analysis; by using
SPSS 13.0 the system was given command to perfbananalysis by
applying hierarchical approach of testing significenteraction effects over
and above the simple effects of the independenabas. As suggested by

statistician, if a correlation coefficient matriberdonstrates the degree of
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association between variables about 0.75 or higtlesre may be the
condition of multicollinearity that must be rectifi before using such
variables as predictors in regression analysis.coAtingly, the level of
associations in the study, as given in Table 8, f@asd to reach such value,
thus multicollinearity analysis was carried outdyefthe regression analysis.
Multicollinearity refers to high correlations amotige independent
variables. According to Guijarati (1995), occurrencé this effect violate
some of the basic assumptions for regression amly3o test for
multicollinearity, Kleinbaum et. al. (1988) suggestlculating the Variance
Inflation Factor (VIF) for each independent vareabAccording to them, as a
rule of thumb, if the (VIF) for each independentiable exceeds 10, that
variable is said to be highly collinear and willggoa problem to regression
analysis. As Table 8 shows, the variables togethtr their respective VIF
values are between the range of 1.200 and 3.990belew 10. Therefore,

there was no problem of multicollinearity.

Table 8: Computed VIF value for each independentiske

Overall service quality VIF (Variance Inflation Factor)
RLSP 3.805

FULL 2.123

PRIV 2.121

WBCU 3.990

ORGI 1.874

RESP 2.231

EFFI 1.200

Dependent Variable: Overall, how satisfied are yeith the Internet
banking services of the United Bank?
Source: Author’s calculation
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The entire service quality dimension except ‘relisband service
performance’ (3=0.076), and ‘organizational iss8s0.044) emerged as a
critical determinant to overall service quality. rof all service quality
dimensions, ‘website characteristics & customiz&t{@=0.640), emerged as
the most critical determinant of overall servicalify. That means, website
sections, links information, appearance, layoutglege, service package,
updated data, support maintained by the serviceigen and effective
customization are the aspects those Internet bgrdanvice users used in
their assessment of Internet banking service qualiOn its behalf, the
service recovery process, if well done, can havsitipe impact on the
development of trusting relationships with custosnemd can lead to
increased customer satisfaction (Grénroos, 200@thErmore, the prompt
response to customers’ requests by email is begpmore and more
important for improving the overall quality of oné services (Jun & Cai,
2001).

Secondly, ‘fulfillment’ (3=0.264), is found as amtg determinant of
overall service quality. Items like assistance,ciuconfirmation, right
service, and continuality of the right service tre second aspects which are
used by the users in evaluating the quality ofrivde banking service. All
these factors are related to the theoretical petisies of fulfillment, which
according to Zeithmal et al. (2002) are accuracysafvice promises, and
delivering the product in the promise time.

The third important dimensions according to the rsisas
‘responsiveness’ (3=0.253). Responsiveness meah@radility of e-staff to
provide appropriate information to customers wherobfem occurs
(Zeithmal et al., 2002), timeliness of service tm&tans mailing a transaction
slip immediately, calling the customer back quicldwing prompt services
(Berry et al., 1985), this responsiveness criteea be comparable to what
the respondents selects as important determin&rdsesall service quality
measurement dimensions. As per the users percepfi@ervice quality
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dimensions, ‘efficiency’ (3=0.126) is related taglicity use and fast logout

that contribute to their overall service qualityasarement.

Additionally, an attempt was made to identify thentibution of each

modified Internet banking model dimensions togetwéh overall service

quality in predicting overall customer satisfactighgure 4.1). On the part

of the independent dimensions of Internet bankinglity model, no item

contribute significantly to overall customer sadfon.

However, overall

service quality was reported as the most signific@terminant of users

satisfaction in Internet banking services (3=0.736).001).

Reliability &
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Performanc

Overall Service
Quality

w

.00¢
0.16¢

Figure 3 Framework for Overall Service Quality &uatisfaction
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Conclusion and Managerial Implication

The purpose of the present research is to determustomer
satisfaction with Internet banking service throwgistomer perceived service
quality. Regarding the result, the majority of tfhedings of the study
supported the applied theory indicating that therestrong relationship
between overall service quality and satisfactiomternet banking of United
bank, Addis Ababa, Ethiopia. The study adaptedSE®RVPERF approach
in the context of Internet banking services. Bwraming factor analysis,
dimensional structure of reliability and servicerfpemance, fulfillment,
responsiveness, privacy, website characteristicdd austomization,
organizational issues, and efficiency were idesdifi Empirical results show
that more than 79% of the variance is explainedti®y identified seven
dimensions of service quality. Also the study ssig that New Internet
banking dimensions have major implications in datamg overall service
quality.

The research results offer important insights.aRed to the
overall service quality and satisfaction, as measgwsing a five point Likert
scale, the study revealed that there is a modgrédel perceived service
guality and users were somehow dissatisfied wighsdrvice provided by the
United Bank S.C. as noted by participants of thedyt lack of online
financial transaction service, password errorsk lat concern in keeping
users’ interest by the bank, delay in respondingustomer problems, and
the presence of inexperienced staff are some offabtrs contributing
negatively to users overall satisfaction. Hena®ise provider need to do a
lot with respect to these aspects of service qualitorder to improve the
overall level of service and ensure more custonsassfaction.

In order to study the relationship of overall dgiyabf service with

users satisfaction, correlation and regressionyarsalvere undertaken. The
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standard regression analysis depicted a significantribution in estimating

overall service quality and satisfaction througtiependent new dimensions
of Internet banking model. When all the seven disiens are allowed to
develop a model estimating overall service quaktgbsite characteristics
and customization was reported to be the most fgignt contributor

followed by fulfilment, responsiveness, and efiecy respectively.
However, the remaining dimensions (reliability aservice performance,
privacy, and organizational issues) were identifiad non-significant
contributors to estimate overall service qualityn the other hand, overall
service quality emerged as most significant deteamt ([3=0.706, p<0.001)
to users satisfaction with Internet banking servic8urprisingly, all the
dimensions of service quality were found non-sigaifit to satisfaction.
Therefore, the bank should display it's concernoverall service quality
such as introducing ATM and VISA card, adding oalfinancial transaction
services, prompt response to customer problems, @pgtading the
knowledge of its staff to further ensure both ahhigiality service and users’
satisfaction. Additionally, they should be ableptovide the service to the
users dependently and accurately, while maintairgimgere interest for

solving users’ problems.

Managerial Implication
Implications for Practitioners

With Internet and Web technologies developmenttarners can
have unlimited access to the financial informatibey require and may
enjoy a wider range of financial transaction froenking site. Therefore, it
is not easy for Internet banking or traditional kiag to gain and sustain
competitive advantages based only on a cost syratednternet banking
market. Rather, defining customers’ needs ancepeate, and their related

quality dimensions have increasingly become a keyind) force in
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enhancing customers’ satisfaction and attract mostomers. Identification
and measurement of customers, expectations ohteekt banking services
provide a frame of reference for banks’ assessmértheir quality. This
study identified a total of seven service qualitjpensions. Obviously, in
order to maintain a high level of overall servieeality, the banks providing
Internet banking services should pay attentionlitthase dimensions tested
in this study. However to strengthen competitigsnén the extremely
competitive market, given limited organizational sgarces, it is
recommended that the Internet banking should facushe main four key
dimensions, website characteristics, efficiency, fulfilment, nda
responsivenessn order to achieve high level of service qualignd on

overall service qualityo create customer satisfaction customer satiefact

Implications for Theory

The main purpose of the study is to gain a betteletstanding of the
relationship between service quality and custonagisfaction in Internet
banking and aim to describe and explore a phenomesithin this specific
research area by answer four research questioreordtically this study
extends the knowledge body of service quality amstamer satisfaction by
enriching the content of service quality dimensiapgplicable for Internet
banking sector, and based on existing theories, gtidy tested seven key

service quality dimensions in Internet banking eant

Implication for Further Research

With the development of e-commerce and Internetkingn some
areas which are not covered in this study areestarg and need to explore.
In addition, the limitation and shortcoming of th&udy also provide
implications for future research. Future researcduld make several
extensions of the current study. First, futurecagsh needs to verify the
service quality dimensions in Internet banking dedi in this study. Also
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this study was conducted to find the linkage betweervice quality
dimensions and satisfactions from the consumersvpoint. The study
could, in the future, be conducted to explore anoflide the providers’ view.
In other words, it could assess the bank and dihancial institutions’
viewpoints and their instance regarding what theghtidentify as service
quality variables to satisfy their customers. Thauld further confirm or
disconfirm the presence of the seven variablediitieshin this study.

Second, the research findings need to be enhamzbdadidated by
using more diversified random samples and employinijne survey or
content analysis method, since the main limitation quantitative data
collection that restricts the developments of teevrindings is the number
of samples, which are only 100. Therefore, a greatenber of samples
might give a more reliable and different findingowkver, since the results
obtained through this study were through quantatimethods and
gualitative ones were used simply to have a secgnoanfirmation of the
findings, a larger sample size should not affeetdbnclusions drawn from
this research.

Finally, since the time and cost limitation, thadst was conducted
only at United bank in Addis Ababa area. Futuseagch can be conducted

at different banks and a different picture migholffered.
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