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ABSTRACT

The research was descriptive study aimed sstessment of the electronic banking system
in two selected branches of commercial banlEthiopia in Addis Ababa. Convenience
sampling strategy which is a non-probability samglitechnique was adopted to select 370
customers from the two selected branches. Fromatad 370 questionnaires distributed to the
customers of commercial bank of Ethiopia, 320 usahlestionnaires were returned which is
about 86% response rate. Questionnaire was usdtieagprincipal tool for the data collection.
With the aid of the statistical package for sogailences (SPSS) windows software version 20
the data was analyzed using basic statistical tsolsh as frequencies, mean, and percentages.
The study among other things brought to the foe¢ tustomers of the selected branches were
highly aware of the existence and usage of theouarelectronic banking products. Result of the
study also indicated that customers prefer to teemsusiness in the halls in spite of the long
gueues largely because of the difficulty asged with accessing e -banking products. The
study also identified basic benefit of E-banking tlee customers, such as it saves time and
quick, minimizes risk of carrying cash, makes gieafor customers to do banking activities and
the other was assessed. Lastly the study also lexve®rtain outcomes of electronic banking
transaction failure such asaffects customer’'s maadl also makes them not to patronize the
product again.

Key words: E-banking, ATM, POS, Mobile banking,a@met banking
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CHAPTER ONE

INTRODUCTION

1.1 Back ground of the Study

Banking has been one of the services that provideopportunity to use the internet to enhance
business transactions that engenders customefastiin. The term electronic banking was

defined byAllen et al (2001}o mean the procurement of data or services bynk tmaits clients

by means of a computer. A more sophisticated sefgithe particular case that furnishes clients
with the opportunity to get access to their accewand execute transactions and to buy item
online by means of the internet (Daniel, 1999). Triag@id changes in business operations in
contemporary times in the form of technologioaprovement require banks to serve their
customers electronically. Traditionally, banks hakeen in the forefront of harnessing

technology to improve their products and servicése banking industry and its environment in

the 2f' century is highly complex and competitivedatherefore the need for information

and communication technology to take centragestin the operations of banks (Stevens,
2002).

Electronic banking (E-banking) is critical in thensformation drive of banks in areas such as
products and services and how they are deliveredstomers. Thus, it is seen as a valuable
and powerful tool in the development, growtgtromotion of innovation and enhancing
competitiveness of banks (Gupta, 2008; Kam@052. Given the significant role of e-
banking in the developmental drive of banks, infation technology has been found to lead to
improvement in business efficiency and servigglity and hence attract customers as well

as retain them (Kannabiran& Narayan, 2005).

According to Chang, (2003) E-banking contributgignificantly to the distribution channels
of banks such as automated teller machindM)A Phone-banking, Telebanking, PC-

banking and now internet banking. In additidransfer of funds, viewing and checking
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savings account balances, paying mortgagesyinga bills and purchasing financial
instruments and certificates of deposits processe® improved significantly as a result of
internet banking (Mohammed et al., 2009). This ie®lthat, e-banking has resulted in
efficiency in service delivery in the bankirsgctor because customers can transact business

from one side of the country to another and frathlbong and short distance.

Other scholars argued that, e-banking has transftmaditional banking practices to the extent
that it has been found to create a paradigm shiftnarketing practices resulting in positive
performance in the banking sector (Gonzalez, 200&holtra& Singh, 2007). This shows that
the delivery of efficient and quality service iildated by information technology. Similarly,
Christopher et al. (2006) indicated that e-bagkiprovides an important channel to sell
products and services of banks and is pexdeito be a necessity for banks to be
successful. Therefore, service quality andcieficy in the banking industry has increased
tremendously worldwide in the world due tee integration of information technology into
banking operation. Banks just like other businessestuning to information technology to
improve business efficiency, service quality artdaat new customers (Nath et al, 2001). Today
e-banking has experienced phenomenal growth lzasl become one of the main avenues
for banks to deliver their products and smsi The need to globalize the banking industry
and the whole financial system is also a neceswijtdactor for the E-banking system. The E-
banking also intend to ensure quality financiaviger delivery by the banks, the need to foster
an efficient financial market and broad basedshless society is of value in the
introduction of the E-banking, transparency guoitk service rendition is equally intend by the
E-banking. With the e-banking, the banks will béeab handle large volume of transactions. In
recent decades, investment in information teldgy by commercial banks has served to
streamline operations, improve competitiveneasd increase the variety and quality of

services provided (Amato-McCoy, 2005).

The use of electronic banking products and servioebanking operations has turned into a
subject of key significance and concerns to allkisain any case, it ought to be understood, that
electronic banking service came out of Informateomd Communication Technology that

made it feasible for service providers armirtcustomers in developing economies to

enjoy the services that is also enjoyed the developed countries. Electronic banking
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services have given banks the chances to inspertglwhich urge them to continue banking
with them. Today, it is hard to see a bank in tagom that does not offer one type of electronic
banking service or the other, even banks in thet nemsote parts of the world. Information and
communications technology has become a vissetathat has transformed many areas of
life including business and commerce. Inforo@tsystems are used in business to facilitate
new products, and create market opportunities. [Dped and developing areas of the world are

now using internet banking services as a pmsiitive strategy as noted by (Gurau, 2002).

Banks have realized that the banking of tomorrowuies more of electronic banking

transactions rather than traditional banking systemin other words, the paper based
transaction is now being replaced by eledtrbdased transactions. Whether a bank would
be successful or not rely on upon the degree tatwiiis putting resources into IT and utilizing

it as a part of an inventive way. This territoryshaeen noted to be a noteworthy competitive
ground for banks that are working in the post-stidtion time. Telephone banking,

Automated Teller Machines (ATMs), internet kiag, mobile banking, and network

banking and many others are examples of heehnology is changing traditional banking
now (Gurau, 2002).

In Ethiopia, however, cash is still the modbminant of exchange, and electronic
payment systems are at an embryonic stagethénface of rapid expansion of electronic
payment (E- payment) systems throughout theeldped and the developing world,
Ethiopian’s financial sector cannot remain anegtion in expanding the use of the system
(Gardachew 2010, p.2). The development of E-comeneéhe service delivery and efficiency of
electronic banking system is not well developedEthiopia. Most banks operated in Ethiopia
provide service to customers by using traditionatems that is why every bank customer is
highly dissatisfied by the disappointing statusfinéncial development in Ethiopia. As it is

stated in different E-banking literature sonigh@ problems related with customer service
delivery of E-banking are: Low level of interngtenetration and poorly developed
telecommunication infrastructure. Ethiopia has yet enacted legislation that deals with E-
commerce concerns including enforceability of tlaidity of electronic contracts, digital

signatures and intellectual copyright and rieistthe use of encryption technologies and

High rates of Iilliteracy. Low literacy rate is &r®us impediment to deliver the service to
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customers of E-banking in Ethiopia as it hinders #tcessibility of banking services. For
citizens to fully enjoy the benefits of ErAb@ng, they should not only know how to read
and write but also possess basic ICT literdGardachew, 2010). But risks related with
security issues, lack of competition between Id@alks and foreign banks and social awareness

on the E- banking system were not addressed.

Commercial Bank of Ethiopia was established 1963 and it is the first bank in
Ethiopia to introduce modern banking systemhdountry (ATM service for local users)
in the country when it launched proprietary AHWystem in 2002. Over all CBE Plays a
catalytic role in the economic progress and devalm of the country with the wing of
government. The Bank’s deposit and total assetsrémshed to 374.8 billion birr and 495.4
billion birr respectively which the president assdrto be an outstanding achievement as of first
quarter of 2017/18. To enhance accessibility, heamches were opened throughout the country
which brought the bank’s branch network to 1,23@8créntly Commercial bank of Ethiopia has
more than 16.5million account holders. Now a dalyssnumber of ATM machines are growing
quickly, with banks eager to ease access for thestomers. On the other hand, the numbers of
Mobile and Internet Banking users are reached rtie 1.5 million and 29,483 as of 2017/18
first quarter report. The numbers of ATM card hotdare also 4.1 million, and currently the
total number of ATM 1,638, and 8000 POS (2017/1& fjuarter meeting report and E-payment
procedure). It has strong correspondent relatignglith more than 50 renowned foreign banks
like Commerz Bank A.G., Royal Bank of Canada, G#ank, HSBC Bank etc. Commercial bank
of Ethiopia has a SWIFT bilateral arrangement wiitbre than 700 others banks across the world
and Pioneer to introduce Western Union Moneyn3ier Services in Ethiopia early 1990s
and currently working with other 20 money tramshgents like Money Gram, Atlantic
International (Bole), Xpress Money etc. Beside this, CBE combines a wide capital base

with more than 33,706 talented and committeghleyees and has opened branch in South

Sudan since June 2009 (http://www.combanketh.ef)asp
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1.2 Statement of the problem

In the past, customers demand for banking serviessdriven basically by safety of their money
as well as interest accruing from such savings. dpication of computer technology to the
complex internet banking technology known as thbaBking was expected to bring about
efficient service delivery and improved performaméehe banks, however, it is unprecedented
to note that only little have been achieved bylheks despite the application of the E-banking,
most banks still witness crowd and long queue daly dases at the banking hall, the suppose
cashless society has almost remain a mirage in rpartyof the nation since people still carry

around volumes and large cash value (Kehinde, 2015)

With the advent of computer and its attendant ngvah of information processing, electronic
banking has become the order of the day. The eeguliffect is the emergence of various
automated devices. Electronic banking enhancespked and quality of service delivery and
has radically changed how banking is done worldwitlee volume and speed of banking
transactions have tremendously improved, espedraltiie developed countries. In Ethiopia E-
banking is at the infancy stage as many transactoe still being carried out manually. In line
with its vision commercial bank of Ethiopia striveés create a cashless society by offering
different e-banking products that provides a bett@mue of accessing banking services without
necessary visiting banking hall. The degrees toclwhhe bank is strongly committed the
functionality and performance of E-banking prodisctdetermined by the rate of complain or
feedback received from customers. The customewimercial bank of Ethiopia E-banking
product users in Addis Ababa are extremely disagpdiand complained the service delivery of
the bank, especially while they are using ATM foraslke withdrawal

(www.ethiopianreporter.com)n addition, complaints have also been raisedadares at point

of sale terminals (POS) in store or installed gesmarkets whenever access to the central server
fails. Moreover, electronic banking was adopteyl banks so as to ease pressure at the
banking hall and provide space yet this seem nbate been materialized. In spite of all these
efforts little has it impacted on the behavioursnmdiny customers and consequently the long
gueues and congestions exist at the banking h&bimmercial Bank of Ethiopia. The question
that arises from the above argument is that varg customers still preferring being in

gueues and spending more hours in the bgniansactions that being at their comfort zone
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and banking electronically? It is against this lggokind and other related issues that the

researcher attempts to answer in this study byrfgqhdut why these problems occur.

1.3 Basic research questions
Based on the above stated problem statement, tbwviimg research questions were answered:
1. Are customers aware of the existence and usagéheofvarious electronic banking
products?
2. What are the benefits of Electronic banking proddicim the viewpoint of the customer?
3. Why do customers prefer the banking halls to ebedtrbanking service delivery?
4. What are the outcomes of electronic banking praltrensaction failure on customers in

commercial bank of Ethiopia?

1.4 Objectives of the Study

1.4.1 General Objective of the Study
The general objective of this study was to asdesslectronic banking system in commercial
bank of Ethiopia.

1.4.2 Specific Objectives of the Study
In addition to the general objective of the stupggdafically, the study were seeks to;
1. To investigate whether or not customers are awartbe electronic payment products
and its usage in commercial bank of Ethiopia.
2. To find the benefits realized by customers frontietmic banking products.
3. To assess customer’'s preference between bankitigeirhalls and electronic banking
service delivery channels.
4. To assess the outcomes of transaction failures ustomers in usage of electronic

banking products in Commercial bank of Ethiopia.
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1.5 Scope of the Study

The study was important in obtaining a lot of imh@tion if it covers all branches of commercial
bank of Ethiopia. However, it is impractical or uamageable to include all branches even in
Addis Ababa because of resource limitations. Theecthe study was assessed commercial bank
of Ethiopia GezahegnYilma branch and Paulo’s brahahare found in Addis Ababa.

1.6 Limitation of the Study

The study focused on the selected branches of cocrahbank of Ethiopia. While conducting
the study, the sample is taken only from two brascbf the bank and it doesn’t include the
remaining branches of commercial bank of Ethiop&t &ire operating in the country. However if
it involves more branches, the findings of the gtueuld be generalized. This is not so the case
due to time and money constraints, which are thpmianitation of the study. It is also faced
that respondents were not properly respondedh#o whole content of the questionnaire due
to misunderstandings, lack of knowledge or wotment to the subject matter.

1.7 Significance of the Study

The finding of the study were significant #sis expected to enhance the awareness of
stakeholders with regard to the E-banking servielevery to customers in Ethiopia specifically

in commercial bank of Ethiopia. In addition, thisidy expected to help other researchers who
are interested to conduct further study regardimgyissue under investigated by providing use
full information. Finally based on the factors fauto be influencing bankers’ decision on E-
banking system, the study may provide recommenasfior banks about changes needed to
accelerate the practice of the system tavelelservice to customers through technological

innovation.

1.8 Operational Definition of Basic terms

Electronic banking: Refers to any transfer of fundgiated or processed using electronic
techniques.

Commercial bank of Ethiopia: Refers to an orgamzatwhich provides services such as
accepting deposits, giving business loans and kbasestment products and other financial

services to their customers.
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Automated teller machine (ATM): shall mean an Umadied Acceptance Terminal that
has Electronic Capability, accepts PINs, and dstmirmoney, and may provide balance

information, fund transfers between accounts ahdratervices.

Personal Identification Number (PIN): shall meapeasonal identification code that identifies a
cardholder in an authorization request that origimaat a terminal like POS and ATM for

authorization.

1.9 Organization of the Study

The research paper have five chapters; the firapten includes background of the study,

statement of the problem, research questions, t@gec significance, scope of the study,

limitation of the study and also definition of tesmThe second chapter was about review of
related literature which is related to the studgaaand it gives a detail description of the study
phenomenon by relating other scholar papers onatlea. The third chapter is all about

methodology of the study in which research appromoth method, sources of data, sampling
techniques and procedure, method of data colleetimhanalysis and the like were included. In
the fourth chapter the collected data were analydestussed and interpreted. And the last

chapter contains summary, conclusion, recommendatiberences and annex.
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CHAPTER TWO

REVIEW OF RELATED LITERATURE

2.1 Definition of Electronic Banking

E-banking has a variety of definitions all referth@ same meaning, the following section show
some of these definitions. E-banking is a form ahking service where funds are transferred
through an exchange of electronic signal betweeanttial institutions, rather than exchange of
cash, checks, or other negotiable instruments (KRn#009). E-banking, also known as

electronic funds transfer (EFT), is simply the w$eelectronic means to transfer funds directly
from one account to another, rather than by cheaash (Malak, 2007). Electronic banking is

one of the truly widespread avatars of E-commédreentorld over.

Timothy (2012) electronic banking alludes to thelizgtion of the internet as a remote
conveyance channel for giving administratiorisy example, opening a bank account,
transferring funds among diverse accounts andrel@ctbill presentment and payment. This can
be offered in two principle ways. A bank with phyali offices can build up a Website and offer
these services to its clients notwithstanding ustemary conveyance channels. Second, is to set
up a virtual bank, where the PC server is houseathioffice that serves as the lawful location of
such a bank. The banks offer their cliente ¢hpacity to make deposits and withdraw
funds by means of ATMs (Automated Teller Maels) or other remote conveyance
channels claimed by different foundations, ¥drich an administration expense is

acquired. Ahasanul (2009) Electronic banking islera delivery channel of banking services.
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2.2 Forms of Electronic Banking Service Delivery Cannels

2.2.1 Automated Teller Machines (ATMs)

Rose (1999) as cited in Abor, describes ATMs follows: “an ATM combines a

computer terminal, database system and cash vaaoita unit, permitting customers to enter the
bank’s book keeping system with a plastiadcaontaining a PIN or by punching a
special code number into the computer termimked to the bank’s computerized records
24 hours a day”. It offers a great deal of baglservices to clients. They are mostly situated
outside the banks. They were introduced initidlby serve as cash dispensing machines.
However, as a result of the rapid increase in teldgy, ATMs go to the extent of given

accounts balances and bill payments. Banks use digstronic banking device, to gain

competitive advantage. The combination of autommatend human tellers gives more

productivity for the bank during banking hours.

It additionally spares time in customer segvidelivery as customers do not queue in
banking halls, and along these lines caneshvsuch time spared into other productive
activities. ATMs are efficient method for yielditmggher profitability as they accomplish higher
efficiency per duration of time than human telle(a. normal of around 6,400 exchanges for
every month for ATMs contrasted with 4,308 fhuman teller (Rose, 1999). Furthermore,
ATMs ability to work after banking hours providentmue productivity. Available services on
Commercial Bank of Ethiopia ATMs (card-banking) ,a2d hours a day and 7 days a week;
Cash withdrawals, Bill payments, Forex exchangendrdransfer, Balance inquiry, mini

statement, PIN change etc.

2.2.2 Point-of-Sale Transfer Terminals (POS)

Point of sale which is computerized and telecomiation devise provide the customer with

access financial transaction in public place. Thstesn allows consumers to pay for retail

purchase with a check card, a new name for defit ddis card looks like a credit card but with

a significant difference. The money for the purehistransferred immediately from account of
debit card holder to the store's account (Malak,720Using POS (Point of sale/Service); we can

render the following services;

v" Cash Advance service
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v/ Sales of goods and services

v" Preauthorization and completion service

2.2.3 Credit Cards

A credit card is a small plastic card issued tasuss a system of payment. It allows its holder to
buy goods and services based on the holder's peaimipay for these goods and services. The
issuer of the card creates a revolving accountgradts a line of credit to the consumer (or the
user) from which the user can borrow money for paryinio a merchant or as a cash advance to
the user (Mavri&loannou, 2006). A credit card iffetient from a debit card in that it does not
withdraw money from the users account after eveagsaction. The issuer lends money to the
consumer to be paid to the merchant. Holders eledd credit card have the authorization to
purchase goods and services up to a predieedl amount, called a credit limit. The
vendor receives essential credit card informatromfthe cardholder, the bank issuing the card
actually reimburses the vendor, and eventuallycirelholder repays the bank through regular
monthly payments. If the entire balance is not paidull, the credit card issuer can legally

charge interest fees on the unpaid portion (Mawanou, 2006).

2.2.4 Debit Cards

A debit card (also known as a bank cardcleque card) is a plastic card that prewid
an alternative payment method to cash when ingakpurchases. Functionally, it can be
called an electronic cheque, as the funds are vatinal directly from either the bank account or
from the remaining balance on the card. In somes;dke cards are designed exclusively for use
on the internet, and so there is no physical cirdnany countries the use of debit cards has
become so widespread that their volume of use kagaken or entirely replaced the cheque
and, in some instances, cash transactions. Likéitccards, debit cards are used widely for
telephone and Internet purchases and, unlike ceadits, the funds are transferred immediately
from the bearer's bank account instead of haviegotrarer pay back the money at a later date.
Debit cards may also allow for instant withdrawdl aash, acting as the ATM card for
withdrawing cash and as a check guarantee cardr{&aannou, 2006).

2.2.5 Internet Banking
According to Booz, Allen & Hamilton (1999), “Inteeh banking” refers to systems that enable

bank customers to access accounts and geiméoamation on bank products and services

25



through a personal computer (PC) or other intefitgdevice. Internet banking products and
services can include wholesale products for cotpotastomers as well as retail and fiduciary
products for consumers. Ultimately, the produetsd services obtained through Internet
banking may mirror products and services retfethrough other bank delivery channels.
Some examples of wholesale products and serviadgder Cash management, wire transfer,
automated clearing house transactions, Bill present and payment. Examples of retail and
fiduciary products and services include Badtanmquiry, Funds transfer, Downloading
transaction information, Bill presentment anshyment, Loan applications, investment

activity, other value-added services.

2.2.6 Mobile Banking

Mobile banking (also known as M-banking or SMS bagk is a term used for performing
balance checks, account transactions, paymectsvia a mobile device such as a mobile
phone. Mobile banking is most often performed idSSor the Mobile Internet but can also use
special programs called clients downloaded to tlabile device. The standard package of
activities that mobile banking covers are: mst@tements and checking of account history;
alerts on account activity or passing of set thokts) monitoring of term deposits; access to loan
statements; access to card statements; mutual s/Bmdty statements; insurance policy
management; pension plan management; status omeshstpp payment on cheque; ordering
check books; balance checking in the accoustent transactions; due date of payment
(functionality for stop, change and deleting of m@nts); PIN provision, change of PIN and
reminder over the internet; blocking of (legtlen) cards; domestic and internationaldfun
transfers; micro-payment handling; mobile rechagginommercial payment processing; bill
payment processing; peer to peer paymentthdwawal at banking agent and deposit at

banking agent (Rahman, 2006).

2.2.7 Tele Banking
Tele banking refers to the services provided thihopigone that requires the customers to dial a
particular telephone number to have access to eouat, which provides several options of

services (Rahman, 2006).
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2.2.8 Home Banking

Home banking frees customers from visitingangches and most transactions will be
automated to enable them to check their @wdcactivities, transfer funds and to open
letter of credit sitting in their desk with the pebf a personal computer and a telephone
(Rahman, 2006).

2.3 Benefits of E-Banking

Understanding E-banking service is important foresal stakeholders, since it helps them to
derive benefits from it. Many banks and other orgations have already implemented or are
planning to implement E-banking because of the moogepotential benefits associated with it.
Some of these major benefits according t@hSha Clarke (1997) are briefly described

below.

2.3.1 Benefits from the Banks point of view

l.  Attracting High Value Customers: E-Banking often attracts high profit customerghwi
higher than average income and education levelsgshahelps to increase the size of
revenue streams. For a retail bank, e-banking me&t® are therefore of particular
interest, and such customers are likely to havégheh demand for banking products.
Most of them are using online channels regulartyafwariety of purposes, and for some
there is no need for regular personal contacts thahbank’s branch network, which is an
expensive channel for banks to run (Berger &Geng@d7). Some research suggests that
adding the internet delivery channel to an exispiogfolio of service delivery channels
results in nontrivial increases in bank profitalil{Young, 2007). These extra revenues
mainly come from increases in noninterest incomemfr service charges on
deposit/current accounts. These customers alsottebe of high-income earners with
greater profit potential.

Il.  Enhanced Image: E-banking helps to enhance the image of the azgaon as a
customer focused innovative organization. This esgecially true in early days when
only the most innovative organizations were impletimg this channel. Despite its
common availability today, an attractive bamkiwebsite with a large portfolio of

innovative products still enhances a bank’sagm This image also helps in becoming
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effective at e-marketing and attracting young/psefenal customer base (Booz, Allen &
Hamilton (1999).

Increased Revenuesincreased revenues as a result of offering e-alanare often
reported, because of possible increases in the auoflcustomers, retention of existing
customers, and cross selling opportunities. Whettieese revenues are enough for
reasonable return on investment (ROI) froms¢hehannels is an on-going debate.
It has also allowed banks to diversify their valkreation activities. E-banking has
changed the traditional retail banking businessdehdn many ways, for example by
making it possible for banks to allow thedguction and delivery of financial
services to be separated into different busegesdhis means that banks can sell and
manage services offered by other banks (oftendarbanks) to increase their revenues.
This is an especially attractive possibiliigr smaller banks with a limited product
range. E-banking has also resulted in increaseditccard lending as it is a sort of
transactional loan that is most easily delibée over the internet. Electronic bill
payment is also on rapid rise (Young, 2007) whigbgests that electronic bill payment
and other related capabilities of e-bankingvehaa real impact on retail banking
practices and rapidly expanded revenue streams.

Easier Expansion Traditionally, when a bank wanted to exgageographically it
had to open new branches, thereby incurring high-sp and maintenance costs. E-
channels, such as the Internet, have made thisassary in many circumstances. Now
banks with a traditional customer base in one pathe country or world can attract
customers from other parts, as most of the finatiG@asactions do not require a physical
presence near customers living/working place (Yo@097).

Load Reduction on Other Channels E-Channels are largely automatic, and most
of the routine activity such as account clmgkor bill payment may be carried
out using these channels. This usually result$o@d reduction on other delivery
channels, such as branches. This trend is likelycontinue as more sophisticated
services such as mortgages or asset finaeceffared using e-banking channels. In
some countries, routine branch transactions sudast¥cheque deposit related activities

are also being automated, further reducing th&kwad of branch staff, and enabling
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VI.

VII.

the time to be used for providing betteralgy customer services (Booz, Allen &
Hamilton (1999).

Cost Reduction: The main economic argument of e-banking fao has been
reduction of overhead costs of other channels aadiranches, which require expensive
buildings and a staff presence. It also seemsttigtost per transaction of e-banking
often falls more rapidly than that of traditionalrtks once critical mass of customers is
achieved. The research in this area is still inkeiee, and often-contradicting reports
appear in different parts of the world. The genehisensus is that fixed costs of e-
banking are much greater than variable costs, esdatiger the customer base of a bank,
the lower the cost per transaction would be. Whiigt implies that cost per transaction
for smaller banks would in most cases be greatar those of larger banks, even in small
banks it is seen as likely that the cost per trethma will be below that of other banking
channels (Gurau, 2002).

Organizational Efficiency: To implement e-banking, organizations often haveeo
engineer their business processes, integrate systaechpromote agile working practices.
These steps, which are often pushed to the db the agenda by the desire to
achieve e-banking, often result in greatericiefiicy and agility in organizations.
However, radical organizational changes are al&en linked to risks such as low
employee morale, or the collapse of traditiosarvices or the customer base. In
addition, Electronic banking has also helped bainkgroper documentation of their

records and transactions (Gurau, 2002).

2.3.2 Benefits from the Customers’ Point of View

The main benefit from the bank customers’ poinwigiw is significant saving of time by the

automation of banking services processing and duitbon of an easy maintenance tools for

managing customer’s money. The main advantagesbahking for corporate customers as per

(Gurau, 2002) are as follows:

Reduced costs in accessing and using the ban&imgss.

Increased comfort and time saving- transactionsbmmade 24 hours a day, without
requiring the physical interaction with the bank.

Quick and continuous access to information: Corppama will have easier access to

information as, they can check on multiple accoantke click of a button.
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IV. Better cash management: E-banking facilitigeed up cash cycle and increases
efficiency of business processes as large variétgash management instruments are
available on internet sites. For example, it issgime to manage company’s short term
cash via internet banks (investments in over-nighprt- and long term deposits, in
commercial papers, in bonds and equities, nioney market funds). Private
customers seek slightly different kind of benefitsm e-banking. In the study on
online banking drivers Aladwani (2001) hasurfd, that providing faster, easier
and more reliable services to customers warmngst the top drivers of e-banking

development.

2.3.3 Benefits to the General Economy

Electronic Banking as already stated has tlyreserviced both the public and the banking
industry. This has resulted in creation of a betteabling environment that supports growth,
productivity and prosperity. Besides many tangildenefits in the form of reduction of cost,

reduced delivery time, increased efficiencygduced wastage, banking electronically
controlled and thoroughly monitored environmeahd discourage many illegal and

illegitimate practices associated with bankimglustry like money laundering, frauds and
embezzlements. Further E-banking has helped bardetter monitoring of their customer base.
This is a useful tool in the hand of the bank twicke suitable commercial packages that are in
conformity with customer needs. As e- banking pdevopportunity to banking sector to enlarge
their customer base, a consequence to increaseothe of credit creation which results in

better economic condition. Besides, E-banking e lzelped in documentation of the economic
activity of the masses (MahdiSalehi, 2004).

Generally, banks have used electronic channelgdars to communicate and transact business
with both domestic and international corporate aorgrs. E-banking includes the systems that
enable financial institution customers, individuals businesses, to access accounts, transact
business, or obtain information on financial praduand services through a public or private
network, including the Internet or mobile phone eTémergence of e-banking had made many
banks rethink their IT strategies in competitiverkess. These findings suggest that the banks
that fail to respond to the emergence of e-bankiripe market are likely to lose customers and

that the cost of offering e-banking services is ligmn the cost of keeping branch banking.
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2.4 Barriers to the Use of Electronic Banking Chanals
The following factors demonstrate why e-bankingroteds may be difficult to use, or why a

bank may not realize the full benefits from it.

2.4.1 Access to Internet

Although the growth of the Internet has been vexst,fthere is still a large population not
connected to the Internet. Lack of computer litgrdigh cost of computer hardware, high call
tariff rates, and various other social and econdiators are some of the reasons cited for this
(Walczuch et al.., 2000). The use of the intelas a new alternative channel for carrying
out financial services has become inevitableerathan just a method of achieving viable gains
with the advent of globalization and intense contipet (Napur, 2010).In order to have right
to use a financial institution's online barkifacility, a customer must first be given
personal Internet access which he gets by fegistering with the financial institution and
request for the internet service. A user name as$word for access is then issued to the
customer for verification to gain access infee institution’s internet banking portal.
Internet banking gives both bankers and customeesliberty to carry out online banking

transactions (Ogunkoya et al., 2014).

2.4.2 Consumer Behaviour

A large number of consumers of financial vems are still reluctant to conduct their

financial management online. A study of consufmbits in 10 countries found that two-

thirds of consumers do not consider onlieevises important and that almost 30 per cent
do not know whether their bank offers Web-basediises (Regan and Macaluso, 2000).

Changing consumer behaviour takes many years, ashe@aase with the 10-year adoption cycle
of the ATM. This process can be accelerated withregsive marketing and high value-added
features, two things that are lacking in today'irenbanking market (Franco and Klein, 1999).

This can also be true for some businesses, whighbma&ven slower than consumers in adopting
new technologies. Factors such as security, pexdaiifficulties of use, perceived usefulness;
functionality and lack of promotion (such awailability of cheaper products on new

channels) are most commonly cited factors, whiehhandering the widespread adoption of new

technologies (Cheng et al., 2006).
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2.4.3 Language and Culture Issues

These play a major role in global e-Commerce. Altito English is accepted as the primary
language of the Internet worldwide, in some caseglsite has to be designed specifically to
suit the market that it is trying to reach (Shalalet2009). The main problems associated with
this are speed and cost. It takes a human translptto a week to translate a small website into
just one language (Turban et al., 2000). Finarsgalices related websites are usually very large

and consume large resources in the translatiorepsoc

The problem does not end with the translation ofebsite; it also need be adapted to the local
culture to attract visitors. Banks around the woslduld do well to learn from Swiss banks,

which successfully offer their services in sevelifferent languages (Turban et al., 2000).

2.4.4 Fear of Competition

Some banks have been hesitant to promote e-barskisigms, fearing that their costs will

become too high and that it will be difficult fdiem to match the prices of competing Internet
only banks (Shah et al., 2009). These fears haweeprto be significant in most developed
markets. Mols(1999) also stresses this point bggests that not offering-Services is not an
option, instead, companies should focus on othemmeuch as product differentiation to protect
themselves from excessive competition. Traditidoaadks could also use their well-established
brand names and product development expertse manage competition from new

entrants (Mols, 1999).

2.4.5 Security Issues

Internet security is still one of the major issumsdering the growth of internet related trade.
Since the internet is an open network, high secunisks are involved with financial
transactions, and that risk could either imside the system or outside the system
(Daramola, et al., 2014). Internet fraud is comnaod related stories of online fraud on bank
accounts get immediate media attention, making lpebpsitant to bank online (Brian et al.,
2011). Different security methods (including hardevaand software) are being tested and
employed currently but there is still some way ttg win the trust of a large majority of
customers (Mols, 1999).
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2.4.6 Availability of Resources

For some banks, lack of financial and human ressuvall be a problem because offering the
sophisticated Internet based services is an expensioject requiring major changes in IT
infrastructure (Mols, 1999). Walczuch et al. (20@@nonymously reported that the primary
deterrents for businesses establishing a Web predsrstart-up costs and the costs associated
with major organizational changes required for sumebves. Mols (1999) suggest strategic
partnerships between banks to share such costse fagtnerships could combine to develop e-
banking related systems. However, finding suitgideiners in very competitive environments

may prove difficult.

2.4.7 Technical Issues in E-banking

Banks rely heavily on ICT for their internal opéoats and their interaction with individual as
well as business customers (OwusuAfriyie, 2012)d&lver services via the e-banking channel,
a bank needs Internet technologies for universahectivity, back end applications such as
account systems, support applications suchCastomer Relationship Management (CRM
systems), and communication technologies to IHlaeking to the payment systems. Backend
systems required by banks include data processstgras, accounts management systems and
management information sy stems. These systemgitcb@she pillar of e-banking. Most of
these systems were developed before the ahrf e-banking (thus the term legacy
systems used for them) so they often ladgkneotivity, meaning they are difficult to
connect to each other or with new systeridectronic banking often requires rapid
modification in systems to respond to changes emtlarket, and because of lack of flexibility in
these systems they are very difficult of modify féhwi Lack of integration with other
systems is one of the most common reasonsthi® failures of many e-banking projects
(Shah et al., 2009).

In addition, e-banking becomes very feasible whend is a website with which customers can
access. The main difference is that when customeggn they do most of the work
themselves without any assistance. Therefaeeldping a user friendly and functionality
rich websites is critical for the adoptiomda utilization of banking (Walczuch et al.,
2000). To create a positive experience, a greatafglanning, resources and expertise needs to

be invested in the development and on-going maames of websites. Website development
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related issues are growing in complexity mgvirise to a debate about technical versus
social approaches to the development. It requiresomprehensive approach to address
integration and scalability, and dynamic resporieeshanges in requirements and technologies.
Electronic banking, like other electronic businesstems is multifaceted, large-scale, and

mission-critical (Walczuch et al., 2000).

2.5 Consequences of E-banking Failure TransactiomoCustomers

Macmillan School Dictionary defined dissatidfan as the state of attitude of not being
satisfied, discontent and displeasure or a padicaause of feeling of displeasure or
disappointment. NCR Interactive Teller Posit thhé retail banking customers environment
is changing due to dissatisfaction with costoservices. Analysts’ surveys advice that over
a third of global retail banking customers movedvders in 2011, losing this segment of
customers reduces the opportunity to seal AieM as an e-banking product at the
branches there by negatively impacting profitapiéihd growth of the financial institution. Bank
customers feel disappointed upset because Mmsamtkat that particular time has not been
achieved there by affecting him negatively. Higrece shows that customers do break the card
due to the failure of the ATM to dispense cash ested at a particular point of needs. These e-
banking products service failure make customer @odissatisfied which affect the banks
customer base by losing the customer to the ottrapetitors. Similarly by delivering high level
of customer’s satisfaction, it improves customddyalty to the organization. Transaction
failures affect customer’s patronage and acceptadoption as it erodes customer’s confidence
on the product.

2.6 Review of Similar Research Studies

2.6.1 Factors that contribute and Enhance the Adojn of E-banking

Ahmad et al. (2011) carried out a research studgxamine the factors that contribute and
enhance the adoption of e-banking in Jordan, aadntipact of e-banking functionality on the
satisfaction outcomes for Jordanian commercial basustomers. The researcher was able to
find out that accessibility, security, convenienggyacy, content, design, speed, fees & charges
were the main functionality factors that influenaagtomers to utilize e-banking products. They
also found out that these functionality factorshaltl statistical significant impacts on customers’

satisfaction, although security, privacy, and cohtgppeared to have the greatest impacts on
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satisfaction. The researchers also recommendedutiua¢ research studies be carried out on the
subject matter so as to be able to extend thenfysdof the research to other geographical areas

and among managerial employees of the commeranksba

2.6.2 Electronic Banking and the Challenges

Attah-Botchwey et al. (2014) carried out a simiasearch titled ‘Electronic Banking and the
Challenges of the Ghanaian Business Environmehiie researchers focused their research on
Ecobank Ghana. The aim of the research wasddtermine the adoption, challenges, and
some critical drivers that lead to the adwptof e-banking in Ghana. The researchers
utilized both primary and secondary data in theeaesh. The main data collection
instruments for the primary data were semiestired interview and questionnaire, while
the secondary data were collected from Edob@hana, and other published reports and
materials. The researchers utilized purposimd sandom sampling techniques in selecting
sample members from two different populatippgpulation of officials from the IT
department of the bank, and population of custoreérscobank who utilize one or more e-
banking services. The researchers were abl&dntify five e-banking services available to
customers of Ecobank Ghana, that is; ATM/caervices, bank statement by e-mail,

internet banking, SMS banking, and Ecobankbiteomoney.

2.6.3 The Impact of E-banking Services on Customeatisfaction

Bello (2005) also carried out a similar researcletermine and assess the impact of e-banking
services on customer satisfaction in the Nigeriammercial banking industry. From the
analysis carried out, the researcher was ablentb dut that many customers in Nigeria were
aware of the positive developments in ICT cakhihas led to the introduction of new
delivery channels for Nigerian commercial bgm&ducts and services. The researcher also
discovered that customers who utilize e-bankingises were still not satisfied with the quality
and efficiency of the services. The researcher edeommended that creation of awareness
about the availability of e-banking products and/ees, and how they operate as this would be

beneficial to customers.

2.7 E-banking System Conceptual Framework
Remote banking, considered representative tf@ new economy, consists of electronic

transactions between customers and their banktr&tec banking, more commonly known as e-
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banking, is the newest delivery channel for banlsaryices. The term had been defined in many
ways by researchers mainly because electrbaitking refers to several types of services
through which customers can request informationexetute transactions via telephone, digital
television, computer or mobile phone. A commonirdgbn for electronic banking comes from
the Basel Committee on Banking Supervision: “ekivay includes the provision of retail and
small value banking products and services thralgttronic channels as well as large value
electronic payments and other wholesale bankervices delivered electronically’(BCBS,
1998). E-banking, a term used for new aganking system, represents an automated
delivery of new and traditional banking productsl aservices directly to customers through
electronic, interactive communication channelsislta service that provides customers the
opportunity to gain access to their accounts, eeetnansactions, and obtain information on
financial products and services through a publigpvate network, including the Internet. In
more recent years, modern e-banking servisesh as internet and mobile banking has
revolutionized banking services. The evolution lvé €-banking industry can be traced to the
early 1970s when banks began to look at these tyfpe=rvices as an alternative to some of their
traditional bank functions. First, such a choiceswansidered appropriate since it ensures
reduced costs as branches were very expensivet tapsand maintain. Second, E-banking
products and services like ATMs and electrorfund transfer were an important
gualitative element of differentiation for bankstluised them (Mobarek,2007). Given that banks
operate in a fiercely competitive industry, theirligy to differentiate themselves on the basis of
price is limited. Thus, in order to remain on tharket it is imperative for banks to adjust their
strategies in response to changing customers’ resatisievelopments in technology y. The term
e-banking became popular in the early 1980’s rigfgrto using a computer to access banking
service via a phone line. E-banking first appeanedew York in 1981, where it was offered by
major banks in that city, such as Citiba@lhase Manhattan, Chemical and Manufactured
Hanover. Banks from the United Kingdom starteddopd the concept in 1983 where the Bank
of Scotland was the first to introduce it. Therlyaelectronic banking services were basic,
covering services like viewing bank statemeatsdl paying bills online without being a
full transaction banking service (Shannak, 2013kctonic banking services have actually
started to develop only since 1995, when Maryland Presidential Bank, an American

bank, allowed bank accounts to be openednenlin mid-2004, over 17% of Americans
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were already using electronic banking services. Toleowing conceptual framework is

developed from the objectives of the study anddttee review.

Benefits of Electronic
banking service delivery
channels:

-From the customers point of
view

-From the banks point of
view

Customers awareness of
e-banking services:
(ATM,MB,IB,POS,Car

d banking)

Assessment of the Electronic

Banking System

l

Outcomes of e-banking

products transaction failure on

customers:

-Discontent

-Affect customers patronage

-Loose customer’s loyal

[

Customer’s preference
between banking in the
halls and e-banking in
terms of:

-network

-security



Figure 1: Conceptual framework

Source: From Literature Review

CHAPTER THREE

RESEARCH METHODOLOGY

3.1 Introduction
This chapter presents the research strategy gbrésent study. In this chapter information on
population and sample of research participaetearch design and sources of data, data

collection instrument, procedure and data anatgsisnique were presented.

3.2 Research Design and Approaches

Research design refers to the logical structurarofnvestigation or inquiry at hand. It states
what data is required, from whom, and how it isngoto help answer the research questions
posed (Jalil, 2013; Creswell, 2003). Stated difielye a research design is a detailed outline of
how a research investigation would be implementetnplies how the research data will be

collected, the data collection instruments to bedusow the research instruments would be
administered, and how the data collected wouldradyaed (Jalil, 2013; Creswell, 2003). There

are many research designs depending on the nedldeafesearcher. The researcher in this
research study has adopted the descriptive reseasign. According to Burns and Grove
(2003), a descriptive design enables the reBem provide an image of a situation or
circumstance as it happens. For this studydbearcher combined quantitative and qualitative

(mixed) approaches.
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3.3 Data Sources

In order to carry out any research activinformation must be gathered from proper
sources. Therefore, to achieve the objective af $hidy both primary and secondary sources of
data were used. The primary sources of thé dere serves as main sources of the
study, it was collected from the customer ahatercial bank of Ethiopia who are currently
utilizing e-banking products. In addition, secanddata were also obtained from different
sources like research paper, articles, magazmdsished and unpublished materials, books,
internet, web sites and different official reports.

3.4 Population of the Study

The study population comprised customers of comialelank of Ethiopia, Gezahegnyilma
branch and Paulo’s branch. The selected two branateechosen because of the proximity and
availability of data for the researcher. For tldasons customers in the two selected branches of
Commercial bank of Ethiopia formed the study omgeéarpopulation. The branches have an
average of about 5,000 customers of which 3,000n fi@aulo’s branch and 2,000 from
Gezahegnyilma branch who are currently active ueér&-payment products as verbally the

researcher was given the number of customers’ oleoate different bank products.

3.5 Sample Size and Sampling Techniques

The sample size is the number of respondents fsareher selects from the target population to
constitute a sample that fulfils the requiremerftsepresentativeness of the target population
(Kothari, 2008). A total of 370 individuals, whoeatustomers’ of Commercial Bank of Ethiopia,
Gezahegnyilma and Paulo’s branch, in which 222 @pants were from paulos branch and 148,
are from Gezahegnyilma branch; the reason to take mustomers from Paulo’s branch is that
there is large number of customers of e-bankingsusempared to Gezahegnyilma branch and
the researcher takes equal proportion. These cestowere selected using convenience
sampling technique, a non-probability sampling madthNon probability sampling is any
sampling method where some elements of tipelpbon have no chance of selection, or
where the probability of selection cannot be aatly determined. It involves the selection of
subjects based on assumptions regarding the papulait interest, which forms the criteria for

selection. This strategy was chosen because sayrgmirticipants using the list of customers of
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the bank was a challenge. The convenience samiglamgique used is a type of non-probability
sampling which involves the samples being drawmftbat part of the population which is close
to hand. That is, a participants were selectedadmex it is readily available and it is
convenient to be selected. In this study, peticipants were approached as they enter th
banking hall for business and as per they ag@eadrticipate in answering the questions on the

guestionnaire.

To determine the sample size, the Yamane (196)uiar will be used thus:

n=N/ (1+Ne2)

Where n=required responses

N= population size

e2= sampling error limit

N=5,000

e =0.05

1= Designates the probability of the event occigrrin
n =N/ (1+Ne2)

n= 5000/ (1+5000*0.0025)

n=370.37~370

n=370

3.6 Methods of Data Collection

To collect primary data from the respondent’s thstrument applied was a structured self-
administered questionnaire with predetermined duestprepared in English and converted to
Amharic for the respondents who couldn’t understtralforeign language and the researcher
assist the respondents while filling. The questares were structured in close-ended type
and responses to the questions were measaradige Likert rating scale where: Strongly

Agree = 5; Agree = 4; Neutral =3, Disagree = 2; &tdongly Disagree = 1; The use of
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Likertscale is to make it easier for respondentartswer question in a simple way. Personally
administered questionnaires provide high respoat® questions can be more detailed, rapport
with respondents and usually a convenience. Thenskary sources of data collected were
including the internal source and external soutogernal secondary source includes annual
reports, newsletter, while external source includieer research papers regarding customer

service delivery through E-banking.

3.7 Pilot Testing and Scale Reduction

Researchers strongly recommend pilot testing ofitkgument. A sample of 30 customers is
used, in the pilot testing, to validate the instem The respondents are found no difficulty in
answering the questions except three. Therefoeeiebearcher obliged to avoid them because of
irrelevancy to the topic under study and the nundfatems further reduced to 26 items. The
resulted items were placed before a panel of twiggs (a senior E-payment staff and senior E-
payment reconciliation officer) who scrutinized riindor clarity in meaning, repetition, and
relevancy to the concept of E-banking and custaseevice delivery assessment. However, the
researcher could only avoid one item due to redoeyarlherefore, the final items become 25.
Finally, nominal scale were used to collect peasanformation about respondents and five
point Likert scale ranging from five (strongly agjeto one (strongly disagree) were used to

empirically measure the response of customers
3.8 Validity and Reliability

3.8.1 Validity of the Data

Validity is concerned with whether the findings aeally about what they appear to be about.
Validity defined as the extent to which data cdil@e method or methods accurately measure
what they were intended to measure (Sounders.e2@03). Numbers of different steps were

taken to ensure the validity of the study:

» Data were collected from the reliable sources, frespondent who has experiences
in using the service of the bank.
* Survey question were made based on literature weailed frame of reference to

ensure result validity
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» The participant’'s shall be brief early in advangethe researcher on the need and
importance of the study and permission soughtHeir tparticipation in order to have
their full support.

» Guidance on how to answer the questionnaire watablafrom the researcher. This

was ensured high completion rate and accuracyeoifiormation provided.

3.8.2 Reliability of the Data

Reliability refers to the extent to which the itemgasure accurately and consistently what they
intend to measure. The instrument for this studytaios 25 items that are in a Likert scale type.
The overall reliability of the instruments is mesli A cronbach’s alpha of 0.726 is obtained
which is well above what is considered acceptalledholars which is 0.7 (D. L. R Van der
Waldt, T. M. Rebello and W. J. Brown, 2009).

Reliability Statistics

Cronbach's Alpha| No of Items
726 25

Tablel:Cronbach’s alpha

3.9 Methods of Data Analysis
Once the data are collected it is edited, codedandd and then entered in to the SPSS
(Statistical Package for Social Sciences) versio®.2lt was used to compute and analyze the

data.

3.10 Ethical Considerations

The study is ethically cleared from school of gragustudies St. Mary’s university. The
researcher was used the data from customers wheoh eollected through questionnaire; as per
the permission had obtained from the customers.mi@ntain the confidentiality of the
information provided by the respondents, the redpats are instructed not to write their names
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on the questionnaire and assured of that the reggamould be used only for academic purpose
and kept confidential. Brief description of the tahobjectives or purpose of the study and the
potential benefit of the research outcome to redpots and commercial bank of Ethiopia was
clearly give in the introductory part of the questiaire so as to motivate them and participate in
the study and provide pertinent information abbettcompany under study. Finally, respondents

were included in the study based on their free will

CHAPTER FOUR

DATA PRESENTATION, ANALYSIS AND INTERPRETATION

4.1 Introduction
In this chapter, the data collected through questires were presented, analysed and
interpreted. The data collected was analyzsthgudescriptive statistics that include the

frequency, charts, tabular and percentagespi€sented logically as per the study objectives.

4.2 Questionnaire Return Rate

A total of 370 questionnaires were administeredustomers of Commercial bank of Ethiopia E-
banking product users in the selected two branck¥sthese, 320 questionnaires were
successfully completed and returned by respondgivie,g a response rate of 86.26%. This was

a significant number that would give reliable résul

Branch Distributed | Returned rate received | Percentage
Paulos Branch 222 194 87.40%
GezahegnYilma Branch 148 126 85.13%
Total 370 320 86.26%

Table 4.2.1: Questionnaire return rate

4.3 Demographic characteristics of the respondents
The study sought to establish demographic charatitsr of respondents based on sex, age,

marital status, Educational level, Nationality, andnthly income of respondents.
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Table 4.3.1: Demographic characteristics of the rg@ndents

Variable Classification Frequency| Percentage
Male 215 67.2
Sex Female 105 32.8
Total 320 100.0
Below 20 6 19
20-30 79 24.7
31-40 94 29.4
Age 41-50 88 27.5
51-60 35 10.9
Above 60 18 5.6
Total 320 100.0
Single 125 39.1
Married 180 56.3
Marital Status Divorced 10 3.1
Widowed 5 1.6
Total 320 100.0
Only read and write 1 3
Basic J.H.S 9 2.8
Educational Level | Secondary School 45 14.1
Tertiary School 41 12.8
Diploma 64 20.0
First degree holder 132 41.3
Master degree 28 8.8
Total 320 100.0
Ethiopian 317 99.1
Nationality Foreigner 3 9
Total 320 100.0
Below 1000 33 10.3
1001-2000 16 5.0
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Monthly income | 2001-3000 11 3.4
3001-4000 33 10.3
4001-5000 49 15.3
5001-6000 137 42.8
above 6000 41 12.8
Total 320 100.0

Source: Primary data, 2018

Based on the above table respondents ofckessification, from the total 320 respondents
215 were males which represent 67.2%; on abeer hand 105(32.8%) of respondents
were females. This is indicated that from totaltipgrant’'s number of males were greater than
number of females. Based on this indication, s¢s of the respondent’s proportion of males
using E-payment products are greater than femalesugh the number of males sampled is
more than the females, it did not affect the restithe study. This is because the gender of the

respondents did not have any direct bearing ometsigonses he or she provided.

Table 4.3.1 above also shows the age of respontiegianing from below 20 up to above 60
who engage themselves in utilizing E-banking prasluklajority of respondents were between
ages 31 to 40 which constituted 29.7% of the mostarners selected to fill the questionnaires in
the selected branches of the bank and followedbgandents of 27.5% (41-50), 24.7% (20-30),
10.9% (51-60) age in years respectively. Thosevbéhe age of 20 which represent 6 (1.9 %)
were few in number as they are compared to otfAdrs. shows that younger adults are seen to
be more interested in using new technologies, fite internet to conduct activities such as
looking for new products and product informatiorctonpare and evaluate their options.
Moreover, Table 4.3.1 shows the marital status espondents who engage themselves in
accessing of electronic banking service channele fble shows that 180(56.3%) of the
respondents are married, 125(39.1%) are single3.1%{) are separated (divorced), while
5(1.6%) are widowed. This implies that majoritytbé& participants in the research survey were
married. This is also an indication that majorifyttte customers of commercial bank of Ethiopia

E-banking users in the selected branches are rarrie

Additionally, the above table 4.3.1 shows the dstion of respondents’ educational
qualification. The table shows that 132(41.3%) loé respondents had First degree holder,
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64(20%) had Diploma degree, 45(Secondary schod@(8.2%) had master's degree, while
9(2.8%) are junior school and 1(0.3%) was only raad write. This implies that majority of the
respondents that participated in the research gurad First degree holder as their educational
qualification. This could also imply that most p&® who operate E-banking Product accounts
with commercial bank of Ethiopia in the selecbednches are learned people who can access
the new technology. This is an indication thataongy of the respondents or participants in this
study are people who are educated up to first @dgreel and as such expected to know about e-
banking. This information is also shown using autabform.

Since the sampling follows convenience sampling hwdt the researcher tried to include
foreigners who use CBE’s E-banking products to sedbeir bank accounts. As the above
finding shows however, only 3(0.9%) foreigners colkk found. The remaining 317 (99.1%) are

Ethiopian citizens.

Finally, table 4.3.1 shows the monthly incontbstribution of the respondents who
participated in the research survey. Theetadliows that 11(3.4%) of the respondents had
monthly income between Birr 2001-3000; 16(5%) hanthly income between Birr 1001-
2000; 33(10.3%) had monthly income between Birs l#gan 1000 and by the same amount
between Birr 3001-4000; 41(12.8%) had monthly ineoabove Birr 6000; 49(15.3%) had
monthly income between Birr 4001-5000, while 137842) had monthly income between Birr
5001-6000. This implies that majority of the resgents that participated in the research survey
had monthly income of Birr 5001-6000. This is adigation that majority of the respondents are

people with good incomes.

4.4 Customers’ Awareness of E-banking Products/Seices

One of the objectives of the study was to examitee awareness level of customers when it
comes to e-banking products. Customers can onipmae a service or product if they are

aware of its existence and possible usage. Urathelistg the awareness level of customers
regarding e-banking products will help banks inirtheebanking management and policy.

Respondents were asked a series of questions negdheir level of awareness and its usage.

The responses to these questions are summarizelibass:
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Table 4.4.1 Customer’s level of awareness of e-banl products/services in the bank

47

Statements Scales FrequencyPercent| Mean Score
I am well informed that| Strongly disagree 7 2.2
the existence and usag®isagree 23 7.2
of different type off Neutral 46 14.4 3.95
payment card services Mgree 146 45.6
the bank Strongly agree 98 30.6
Total 320 100.0
I am well informed that Strongly disagree 3 9
the existence and use oNeutral 8 2.5
ATM services in the agree 135 42.2 4.49
bank Strongly agree 174 54.4
Total 320 100.0
I am well informed that Strongly disagree 9 2.8
the existence and use obisagree 18 5.6
Mobile banking servicesNeutral 44 13.8 3.97
in the bank Agree 152 475
Strongly agree 97 30.3
Total 320 100.0
I am well informed that Strongly disagree 26 8.1
the existence and use pbisagree 60 18.8
internet banking services\eutral 098 30.6 3.32
in the bank Agree 59 18.4
Strongly agree 77 24.1
Total 320 100.0
I am well informed that Strongly disagree 8 2.5
the existence and use (obisagree 48 15.0
POS machine services IlNeuytral 52 16.3 3.70
the bank Agree 135 42.2




Strongly agree 77 24.1
Total 320 100.0

Source: Primary data, 2018

Table 4.4.1 shows the distribution of responseshenfrequency of awareness of customers on
the existence of different card types and its gerfeatures in the bank. The figure shows that
146(45.6%) of the respondents responded that they'agree” about the existence of card
banking services in the bank, and also 98(30.6%harh were “strongly agree” on the statement
of “I am well informed that the existence and usafjeard banking services in the bank.” while
46(14.4%) and 23(7.2%) responded that as they Meaitfal” and “disagree” to the statement
respectively. This implies that majority of thepeadents (76.2%) in this research study are well

aware about the existence of card banking andrdiffecard types and its service in the bank.

And also the above table 4.4.1 shows the distobutif responses on the frequency of awareness
of customers on the existence of ATM machine inlthek. The table shows that 174(54.4%) of
the respondents responded that they are “strorgglsed about the existence of ATM service in
the bank, and also 135(42.5%) of them were agrethe@statement of “I am well informed that
the existence and usage of ATM services in the Bawkile 8(2.5%) and 3(0.9%) responded
that as they are Neutral and Strongly disagredn¢ostatement respectively. This implies that
majority of the respondents (96.6%) in this reseatady are well aware about the existence of
ATM machine service in the bank and its mean se@e higher than the other payment product
which is 4.49. This may be as a result of the flaat the ATM plays a very vital role in the
banking process. This includes the fact thatntlaghines work even when the banks close and
especially on the weekends. The situation may béhemise especially as some banks are taking
giant step in implanting ATM machines that has beenfigured to accept cash deposits. This
result is not surprising because among most of itim@vative e-banking products/services
introduced over the years, the use of ATM technplisghighly convenient for customers and
users. Bank customers can easily obtain casim ftheir banks without having to be
physically present at the bank premises. Apart foemefit of convenience, the ATM innovation
is one of the most secure means for customerscesadheir cash. The ATMs innovation gives
banking customers greater access to theiregodoy taking banking to their doorsteps.
There are virtually no queues in bankinglshaho time Ilimit for cash withdrawals and

customers can easily access their bank bedankt is also one of the simplest e-banking
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products as customers do not go throughicdlffes in cash withdrawal. All these benefits

have contributed to make the ATM innovation on¢hef most successful banking innovations.

Moreover, table 4.4.1 shows the distribution ofpmesses on the frequency of awareness of
customers on the existence of Mobile banking servit the bank. The table shows that
152(47.5%) of the respondents responded that theyagree” about the existence of Mobile
banking service in the bank, and also 97(30.3%hefn were strongly agree on the statement of
“I am well informed that the existence of Mobilenkang services in the bahk44(13.8%) of the
respondents were neutral, while 18(5.6%) and 9(2.&%ponded that as they are disagree and
Strongly disagree to the statement respectivelys Thplies that majority of the respondents
(77.8%) in this research study are well aware altiweitexistence of Mobile banking service in
the bank.

Additionally the above table 4.4.1 shows the dsition of responses on the frequency of
awareness of customers on the existence of Intbarding service in the bank. The table shows
that 98(30.6%) of the respondents responded thet #ne “neutral” about the existence of
internet banking service in the bank, and also #Z1®) of them were strongly agree on the
statement of “I am well informed that the existeméanternet banking services in the bgnk

60(18.8%) of the respondents were disagree, wii(@&4%) and 26(8.1%) responded that as
they are agree and Strongly disagree to the stateragpectively. This implies that majority of

the respondents in this research study are weltea@hout the existence of internet banking
service in the bank, even though they are not nascATM and mobile banking service and this

affect the service delivery of the bank.

Lastly table 4.4.1 shows the distribution of resgEm on the frequency of awareness of
customers on the existence of POS machine servicéhe bank. The table shows that
135(42.2%) of the respondents responded that they‘sgree” about the existence of POS
machine service in the bank, and also 77(24.1%herh were “strongly agree” on the statement
of “I am well informed that the existence of POSchnae services in the bank”, 52(16.3%) of
the respondents were “neutral”, while 48(15%) ar(@.3®6) responded that as they are
“disagree” and “Strongly disagree” to the statenr@spectively. This implies that majority of
the respondents in this research study are welteaalaout the existence of POS machine service

in the bank and this has contributes to the seétiwery of the bank.
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Generally, from the above table 4.4.1 it is evid#rt customers are generally aware of e-
banking products in their banks. These responsedavour of awareness indicate that the
banks have done much to create awarenessiofetfibanking products. However it would

have been more prudent for the researcher to khewntimber of customers using e- banking
services with respect to the various bank branchs.information was not available because of

confidentiality and also the cumbersome natureain these statistics.

Table 4.4.2 Responses from customers regarding avearess created through different
media platforms

Statements Frequency | Percent| Valid Percent
Telephone calls Strongly disagree 130 40.6 40.6
make me to know Disagree 68 21.3 21.3
electronic banking Neutral 103 32.2 32.2
service  channelsAgree 16 5.0 5.0
very well Strongly agree 3 9 9
Total 320 100.0 100.0
Advertisement on Strongly disagree 4 1.3 1.3
the media makesDisagree 7 2.2 2.2
me to  know| Neutral 10 31 31
electronic banking Agree 94 29.4 29.4
service  channelsStrongly agree 205 64.1 64.1
very well Total 320 100.0 100.0
Notice within the| Strongly disagree 1 3 3
bank makes me tpDisagree 9 2.8 2.8
know  electronic Neutral 25 7.8 7.8
banking  service Agree 168 52.5 52.5
channels very well| Strongly agree 117 36.6 36.6
Total 320 100.0 100.0

Source: Primary data, 2018
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Table 4.4.2 shows the distribution of responden&siel of awareness created through
advertisement on the media about E-banking prodoctSommercial bank of Ethiopia. The
table shows that 205(64.1%) of the respondentcaneld that they were “strongly agree” with
the statement of “advertisement on the media makeso know electronic banking service
channels very well”. 94(29.4%) of the respondemtdicated that they were “agree”; and
10(3.1%) were “neutral”, while 11(3.5%) of thensagree with the issue. This implies that
majority of the respondents who are utilizing E4payt products are well informed about the
products through advertisement on the media.

Again the results on the above table 4.4.2 indccabat the respondents of 130(40.6%) were
“strongly disagree”, 103(32.2%) of respondents wertral’, 68(40.6%) of respondents were
“disagree”, 16(5.0%) of respondents were “agreed 8(0.9%) of respondents were “strongly
agree” on the issues. Thus lead that the largescent of the respondents were disagreed
that creation of awareness on customers aboutidhge of E-banking service technology by
telephone calls was very minimal in the bank and #ffects the service delivery of the bank

through e-banking product delivery channels.

Lastly the results on the above table indicated the respondents of 168(52.5%) were agree,
117(36.6%) of respondents were strongly agree,.8%y of respondents were neutral, 9(2.8%)
of respondents were disagree and 1(0.3%) of regmisdvere strongly disagree on the issues.
Thus lead that the largest per cent of tbgpondents were strongly agreed that creation
of awareness on customers of using E-banking setehnology by notice within the bank was
very high and this positively affects the serviegivery of the bank through e-banking product
delivery channels.

Generally, from the above table 4.4.2 in respoms¢hé questions raised to the respondents
through which their awareness was created, majarityhe respondents were agreed that;
advertisement on the various media platforms, aoticen within the bank had greater
contribution than telephone calls. Therefore thessponses indicate that the banks through
advertisement and notices within their premisg® putting much effort in promoting

awareness of e-banking services.
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4.5 Customers Preference between Banking in the Hallsnd E-banking

Table 4.5.1 Customers Preference between Banking the Halls and E-banking

Valid
Statements Scales Frequenc Percent Percent

| prefer to transact myStrongly disagree 35 10.9 10.9
business by  electronicDisagree 163 50.9 50.9
banking service deliveryNeutral 45 14.1 14.1
channels than on the face |tpgree 49 15.3 15.3
face basis (banking in the
hall)

Strongly agree 28 8.8 8.8

Total 320 100.0 100.0
Difficulty in assessing theStrongly disagree 8 2.5 2.5
internet  /network/ is theDisagree 9 2.8 2.8
problems associated withNeutral 4 1.3 1.3
banking with  e-banking Agree 115 35.9 35.9
channels

Strongly agree 184 57.5 57.5

Total 320 100.0 100.0
Insecurity associated with thestrongly disagree) 4 1.3 1.3
system is the problems\eutral 77 24.1 24.1
associated with banking withAgree 123 38.4 38.4
e-banking channels Strongly agree 116 36.3 36.3

Total 320 100.0 100.0

Total 320 100.0 100.0
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Source: Primary data, 2018

The researcher in this section wants to find oatlianking services provided by Commercial
bank of Ethiopia; Electronic Banking or manual bagkservices and compared the customer’s
usage between E-banking and manual banking sydtemas observed that the bank provides
both manual and electronic banking services. Tal8el shows the distribution of responses on
whether “They prefer banking in the hall and bagkiimrough e-banking service delivery
channels”. This was taken as a factor that infbeene-banking customer service delivery. The
figure shows that 163(50.9%) of the respondentsdigliee” with the statement, 45(14.1%) of
the respondents were remain “neutral”; 49(15.3%f) the respondents *“agree”, while
35(10.9%) of the respondents “strongly agre@his implies that majority of the
respondents (61.8%) in this research study Vidisagree” that they prefer to transact their
business by electronic banking service deliverynalets than on the face to face basis. On the
other hand customers prefer banking in the halltaoce to face banking services than through

electronic banking service delivery channels.

Table 4.5.1 also shows the distribution of respsnse the issues related to the problems
associated with the internet or network and bankiity e-banking service delivery channels.
The table shows that 184(57.5%) of the respondgsitengly agree” with the statement”
Difficulty in assessing the internet /network/ ietproblems associated with banking with e-
banking service delivery channels”, 115(35.9%)haf tespondents were “agree”; and 4(1.3%) of
the respondents were “neutral”. This implies tmajority of the respondents in this research
study are “strongly agree” that; as there is difitig in assessing the network is the problem
associated with banking with electronic bankingveer delivery channels and affect their

preference of E-banking products.

Lastly, table 4.5.1 shows the distribution of resges on the issues related to the insecurity
associated with the E-banking service delivery de#n The table shows that 123(38.4%) of the
respondents “agree” with the statement, 116(36.824he respondents were “strongly agree”;
and 77(24.1%) of the respondents were “neutral'ijem(1.3%) of them are strongly dis agree
to the issue. This implies that e- banking is primsecurity breaches. Because those that agreed

to the issue are ranked first and those that anagly agreed had the second rank and followed
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by those who are remain neutral and respondentsstittangly disagreed were ranked last. This

notwithstanding is not surprising since e- banksugh as fraud by internet hackers, account

debited without successful transaction and alscstmaf the insecurities are caused by the

customers. Some customers may have their pagdsteaked as a result of carelessness

and also not conforming to the operationaulaigpns of the bank.

4.6 Benefits of Electronic Banking System

Table 4.6.1 Customers Perception of Benefits of Eigonic Banking

S.no Statements Mean Rank

E-banking services are enables users to completaria 4.49

1 activities quickly and saves time 1

2 Electronic banking minimizes the risk of carryicash 4.45 2
E- Banking makes it easier for customers to do lvank 4.35

3 activities 3
E-banking is highly convenient for customers thaitional 4.30

4 banking 4
E-banking increase information access to custotmers 4.25
providing real time information on the money inithe

5 accounts 5

6 It is easy to contact my bank whenever necessary 4.00 6

7 E-banking products improve customer service 3.41 7
My bank’s services are reliable (i.e. service igiable 3.32

8 anytime). 8

9 Electronic banking service is free of charge atbrank. 2.50 9
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The study also investigated the benefits of eledtrbanking to customers. E-banking services
have been found to contribute significantly to wervice delivery of Commercial bank of
Ethiopia. This is evident in the areas of usefulness, convenience, minimizes risk of
carrying cash, reliability, time saving and dwuiservice among other benefits. Table 4.6.1
shows the mean scores of customer’'s perceptiof the benefits of electronic banking
products. It is observed that the statemerisbédnking services are enables users to complete
banking activities quickly and saves time”, “Eleatic banking minimizes the risk of carrying
cash”, and ‘E- Banking makes it easier for customers to do lp@néctivities; have the highest
mean scores of 4.49, 4.45 and 4.35 respectivelis iftplies that E-banking service delivery
channels drastically reduce time that would havenbgpent in the banking hall to transact
business. Network failure which is unpredictableldaaccount for the few who mentioned that
the Electronic Banking did not lead to quick seeuvitelivery. However, with increase investment
in technology this could be addressed. The statentidy bank’s services are reliable (i.e.
service is available anytime){(3.32) and Electronic banking service is free of charge at my
bank” (2.50) had the lowest mean scores. This implias Commercial bank of Ethiopia charge
their customers while they used or got the servihesugh electronic service delivery channels.
But this affects the preference of customers totedaic banking and forces the customers to use

banking in the halls or face to face banking.

4.7 0utcomes of Transaction Failure in Usage of E-bankig Products

Table 4.7.1 Outcomes of Transaction Failure in Usagof E-banking Products

Statements Frequency Percent| Mear

| am disappointed following an | Strongly disagree 2 .6
ATM service failure Disagree 7 2.2

Neutral 6 1.9 4.42

Agree 145 45.3

Strongly agree 160 50.0

Total 320 100.0
E-banking products transaction Strongly disagree 5 1.6
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service failure affect myDisagree 22 6.9
willingness to patronize the baniNeutral 15 4.7 4.17
again Agree 150 46.9

Strongly agree 128 40.0

Total 320 100.0
E-banking  products  servigeStrongly disagree 10 3.1
failure made me think ofDisagree 17 5.3
switching to another bank Neutral 32 10.0

Agree 168 52.5 3.99

Strongly agree 93 29.1

Total 320 100.0
E-banking  service  deliveryStrongly disagree 3 9
channels  transaction failureDisagree 17 5.3
discourages one fromNeutral 18 5.6 4.15
recommending the bank to othe Agree 173 54.1

Strongly agree 109 34.1

Total 320 100.0

Source: Primary data, 2018

The effects of transaction failure in usage of eKiag products revealed above has further
implications: namely, the customer willingness fmatronize banks after service failure,
customers switching from one bank to anothard refusal to recommend the services of
the banks to others. It was shown (Table 4.7.1i) ti@re than 86% of the respondents become
unwilling to patronize a bank once they experietre@saction service failure; and more than
81% E-banking products service failure made themhittk of switching to another banks whose
E-banking services delivery channels provide betégvices; and generally refuse to put in the
good word on behalf of the bank whose E-bankinglped failed them in their hour of need.
Move over Experience shows that customers do bitemkard due to the failure of the ATM to
dispense cash requested at a particular point @dsie E-banking products transaction failure

make customer to be dissatisfied which affect thiekb customer base by loosing the customer
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to the other competitors. Similarly by deliveringgtn level of customer’s satisfaction, it
improves customer’s loyalty to the organizationtv®e failure affect customer’s patronage and

acceptance/adoption as it erode customer’s cordalen the product.

Generally, E-banking service delivery channelsdsation failure affect both the bank and the
customer, because customers have always a choiseiwwhing to another bank who provide
better services to them and also they suffer froansaction failure when their accounts are
debited without cash disbursement or other relatethlems which affect customers’ accounts.
The outcomes are in line with those of earlier ®sidnade by Mohammed, AlhajiAudu and
Alexander Solomon Oghoyone (2014).
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CHAPTER FIVE

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

5.1 Introduction
This chapter deals with the summary of major figdi conclusions and recommendations for
the research findings in line with objectives oé tstudy. The recommendations part on the

other hand suggests possible solutions tanlagor findings of the study.

5.2 Summary of the Major Finding

The study was a descriptive study aimed aterstanding the electronic banking system and
customer service delivery in two selected nbhes of commercial bank of Ethiopia.
Purposive sampling strategy was adopted to sel&tcBstomers from the two selected branch
of the bank. Questionnaire was used as thecipal tool for the data collection. The alat
was analysed using basic statistical toolshsas frequencies, mean, charts, tables and
percentages. Most of the questions were framedciosed ended manner. The SPSS version 20

windows software was used in analysing the data.

» The study revealed customers of the seletieshches are generally aware of the
Various e-banking platforms available at their extjve bank. Analysis of the customer
responses indicates that 77.2% of the resgdedwere much informed of e-
banking products. Only 5.6% of the respondestited that they are unaware of
the e-banking products offered by the banks, whil2% remain neutral.

» The results further show that they are well avareut the existence of main e-banking
products such as card banking, ATM, mobile bankiR@S machine and Internet
banking services. Among these e-banking produitts ATM appears to be highly
well aware by customers which constituted 96.6% #olbwed by Mobile banking
77.8% of the respondents. The result from the ammindicated that the bank created
such awareness for customers through advertiseometite media and notice within the
bank. Whereas awareness creation through telepteltsewas relatively very low this

counts 5.9% of the respondents’ who agree with it.
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> Next, the study provided further evidencethe fact that using electronic banking
products saves time, makes banking servicese nsonvenient and quickens service
delivery among others.

» The study also uncovered some findings. For eXantipe study brought to the fore
that customers prefer to transact businessigfiréace to face basis in the halls than e-
banking service delivery channels, due to diffiguliassociated with network and
insecurity of accessing e-banking products. Wénsred to rate their level of patronage
of e-banking products 24.1% prefers banking withaeking products than long queues
in the banking hall and 61.8% prefer banking intiag.

> Lastly, the study also reveal that majority the customers that experience e-
banking products transaction failure feel demasalior disappointed and make them to
think of switching to the other banks as well ascdurages them from recommending the

banks e-banking products to others.

5.3 Conclusions

The following conclusions are made based on théewewf the related literature and data
obtained from respondents and secondary data. @ddkclasions and recommendations are
presented as per the research objectives of tidy st

» From the study, it is possible to conclude thatt@uers were highly aware of the
existence of electronic banking services and prisduc

» Among others it is also approved that basic henef E-banking for the customers
are convenience, accessibility, saves time anckgproviding real time information,
minimizes risk of carrying cash, and getting gyaervice.

» From the study, customers admitted they prefer ipgnkalls to the electronic banking
services in spite of the long time they waste ieugs. They cited among other things the
difficulty of the internet or networks in accessgithe electronic banking services and
products as well as the perceived insecurgpe@ated with its usage.

» The study also revealed that E-banking transacé@wice failure affect customer moral
there by affecting products acceptance E-bankingdymts which will affect the

acceptance of cash less policy drive in the coussrgne of the alternative channels.
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> In general, the findings of this study offer aduti@l insights into the current E-banking
System situation and its implications for E-bankiggwth in commercial bank of
Ethiopia as a leading government bank in Ethidpiathermore, the understanding of the
E-banking products and customer service delivery hedp to identify the best course of
actions to promote its implementation. It will@alse valuable to all banking industries of
the country to increase their awareness and urtelisig of E-banking benefits and its

way of implementation.

5.4 Recommendations

E-banking system is a new financial evolution Ethiopia, but it's an important issue,

because it has a great impact on the whole barggatem, at the same time it's difficult and

need a lot of efforts to be implemented and pradtiby the banking industry, so it need a lot of
efforts to succeed. Based on the above conclughe researcher recommends the following

points:

v" The study indicated that majority of the customeese aware of the existence of varied
electronic products in the banks. This was a pasiphenomenon and as such the
researcher recommends that giant step should lee iaksustaining the high awareness
level. It should be however, stated that the awesgmwas not hundred per cent as such
the banks should not be complacent as there isyalware room for improvement.
Moreover, making proper customers awareness abbanking services and to establish
a strong link with customers by focusing advantages of E-banking which are
convenience, minimizing of carrying cash risk, atmhe saving through different
advertisement media platforms. Furthermore, sihtethe duty of the concerned staff to
provide all information to its customers, they wsldo provide all materials to
customers that demonstrate how to use eléctanking and the bank also need to
arrange successive training programs for enhartb@@wareness level of individuals of
customers and staffs. These actions might aidttacathew customers to use electronic
banking.

v' Banks should give high priority to customsgrvice delivery and should consider

electronic banking as important key drivers dodg successful implementation of
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customer service delivery. It is therefore impottthat banks constantly improve and
upgrade their e-banking system’s security. In otdechange the perception, the bank
will be required to post security provisions onitiveebsites so as to increase confidence
and improve trustworthiness of the e-banking system

v" The study established that ATM usage was high ancastpmers. This was positive and
encouraging. The researcher therefore recommeradsntbre user friendly automated
teller machines be put not only at the bank presnia& also around vantage points to
boost business transactions. In the occurrerficee-banking products service failure
include proper maintenance of the channels atwid fail transaction, faithfully
implementation of refund guideline reduced leadetim the refund process, prompt and
polite attention to customer’s complains improve tustomers positive feeling towards
usage of e-banking service delivery channels

5.5 Recommendation for Future Research

Electronic banking services have become orfieth® mainstream banking strategies
globally. In spite of its numerous advantagbere have been some challenges which
hinders its optimum usage both to the public anel blank themselves. The complexities
associated with e-banking patronage are so large ahsingle study could not discover all.
Again, due to limited resources and time this stwdyld only sample two branches of
commercial bank of Ethiopia. In view of the abottee researcher recommends that funds be
made available from the concerned source for thystio be replicated in the other banks since
the findings of the current study indicated tharéhare varied challenges as well as advantages
with electronic banking services. Recommendatidrem such a study would lead to a
much better administration and patronage oftedac banking product for economic growth

and development.
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APPENDIX |
ST.MARY’S UNIVERSITY
SCHOOL OF GRADUATE STUDIES

| am GizawTeshome, a postgraduate student of Stsnamiversity, school of Graduate studies,
Addis Ababa. | am conducting this research as pérpreparation for a Master's Degree
Programme. This survey is aimed at understandiadgtBanking system and Service delivery to
customers. In meeting this objective, you have libén selected as a member of the sample to
provide relevant and objective data needed tofgdlis quest for this knowledge. Your bank has
been chosen as one of several others to be stddiedstudy is for learning purposes and as such
| would appreciate your voluntary cooperation tonptete the questionnaire. Your responses
will not be disclosed to any person. | do apprecidie least effort you make at enabling me

complete my programme successfully.

Electronic banking is defined as the automated delivery of new and traditional Koag
products and services directly to customers throefgctronic, interactive communication

channels such as internet, mobile, POS, ATM etc.

Thank you for your cooperation!
Best regards,

GizawTeshome

Tel No: 0923295511

MBA student at St Mary’s University

Part I: Demographic Information
Please indicate the following by ticking)(on the spaces in front of the response options:

1. Sex:

1. Maleo 2. Female

2. Age:

1. Below 200 3. 31-4(0 5.51-6(

2. 20-30o 4. 41-5@ 6. Above 6@
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3. Marital status:
1. Singlen 2. Marrieda 3. Divorced o 4. Widowed
4. Educational level:
1. Only read and write 2. Basic J.H.& 3.Secondary (SHS) 4. Tertiary
5. Diploma holden 6. First degree holder7.Master Degree 8. PhDn
5. Nationality:
1. Ethiopiano 2. Foreignen
6. Monthly income (in Eth. Birr):
1. Below 10007 2.1001-2006  3.2001-300@ 4. 3001-400@
5. 4001-500Q 6.5001-60060 7. Above 6000
Part | Now please indicate the degree to which yagree or
Il. disagree with the following Statements regardirig
Banking services in your bank. Use the scales apuade.
SD: strongly disagree, DA: Disagree, N:neutral, A:gree,
SA: strongly agree SD | DA N |A|SA
1 |2 3|14/ 5
Question Items Related to Customer Awareness of

Electronic Banking Systems.

7. I am well informed that, the existence and usafgdifferent
type of payment card services in the bank

8. I am well informed that the existence and usaQ&TM
services in the bank

9. I am well informed that the existence and usaig®lobile
banking services in the bank

10. I am well informed that the existence and usafgmternet
banking services in the bank

11. I am well informed that the existence and usaféOS
machine services in the bank

12. Advertisement on the media makes me to knowtreleic

banking service channels very well
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13. Telephone calls make me to know electronic imangervice
channels very well

14. Notice within the bank makes me to know electrdraoking
service channels very well

15. As a customer of this bank my awareness regardi
electronic banking service is good
Question Items Related to Customers Preference beten
Banking in the Halls and E-banking.

16. | prefer to transact my business by electrbaitking service
delivery channels than on the face to face basiakibg in
the hall)

17. Difficulty in assessing the internet (netwoik}the problems
associated with banking with e-banking channels

18. Insecurity associated with the system is theblpms
associated with banking with e-banking channels
Question Items Related to Benefits of Electronic Biking
Service Channels

19. E- Banking makes it easier for customers tobdaking
activities

20. E-banking is highly convenient for custometiraditional
banking

21. E-banking increase information access to custsnby
providing real time information on the money in ithe
accounts

22. Electronic banking minimizes the risk of cangicash

23. E-banking services are enables users to coenipatking

activities quickly and saves time
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24. It is easy to contact my bank whenever necgssar

25. My bank’s services are reliable (i.e. serviseavailable
anytime)

26. E-banking products improve customer service

27. Electronic banking service is free of chargmatbank.
Question items related to the Outcomes of Transaon
Failure in usage of E-banking Products

28. | am disappointed following an E-Banking seeviailure

29. E-banking products transaction service failafeect my
willingness to patronise the bank again

30. E-banking products service failure made me kthof
switching to another bank

31. E-banking products transaction failure discgasaone fron

recommending the bank to other

Thank you for taking the time to fill in this surwg!!
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