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EthiopiaaCaseofpiassabranchTomeettheobjectivethestudyusedexplanatoryanddescriptive

researchdesignwithmixed(qualitativeandquantitative)researchapproach.Questionnairewas

theprimarydatagatheringtoolsand368customersfilledupthequestionnaireproperly.Thedata

collectedwereanalyzedbyusingdescriptiveandinferential(correlationandregressionanalysis)

statisticsthroughstatisticalpackageforsocialscience(SPSS)version21.Theresearchfinding

showed,independentvariables responsiveness,tangibilityandreliability havestatisticallystrong

andpositiverelationshipwithcustomersatisfaction.Alsoempathyandassuranceweremoderate

andpositiverelationshipwithcustomersatisfaction.Similarly,theregressionresultrevealedthat,

responsivenessand tangibilitywerestatisticallypositiveand strong significantimpactson

customersatisfactionwiththevalueofβ=0.665and0.516respectively.Followingthese,reliability

andassurancewerestatisticallymoderatesignificanteffectsoncustomersatisfaction. Further,

empathywasstatisticallyinsignificantimpactsoncustomersatisfaction.Moreover,qualitative

researchfindingconfirmedtheabovefacts.Theintroductionofcentralizedcorebankingsystem

helpsto savetime,energyandimprovedservicequalityandalsoenhancedcustomersatisfaction.

However,system/networkinterruptionwastheprimarychallengeduringcorebankingservice

provisions.Electricityproblem,poortechnologyexperienceofcustomer,poorcustomerhandling,

inaccessibilityofATM machineand absenceofqualityservices,access,andcustomersurveyand

awarenesscreationweretheotherchallengeforcorebankingserviceusers.Toimprovedcustomer

satisfactionthebankshouldbeused fastservicedeliverychannelandusedup-to-datecore

bankingsolutionsandalso alleviatethechallengesthatarefacecorebankingserviceprovision.

Keywords:corebanking,system,solution,customer,customersatisfaction.
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CHAPTERONE

INTRODUCTION

Thischapterintroducedtheresearchproblems,backgroundofthestudy,researchobjectives

andquestions,significanceofthestudy,scopeofthestudy,definitionsoftermsandfinally

organizationofthepaper.

1.1Backgroundofthestudy

Today’sbusinessesenvironmenttendsto be rapidly and non-linearly changed due to

technologicalinnovation,diffusionknowledge(theestablishmentofknowledgebasedeconomy)

andunlimitedcustomerdemandanditsvariability.Moreover,theincrementoflevelof

competitions,customers’needs and expectation rapid change,high rate oftechnical

obsolescenceandshorterproductlifecycleaggravateitbusinesschange.Asaresultbusiness

ownersactivelyengagedtomeetthedemandoftheircustomerandtobecompetitivebyusing

sophisticatedandmoderninformationandcommunicationtechnology(Kumar&Phrommathed,

2006). Amongthose,thebankingindustryneedsattentiontoretain,attractandsatisfyingof

theircustomerswithin the existed competitive and dynamicenvironment.The use of

informationandcommunicationisparamountsignificanceforbankingsector.Alongthis,

internetisthemainmedium whereallmonetary,bankingandbusinessactivitiestakeplace

globally.Inaddition,bankinghastransformedintocustomerfocusedtechnologydrivenbanking

withnon-stopdigitalservicesforcustomersandcustomers’abilitytobankfromanybranchin

oncecountry(MaskellandMalmberg1999).

Inrelationtothis,Corebankingsolutionsisoneofthevitalbankapplicationsandits

transformationisdrivenbytheneedforrespondingtointernalbusinessimperatives(growth

andefficiency)andexternalbusinessimperative(regulationsandcompetition).Ontheother

side,Corebankingsolutionshelpsanincreasingnumberofproductstocatertodifferent

customersegmentsandalsothenumberofchannelsisexpandingwithtime,whichisincreasing

thecomplexityofmulti-channelbanking.Thishasnecessitatedinvestmentsintomodernizing

corebankingsystemsinordertohandleanincreasingvolumeofproduct-channeltransactions

andpayments(CamgmeniAnalysis,2013)
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Furthermore,Corebankingsolutiontechnologiesfacilitateacentralshareddatabasesupport

theentirebankingapplication.Businessprocessesinallthebranchesofabankupdatea

commondatabaseinacentralserverlocatedatdatacenter,whichgivesaconsolidatedviewof

thebank’soperations.Likewise,branchesfunctionasdeliverychannelsprovidingservicestothe

customersofthebank.CoreBankingSolutionisanintegratedapplicationthatsupportsreal

time,multibanking and multi-channelstrategies.The single biggest achievement of

implementingtheCoreBankingSolutionisthateachcustomeristrulythecustomerofthe

BankandnotjustthecustomeroftheBranch,wherehis/heraccountismaintained.He/shecan

gotoabranchanywhereinthecountryandperformatransaction.Inrelationtothis,banksto

becompetitiveusuallyupgradedtheirtechnologyforgreaterefficiency,responsiveness,getting

platformindependent,addingnewmoduletomeetnewdemand,andforfewersystemcrashes

specificallycorebankingsolutions.

Asaresult,bankingindustryworkedtoobtaintheattentionofexistingandnewpotential

customersthroughaccessibilityandcustomercenterservice i.e.(makingavailablethebankto

customersplace)todosomobilebanking,internetbanking,cardbankingandCBEbirrarethe

mainones.Inaddition,interconnectionofallbranchesthroughnetwork(corebanking)isalso

savecustomer,time,cost,andenergybyprovidingservicewithcloserbranches. Banking

industryofthe21stcenturyoperatesinacomplexandcompetitiveenvironmentcharacterized

bythesechangingconditionsandhighlyunpredictableeconomicclimate.Informationand

CommunicationTechnology(ICT)isatthecenterofthisglobalchangehencebankingindustry

isenteringintonewphenomenaofunprecedentedform ofcompetitionsupportedbymodern

informationandcommunicationinfrastructure.

AstrategicuseofICTandcorebankingsolutionshelpsanorganizationgainacompetitive

advantagethroughitscontributiontothestrategicgoalsofanorganizationand/oritsabilityto

significantlyincreaseperformanceandproductivity.Similarly,bankingindustryhasrealizedthe

significance ofcustomer-centered philosophies and is turning to quality management

approachestohelpmanagingtheirbusinesses.Manyscholarsandservicemarketershave

exploredconsumers‟cognitiveandaffectiveresponsestotheperceptionofserviceattributesin

ordertobenefitbyprovidingwhatconsumersneedinaneffectiveandefficientmanner

(Ravichandranetal.,2010).



3

Bankingindustryismarkedbyaggressivecompetitionandever-changingcustomerdemands.

Asaresult,banksneedtoadoptthemselvestothechangingenvironment.Itisessentialforthe

bankstoadoptappropriatevariousstrategiestomergeasthepreferredbankofcustomers.

Timelyintroductionofvariousproductstosuitthediverseneedsofcustomersisafunctional

necessitytothebanks.Technologygivesthecuttingedgetocomeoutwithcustomercentric

productsanddeliverychannelsintime(Biju,Devandhiran&Sreehari,2012).

ThefocusofthisresearchwasTheEffectofCoreBankingonCustomerSatisfaction inAddis

AbabaemphasizingonCommercialBanksofEthiopia(CBE)Piassabranch.Toachievethis,the

researcherusedsurveyresearchmethodsandalsoemploysbothqualitativeandquantitative

approaches.

1.2Backgroundoftheorganization

CommercialbankofEthiopia(CBE)establishedin1942asastateBankofEthiopia.Itwas

legallyestablishedasasharecompanyin1963.Followingthedeclarationofsocialismin1974

thegovernmentextendeditscontroloverthewholeeconomyandnationalizedalllarge

corporations.Organizationalsetupsweretakeninordertocreatestrongerinstitutionsby

mergingthosethatperform similarfunctions.Asaresult,in1974,CBEmergedwiththe

privatelyownedAddisAbabaBank.Sincethen,ithasbeenplayingsignificantrolesinthe

developmentofthecountry(Yesuf,2010). ThenAddisBankandCommercialBankofEthiopia

S.C.,weremergedbyproclamationNo.184ofAugust2,1980toformthesolecommercialbank

inthecountrytilltheestablishmentofprivatecommercialbanksin1994.

TheCommercialBankofEthiopiacommenceditsoperationwithacapitalofBirr65million,128

branchesand3,633employees.Throughtime,branchesareincreasedandstretchedacrossthe

country.InJune30th 2019thebankassetsreached711.96billionBirrandplayacatalyticrole

intheeconomicprogress&developmentofthecountry.Also,CBEhasmorethan22million

accountholdersandthenumberofMobileandInternetBankingusersalsoreachedmorethan

2.5millionandalsoactiveATMcardholdersreached morethan8million. CBEcombinesawide

capitalbasewithmorethan37,894talentedandcommittedpermanentemployeesandmore

than22,000outsourcedjobs(http://www.combanketh.et).
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Duetoinformationcommunicationtechnologyadvancementbanksextendedanddiversified

theirservicessuchascreditcard,VisaandMasterCard,mobileandInternetbankingservices.

Thus,thebank’scustomerswillenjoyreducedwaitingtimeandagreaterchoiceofbanking

channelsandservices.AccordingtoNationalBankofEthiopia,currentlythereare17banks

whohaveacquiredcorebankingsolutionsthatarerequiredtointerfacewiththeNationalBank.

(http://WWW.NBE.COM.ET).

1.3Statementoftheproblem

Inrecentbusiness,customercenteredservicesandsatisfyingoftheircustomersisoneofthe

majormissionsforanorganization.Thisiscomingfrom highlinkagesofsustainabilityor

competitivenessofbusinesswithsatisfiedcustomers.Whencustomersaresatisfiedthe

organizationsachieve highersales;profitand marketshare and vice versa.Customer

satisfaction also leadsorganizationsto gain loyaltyand achievethedesired objectives.

Therefore,itisessentialfororganizationstosatisfytheircustomer’spromptlysothattheycan

achievewhattheyplan.Banksasabusinessorganizationshouldprovideagreatcareforits

customersto attract,retain and gain theirloyalty(Eskindir,2016 and Prahalad and

Ramaswamy,2004).

Inrelationtothis,commercialbankofEthiopiahasbeenprovidingmanykindsofbanking

servicessinceitsestablishmentin1942.customersofthebankhavenotbeingsatisfiedbyits

servicesduetopoorservicequalityofthebanksand absenceof technologies thatare

facilitatebankservices(Dejene,2019)

Inrecenttime,theadvancementofinformationandinternettechnology,theNationalBankof

Ethiopia(NBE)requiredallcommercialbanksinEthiopiatoinstallacore-bankingsystem in

2012tointegratetheservicesdeliveredinitsallbranchbanksandtoimprovethequalityofits

services.DuringthetimeTheCommercialBankofEthiopiaCBEsuccessfullyinstalledcore

bankingsolutionsinmajorheadofficeorgansand34branchesinAddisAbaba.Theregulatory

bankintroducedthesystem forbettertransactions,financialrecords,includingdepositsand

loans,mortgages,internetbankingandexpansionofbranchesamongothers.Inadditions,the

implementationofthistechnologywouldenabletheCBE tobettercatertocustomers’

requirementsin efficient,costeffectiveandsecuremanner.Throughtimecorebanking
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technologyapplicationupgradedandexpandeditsserviceshencetheCBEwouldalsooffer

additionalservices,suchasinternetbankingandmobilebanking.Tothiseffect,Commercial

BankofEthiopia(CBE)chosetheSwissITvendor,TemenosGrouptoenhanceitscorebanking

system(AddisFortune,2018),

Inthisinformationcommunicationtechnologyera,commercialBanksofEthiopiancorebanking

servicearenotthatmuchadvancedandlittlecareabouttheircustomers(Dawit,2017)This

comesfrom poortechnologicalchangesinthebankandforcedtousemoreobsoleteand

traditionaltechnologies,thesearecausefordissatisfactionandswitchingcustomers(Eskindir,

2016).Thismeansthebanksarenotsatisfyingtheircustomersenoughduetovariousfactors

inwhichusingtraditionaltechnologiesisamongthem.LevesqueandMcDougall(1996)have

confirmedandreinforcedthenotionthatconsistentpoorcustomerexperienceasaresultof

poorservicequalityleadstoadecreaseinthelevelsofcustomersatisfactionandthechancesof

furtherwillingnesstorecommendtheservice(i.e.,word-of-mouthadvertisingorreferrals)is

lessened.ThisistrueforcommercialbankofEthiopia,whichistheleadingbankinthecountry.

On theotherhand,theimplementation ofcorebankingsolutionsortechnologyraised

efficiency,qualityofprocess,optimalcompatibilityandutilizationofthefunctionality,ensured

betterriskmanagementwithgoodsecurityandotherrelatedissues(FinacusSolutionsPvtLtd,

2012).Further,theapplicationofthistechnologyisbelievedtohavemanycontributionsforthe

bank.

Also,rapidchangeofcustomer’sneedsandtheirpoorsatisfaction,theoccurrenceofgradualor

poortechnologyinstalling/solutionofcommercialbanksofEthiopiaaretheprimarymotiveto

conductthisstudy.

Hence,theresearcheridentifiedlevelofcontributionofthistechnologyonsatisfyingthe

customersofthebank.
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1.4ResearchQuestions

 Whatistheimpactstangibilitydimensionofcorebankingservicequalityoncustomer

satisfaction?

 Whatistheimpactsreliabilitydimensionofcorebankingservicequalityoncustomer

satisfaction?

 Whatistheimpactsresponsivenessdimensionofcorebankingservicequalityon

customersatisfaction?

 Whatistheimpactsassurancedimensionofcorebankingservicequalityoncustomer

satisfaction?

 Whatistheimpactsempathydimensionofcorebankingservicequalityoncustomer

satisfaction?

 Whichservicequalitydimensionshavegreaterinfluenceoncustomer’ssatisfaction?

1.5Objectivesofthestudy

1.5.1Generalobjective

Thegeneralobjectiveofthestudywastoassesstheeffectsofcorebankingoncustomer

satisfactioninCBE(incaseofPiassabranch)

1.5.2Specificobjectives

Thespecificobjectivesofthestudyare

1.Toassesstheimpactsoftangibilitydimensionofcorebankingservicequalityon

customersatisfactioninCBE.

2.Toassesstheimpactsofreliabilitydimensionofcorebankingservicequalityon

customersatisfaction.

3.Toassesstheimpactsofresponsivenessdimensionofcorebankingservicequalityon

customersatisfaction.

4.Toassesstheimpactsofassurancedimensionofcorebankingservicequalityon

customersatisfaction.

5. Toassesstheimpactsofempathydimensionofcorebankingeservicequalityon

customersatisfaction.
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6.Toidentifywhichservicequalitydimensionshavegreaterinfluenceoncustomer’s

satisfaction.

1.6Significanceofthestudy

Thisstudywasgreatlyimportantforbanktoassesswhetheritsapplicationofcorebanking

serviceenhancethelevelofcustomersatisfaction.

Moreover,thestudywillhavethefollowingsignificances:

 Identifiesissuesrelatedtotheapplicationofcorebankingandwhichservicequality

dimensionsaremoreimportantforcustomersatisfactions.

 Identifycustomerperceptionaboutcorebankingserviceandwhatactualcustomer

satisfactionlooklikesinthebank.

 Thestudyhelpstoenhancedcustomersatisfactioninthebank.

 Banks cangotbetterinformationfrom thisresearchfindingregardingwithcore

bankingapplicationandcustomermanagement

 Banks,marketingandoperationmanagerandtechnologiescangetaninputtotake

appropriatemeasuresfromthestudy.

 Thisresearchusedasabasepointforfurtherstudiesintherelatedissues.

1.7Scopeofthestudy

Delimitation(scope)addresseshowastudyisnarrowedinscope,thatis,howitisbounded.

Limityourdelimitationstothethingsthatareadermightreasonablyexpectyoutodobutthat

you,forclearlyexplainedreasons,havedecidednottodo”(Dawson,2007).Inrelationtothis,

thestudydelimitatewithconcept,timeandplace.Geographically,thescopeofthestudywill

limitcorebankingservicesinCommercialbankofEthiopia(CBE);NorthAddisdistrict;Piassa

branch.Theresearchersselectthisbranchpurposively,becausethisbranchlocatedonthe

centerofthecityandaccessibletotheresearcher,whichmakedatacollectionprocessesmuch

easier.Intermsofconcept;thescopeofthisfocusesontheassessingofcorebankingservice

andtheirdiminutions(tangibility,reliability,responsiveness,empathyandassurance)on

customersatisfaction.
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1.8Organizationofthestudy

This researchorganizedinfivechapters,chapterone, discussed theintroductorypart,

backgroundofthestudy,backgroundoftheorganization,statementoftheproblem,research

questions,objectivesofthestudy,significanceofthestudyand scopeofthestudy.Thenext

chapter,chaptertwodiscussedthereviewofrelatedliteraturesofdifferentscholars.chapter

threewilldealwithmethodologiesthatwillbeusedinconductingthestudy,inchapterfour,the

datathecollecteddatawaspresented,analyzedandinterpreted.Thefifthandthelastchapter,

wasdiscussedresearchfinding,conclusionsandrecommendationofthestudy.

1.9DefinitionofKeyTerms

Corebanking:-isreferstoacentralizedonlinerealtimeexchangebanking(Wikipedia).

Corebankingsolutions(CBS):-isacombinationofanapplicationsoftwareandnetwork

devices.

Customers’satisfactions:-referstoaperson’ssatisfactionwithaproduct,aservice,ora

supplier(Terpstraetal.,2014).

Servicequality:-isthe“thedifferencebetweencustomerexpectationsandperceptionsof

service(Parasuraman,1988).
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CHAPTERTWO

LITERATUREREVIEW

2.Introduction

Thispartofthestudydiscussestheconceptscorebankingandcorebankingsolutioninrelation

withcustomersatisfaction.Moreover,thischapterdiscusesandpresentsthetheoretical,

conceptualand empiricalreviewofcorebankingwithcustomer’ssatisfactionandsuitedinthe

study.

2.1Conceptualandtheoreticalreview

2.1BasicConceptsofCoreBankingandcorebankingsolutions

AsitcanbeseenvariousresearchandscholarsliteratureCoreBankingconceptsstandsfor

"centralized onlinereal-timeelectronicbanking.Corebanking refersto theservicesof

networkedbranchesthatallowtotheirclientstoaccesstheirfundsandtoperform simple

transactionsfrom anyplace.In broadersense,itrefersto theexchange,upgradeand

outsourcingcorebankingsystem integratedintothepackageofsoftwareapplicationsfor

processingandpostingthetransactions,aswellasmanagingtheaccountingprocesses.The

basisofthissystemisdepositsandloans.Inordertomeettheirclients’needsbanksusecore

bankingapplicationsandalsomanageeverychangebythehelpofcentralizeddatacenter,

whichcontainsallnecessarydataofclientsandtheiraccounts.Inaddition,everybankscollect

alltransactionsfromindividualbrancheswiththehelpoftechnologyorconnectivity(Krećaand

Barać,2015andRevathy,2004).

Corebankingisafacilityprovidedbybanksinwhichapersonhavinganaccountinonebranch

canoperatehisaccountinanotherbranch(Kaur,2012).Thishasbecomepossiblebecauseeach

accountholderisgivenaspecializedcomputerizedanduniqueaccountnumber.Insimpleterms,

CBSisatypeofbankinginwhichapersonwhoopensabankaccountinaparticularbranchofa

bankwillbeacustomerofthebankratherthanbeingacustomerofaparticularbranch.Core

bankingisallaboutknowingcustomers'needs;providingthem withtherightservicesatthe

righttimethroughtherightchannels.Moreover,corebankingsystem isprovidingvarious

alternativedeliveryservicechannels,whichreducecostandtimetakenforthetransactionsand
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alsointendedtoimprovebanksoperationaleffectiveness(Rahmanand Qi,2016and Essayas,

2016).

Nowadays,mostbanksusecorebankingapplicationstosupporttheiroperationsandtheentire

bank'sbranchesaccessapplicationsfromcentralizeddatacenters.Thismeansthatthedeposits

madearereflectedimmediatelyonthebank'sserversandthecustomercanwithdraw the

depositedmoneyfrom anyofthebank'sbranchesthroughouttheworld.Theseapplications

now alsohavethecapabilitytoaddresstheneedsofcorporatecustomers,providinga

comprehensivebankingsolution.Inacorebankingconceptallthesystemsofthebankare

connectedtothecentralofficebymeansofaconnectivitywhichmaybeeitheraleasedlineora

dialupline(RahmanandQi,2016).

Afewdecadesagoitusedtotakeatleastadayforatransactiontoreflectintheaccount

becauseeachbranchhadtheirlocalservers,andthedatafromtheserverineachbranchwas

sentinabatchtotheserversinthedatacenteronlyattheendoftheday.Normalcorebanking

functionswillincludedepositaccounts,loans,mortgagesandpayments.Banksmakethese

servicesavailableacrossmultiplechannelslikeATMs,Internetbanking,andbranches(Rahman

andQi,2016).

Inrelationtothis,therearemanyprovidersaroundtheworldthatselltheircorebanking

productstothebanks,suchareFIS,Temenos,OracleFinancialServicesSoftware,Infosys

Technologies,Fiserv,TCSFS,SAP,Polarisandmanyothers.Theseproductsarecalledcore

banking solutionsand someoftheoperationstheyprovidearerecording transactions,

maintainingsavingsbooks,calculatinginterestratesforloansanddeposits,keepingthe

customer’sdata,balanceofpayments,etc.Shortly,theCBS(CoreBankingSolution)refersto

connectingthebranches,whichallowsclientstomanipulatetheirfunds,independentlyofthe

branchinwhichtheseareopened(KrećaandBarać,2015).

Asaresult,Banksaimtoreducecosts,enhanceefficienciesandguaranteecustomerretention

withuseoftechnology(Turnbull,2007).Inbanking,therelationshipsbetweeninstitutionsand

theircustomersarecritical(SeyboldandFoss,2001)andtechnologysuchasATMs,POS,SMS

Banking,OnlineBankingandMobileBankingisthemediatorinthatinteraction.Technological

advancesenablecloseandlong-termrelationswithcustomers(Chairlone,2009).Forthesenew
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generationbanksthetechnologicalgeneiscalledCoreBankingSystems(CBS).CBSofabank,

anenginetofacilitiesappropriateserviceforcustomer.Corebankingsystem(CBS)hasbeen

effectiveinbringingaboutaradicalchangeinthefieldofbanking.CBSsimplifytheirbanking

operationsbyallowingthemtoconductcommonfrequentlyusedbankingtransactionswithout

visitingbank’sbranches,savingalotoftime.Theplatform wherecommunicationtechnology

andinformationtechnologyaremergedtosuitcoreneedsofbankingisknownasCoreBanking

Solutions.

2.2Corebankingsolutions

Theadvancementintechnology,especiallyInternetandinformationtechnologyhasledtonew

waysofdoing businessin banking.These technologieshave cutdown time,working

simultaneouslyondifferentissuesandincreasingefficiency.Theplatformwherecommunication

technologyandinformationtechnologyaremergedtosuitcoreneedsofbankingisknownas

corebankingsolutions.Here,computersoftwareisdevelopedtoperform coreoperationsof

bankinglikerecordingoftransactions,passbookmaintenance,andinterestcalculationson

loansanddeposits,customerrecords,balanceofpaymentsandwithdrawal.Thissoftwareis

installedatdifferentbranchesofbankandtheninterconnectedbymeansofcommunication

linesliketelephones,satellite,internetetc.Itallowstheuser(customers)tooperateaccounts

fromanybranchifithasinstalledcorebankingsolutions.Thisnewplatformhaschangedthe

waybanksareworking(RahmanandQi,2016).

CoreBankingSolution(CBS)iscentralizedBankingApplicationsoftware.Ithasseveral

componentswhichhavebeendesignedtomeetthedemandsofthebankingindustry.Core

bankingsolutionissupportedbyadvancedtechnologyinfrastructure.Ithashighstandardsof

businessfunctionality.CoreBankingSolutionsallowsorhelpsthebankstoofferamultitudeof

servicesbothatthebranchesandthroughdigitalmedium bringingaboutatransformationin

thebankcustomerinteractions.Inotherwords,Corebankingsolutionsarebankingapplications

onaplatformenablingaphased,strategicapproachthatisintendedtoallowbankstoimprove

operations,reducecosts,andbepreparedforgrowth(Abbate,1999andKrećaand Barać,

2015).Thiscorebankingapplicationiscentrallyaccessedbythebranchesandhelpstoprovide

efficientservicesandithelpstoreachbankserviceforeveryindividualbytheuseoftechnology.

Astheyarenetworked,customerscanaccesstheiraccountsandperformcertaintransactions
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fromanyofthebank’sbranches.Broadlyspeaking,thecustomerisnolongeracustomerofthe

branchbutacustomerofthebank.Corebankingsolutions(CBS)isacombinationofan

applicationsoftwareandnetworkdevices.InCorebankingsolutionsthereisacentraldata

centerandithaslargedatahousinginfrastructurethatprovideshighbandwidthaccesstoits

clientssuchas,anyservices,networkingdevices,firewallsandotherrelatedequipment.

Gartner,(2011)definesacorebankingsystem asaback-endsystem thatprocessesdaily

bankingtransactions,andpostsupdatestoaccountsandotherfinancialrecords.Corebanking

systemstypicallyincludedeposit,loanandcredit-processingcapabilities,withinterfacesto

generalledgersystemsandreportingtools.Strategicspendingonthesesystemsisbasedona

combinationofservice-orientedarchitectureandsupportingtechnologiesthatcreateextensible,

agilearchitectures

Theimplementationofcorebankingsolutions facilitatestheintegrationof bank'sservices

withinstalledtechnologies.Thisreducedriskthatcanresultfrommanualdataentryandout-of

-dateinformation,increasesmanagementinformationandreview,andavoidsthepotential

disruptiontobusinesscausedbyreplacingentiresystems.

2.3Corebankingsystemproducts

Asaresultoftechnologicaladvancementandunlimiteddemandsofcustomercorebanking

system productincreasedtimeandspace.Corebankingproductsandservicesaremethods

usedbybankingorganizationstocarryouttheirtransactionsatacenterthroughcentralized

bankingservices.TheseservicesincludeAutomaticTellerMachines(ATMs),ElectronicFund

Transfer(ETF),mobilebanking,onlinebanking,ElectronicData Interchange(EDI)and

telecommunicationservices(NegalignMamo,2016).Themajorandwellknowncorebanking

systemproductdiscussedbelow.

2.3.1 AutomatedTellerMachines(ATM)

Itisacomputerized telecommunicationsdevicethatprovidestheclientsofafinancial

institutionwithaccesstofinancialtransactionsinapublicspacewithouttheneedforacashier,

humanclerkorbankteller.UsinganATM,customerscanaccesstheirbankaccountsinorderto

makecashwithdrawals,creditcardcashadvances,andchecktheiraccountbalancesaswellas

purchaseprepaidcellphonecreditsbythehelpsoftheirowns personalidentificationnumber
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(PIN)(Thompson,1997),

2.3.2 Point-of-SaleTransferTerminals(POS)

Itisasystem ofsaletransaction(sellgoodsorservices)withcomputer,acashregisterand

otherequipmentorsoftware.Indeed,saleandpaymenttransactiondatacanbecaptured

immediatelybythecomputersystem electronically.Thesystem allowsconsumerstopayfor

retailpurchasewithacheckcard,anewnamefordebitcard.Thiscardlookslikeacreditcard

butwithasignificantdifference(Malak,2007).

2.3.3 InternetBanking

Internetbanking,sometimescalledonlinebankingorwebbankinganditisoutgrowthofPC

banking.Internetbankingisasystem thatenablesbankcustomerstoaccessaccountsand

generalinformationonbankproductsandservicesorperform accounttransactionsdirectly

withthebankthroughapersonalcomputerormobileusingtheinternetasthedeliverychannel.

Further,aninternetbankingcustomeraccesseshisorheraccountsfrombrowsersoftwarethat

runsInternetbankingprogramsresidentonthebank’sWorldWideWebserver(Egland,etal.,

(2008).

2.3.4 MobileBanking

MobileBankingreferstoprovisionandavailingofbankingandfinancialserviceswiththehelp

ofmobiletelecommunicationdevices.Itisbestdescribedasthenewestchannelinabankingto

provideaconvenientwayofperformingbankingtractionsusingmobilephonesorothermobile

device.Withmobiletechnologybankscanofferavarietyofservicestotheircustomerssuchas

doingfundstransferwhiletraveling,receivingonlineupdatesofstockpriceorevenperforming

stocktradingwhilebeingstuckintraffic.Smartphonesand3Gconnectivityprovidesome

capabilitiesthatoldertextmessage-onlyphonesdonot(Shan,2006andSinghandNayak,

2012)

2.3.5 TelephoneBanking

Telephonebankingisaserviceprovidedbybanksorfinancialinstitution,whichallowsits

customerstoperformtransactionsoverthetelephonewithouttheneedtovisitabankbranch

orautomatedtellermachineoffertheserviceona24-hourbasis(Vilaetal.,2013).Most
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telephonebankingservicesuseanautomatedphoneansweringsystem withphonekeypad

responseorvoicerecognitioncapability.Toguaranteesecurity,thecustomermustfirst

authenticatethroughanumericorverbalpasswordorthroughsecurityquestionsaskedbya

liverepresentative.Mostfinancialinstitutionshaverestrictionsonwhichaccountsmaybe

accessedthroughtelephonebanking,aswellasalimitontheamountthatcanbetransacted.

2.3.6 PC-Banking

Abankingserviceenablesforbankcustomerstoaccesstheiraccountinformationandperform

certainbanktransactionsusingapersonalcomputerandamodem.Ithasbecomeapopular

methodforpeopletomanagemoneyandpaybillsusingonlineservertologintotheiraccount

andpaybills,transfermoneybetweenaccountsandreconcilecheckledgers.

2.3.7 CreditandDebitCard

Itisanormalcardwherebyaholderisabletopurchasegoods,withouthavingtopaycash

immediately.Creditcardisbuiltaroundrevolvingcreditprinciple.Generally,alimitissettothe

amountofmoneyacardholdercanspendamonthusingthecard.Attheendofeverymonth,

theholderhastopayapercentageofoutstanding(GordaonE.,andNatarajan,K.,).Debitcardis

usedforpurchasinggoodsandservicesorforobtainingadvancesforwhichpaymentsismade

fromexistingfundsinbankaccounts.

2.4CorebankingservicebenefitsforCustomersandBanks.

Corebankingandcorebankingsolutionshasasignificantadvantageorbenefitforcustomerin

bankindustry.Amongthose,theintroductionofnewdeliverychannelsforcustomers,bybanks.

InternetBanking,MobileBanking,MobileAutomatedTellerMachines(ATMs),multi-functional

ATMs,sharedATM services;quickandimmediatefunds transferandsmartcardusage

opportunityandfinancialinclusionarethemajoronce(Revathy,2004).

Otherbenefitsofcustomerintheimplementationofcorebankingsolutionare(1)Availability

ofelectronicdeliverychannelslikeATM,netbankingandmobilebanking,providingcustomers

alternatechannelsoutsidebranchworkinghours(2)Quickerandefficientfundtransfersfor

customers(3)Customercanconducttheirbankingtransactionfromanybranchoftheirbank(4)

Abilitytoofferimprovedservicestothecustomersofthebankbytheuseofcentralized

databasewhichproviderealtimeinformationtothecustomersofthebank(5)Introductionof

new productbybankswhichareusefultotheir customerslikeonlinebillpayment (6)
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Customercanoperatehisaccountfromanyofthebranchofthebank(7)Moreservicechannels

canbemadeavailabletothecustomer(8)Customergetsimmediatecreditifthetransactionis

betweenthebranchesofthebank.Evenextensioncounterscanprovideallservicestothe

customer(9)Customergetsfullattentionandservicesatisfactionatthebranchesasthe

branchesarefreedfromallbackofficefunctions,clearingfunctionsandalmostallaccounting

functions(10)customercangetSMSalertsonhismobileore-mailalertsthroughnetfor

transactiontakingplaceinhisaccount(Revathy,2004).

Ontheotherhand,Corebankingandcorebankingsolutionsareparamountadvantagefor

bankssuchas(1)thereiscentralizedtransactionsandaccounts,thisdepictsrealpictureof

financialpositionandsituationofthebankandhelptimelyandeffectivedecisionmaking(2)

usedforcentralizedproductcontrol& monitoring;specifically,interestratemodifications,

productmodificationandinterestapplicationcanbedonecentrallyfrom oneplaceforallthe

branches(3)Introduced technologybasedservicescentrally(4)Centrallymanaged customer

accountorinanybranchservicesarefunctioned(5)helpstopreparedcentralizedreportandup

-dateddecisionmakingthroughconnectivity(6)helpforCentralizedSystem Administration;

this helps also growth opportunities, efficiency gains and risk mitigation foraging

systems(Revathy,2004andKULKARNIP.R.2012).

Further,corebankingsolutionimplementationincreasedbankrevenuesinceyouwillbeableto

reachmorecustomers,improvedcustomersatisfactionsinceserviceswillbereadilyavailable

andfastintheirprovision,costreductionbecauseitwillnothavetoincurheavywagebill,

reducedspacerequirementsandhencereducedrentorleasepayments.Otherbenefitsinclude

increasedefficiencysinceautomationenablesyoutodomorewithlessinput,increasedlevelof

outputandemployeesatisfactionandmotivationsincetheywillnothavetotoilreallyhard.

Largermarketsharethroughattractionofnewcustomersandcustomerloyaltymaybegained

(CzerniawskaandPotter,2000).

2.5ServiceQualityandCustomerSatisfaction

Asitcanbeseenmanyresearchersliteratureservicequalityandcustomersatisfactionhad

positiverelationshipsandalsotriedtodifferentiatedistinctionbetweenservicequalityand

customersatisfaction(Bitner,1990;Bolton&Drew,1991;Parasuramanetal.,1988).This
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differentiationisimportantforfirmstoconcentrateonenhancingtheircapabilitytosatisfy

customersthroughprovidinghighservicequality.Onethatiscommonlyuseddefinesservice

qualityastheextenttowhichaservicemeetscustomers’needsorexpectations(Lewisand

Mitchell,1990andWisniewskiandDonnelly,1996).Servicequalitydefinedasthedifference

betweencustomerexpectationsofserviceandperceivedservice.Ifexpectationsaregreater

than performance,then perceived qualityislessthan satisfactoryand hencecustomer

dissatisfactionoccurs(Parasuramanetal.,1985;LewisandMitchell,1990).

AccordingtoMesay(2012)andClemes,(2008)servicequalityleadstocustomersatisfactionor

toachievehighlevelofcustomersatisfaction,highlevelofservicequalityshouldbedeliveredby

theserviceprovider.Asaresult,servicequalityimproves;theprobabilityofcustomer

satisfactionalsoincreases.However,servicequalityisoneofthedimensionstosatisfied

customersoroneofthepotentialtoinfluencefuturequalityperception.Indeed,servicequality

andcustomersatisfactionconceptdiscussedindetailstounderstandtheissues.

Customersisanyindividualwhoisabletofigureoutanddoprocessingofaccount,checking

accountandallothercapablepersonwhooperatebybanks(WangandSplegel,1994).In

relationtothiscustomerhasasignificantroleinbusinessoperationandtheestablishmentof

effective communication between customers and businesses.Sometime consumers are

consideredasacustomer;hence,Businessesobtainbetterprofitability,whichstemsfrom

satisfyingconsumers(Elfarmawi,2019).

Satisfactionisderivedfrom theLatinsatis(enough)andfacere(todoormake),hence

satisfyingproductsandserviceshavethecapacitytoprovidewhatisbeingsoughttothepoint

ofbeing"enough."tworelatedwordsaresatiation,whichlooselymeansenoughuptothepoint

ofexcess,andsatiety,whichcanmeanasurfeitortoomuchofenough,asiftosaythattoo

muchisnecessarilyundesirable.Thesetermsillustratethepointthatsatisfactionimpliesa

fillingorfulfillment(Masrujeh2009).

AccordingtoKotler(2000),satisfactionisaperson’sfeelingofpleasureordisappointment

resultingfromcomparingaproduct’sperceivedperformance(oroutcome)inrelationtohisor

herexpectation.Kotler(2006)againdefinedcustomersatisfactionbygivingdetailsonthe

attributesofahighlysatisfiedcustomer.Accordingtohim,ahighlysatisfiedcustomerstays
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loyal,longer,andbuysmoreasthecompanyintroducesnewproductsandupgradesexisting

products;talksfavorablyaboutthecompanyanditsproducts,payslessattentiontocompeting

brandsandislesssensitivetoprice,offersserviceorproductideastothecompanyandcosts

lesstoservehimthannewcustomersbecausetransactionsareroutine.

Similarly,satisfactionisthedegreethatactualperformanceofacompanysatisfiescustomer

expectations,meaningtheperformanceofacompanysatisfiescustomerexpectations,the

customerwillhavesenseofsatisfaction;otherwisehe/shewillbedissatisfied(Abdoli&

Fereidunfar,2008).Also,customer’ssatisfactionisfulfillingtheirneedsandwantsasmeansfor

theachievementoforganization’sobjectives.Thisunderlyingmotivationoncustomerfocusis

clearmissiontocreatevalueforcustomers,stayprofitableandgaindesiredperformance(J.

Munaiah,2017).

Ontheotherhand,servicequalitydefinedas“themostpowerfulcompetitiveweapon”,

(Haghighietal,2003).Thecustomersexpecttwodesirableandsufficientlevelsofservicesthat

areseparatedbythetolerancezoneofthecustomer(Baglou& Zomorodpoush,2009).

Accordingtointeractiveviews,servicequalityistheoutcomeofcustomerandtheservice-

providerandorganizationalquality(Shahriari,2006).Inaddition,Parasuraman(1988)service

qualityisthe“thedifferencesbetweencustomerexpectationsandperceptionsofservice”.

Accordingtohim,measuringof servicequalityasthedifferencebetweenperceivedand

expectedservicewasavalidwayandcouldmakemanagementtoidentifygapstowhatthey

offerasservices.Similarly,Parasuramanetal.,(1988),“servicequalityinvolvesanattitudeand

isanevaluationoverseveralserviceencountersovertime”.Also,servicequalityisaglobal

judgment,orattitude,relatingtothesuperiorityoftheservice,whereassatisfactionisrelated

toaspecifictransaction.Satisfactionisapostconsumptionexperiencewhichcompares

perceivedqualitywithexpectedquality,whereas,servicequalityreferstoaglobalevaluationof

afirm'sservicedeliverysystem.”

Furthermore,Oliver(1981)distinguishedcustomersatisfactionfrom servicequalityinhis

definitionofattitudeas“theconsumer’srelativelyenduringaffectiveorientationforaproduct,

store,orprocesswhilesatisfactionistheemotionalreactionfollowingadisconfirmation

experiencewhichactsonthebaseattitudelevelandisconsumption-specific” Furthermore,
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Auka,2012)alsostatedthathighqualityofservicewillresultinhighcustomersatisfactionand

increaseloyalty.

Parasuramanet.Al(1985)andZeithamlet.,al(1990)notedthatthekeystrategyforthe

successandsurvivalofanybusinessinstitutionisthedeliveranceofqualityservicesto

customers.Thequalityofservicesofferedwilldeterminecustomersatisfactionandattitudinal

loyalty.

Likewise,servicequalityandcustomersatisfactioninterrelatedconceptsandoneinfluencethe

others.Servicequalityhasastrongcorrelationwithcustomersatisfactionandalsoaitisa

strategiccomponentandmarketingplanofanorganizations(Spathisetal.,2004).Also,

servicequalityindicatestheextenttowhichcustomers'perceptionsofservicemeetand/or

exceedtheirexpectationsorthedifferencesbetweencustomerexpectationsandperceptionsof

service(Zeithaml,1990andParasuraman,1988).

Servicequalitycanbeextendedtotheoverallevaluationofaspecificservicewithtenservice

qualitydimensions:tangibles,reliability,responsiveness,competence,courtesy,credibility,

security,access,communicationandunderstanding/knowingthecustomer(Parasuramanetal.,

1985,1988).Thesetendimensionsdefineintofivetomeasurecustomer’sperceivedvalueof

service quality,which is known as SERVQUAL.This SERVQUAL adopts the meeting

expectationsparadigm tomeasureserviceagainstfirms(Ladhari,2009)Parasuramanetal.,

1988).

2.6Measurementofservicequality

TheSERVQUALscalewhichisalsoknownasthegapmodelbyParasuraman,(1988)hasbeen

proventobeoneofthebestwaystomeasurethequalityofservicesprovidedtocustomers.

Also SERVQUAL scaleisaprincipalinstrumentforassessing customerservicequality

(Parasuramanvd,1991;Parasuramanetal.,1988).

Researchershaveadvisedthecustomizationofexistingservicequalityscalesdependingonthe

industrytowhichtheyareappliedasretailindustry(Schneider&White,2004).Inaddition,

regardingtoservicequalitydimensionsemergedacrossavarietyofservicesareimportantto

measuredeffectively.Inthecontextofthisstudy,fiveservicequalitydimensions(threeoriginal
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andtwocombineddimensions)areused.Theseare:-

(a)Tangibility:Thephysicalfacilities,equipment,infrastructureandtheappearanceofthe

staff/personnel

(b)Reliability:Thedependabilityandaccuracyoftheserviceproviderregardingwith

delivery,serviceprovision,problemresolutionandpricing.

(c)Responsiveness:Theabilitytoknowandwillingnesstocatertocustomerneedsorthe

abilitytorespondcustomerrequest,questions,complaintsandproblems.

(d)Assurance:Theabilityofthestafftoinstillconfidenceandtrustinthecompanyor

knowledgeandcourtesyofemployeesandtheirabilitytoinspiretrustandconfidenceorit

focusedcompetence,courtesy,credibilityandsecurity.

(e)Empathy:Theabilityofthestafftoprovideacaringservicetocustomersthrough

qualityservices,skillfullyhandlingofconflictsandefficientdeliveryofservicesresultedin

satisfiedcustomersforlongtermbenefitsoritincludesaccess,communication,understanding

thecustomer.

Thelasttwodimensions(assuranceandempathy)containitemsrepresentingsevenoriginal

dimensions:-communication,credibility,security,competence,courtesy,understanding/

knowingcustomersandaccess;thatdidnotremaindistinctafterthetwostagesofscale

purifications,thereforewhileSERVQUALhasonlyfivedistinctdimensions,theycapture

facetsofall10originallyconceptualizeddimensions.Theseservicequalitydimensionshelps

toreducedservicequalitymeasurementissuesthrough attentioncenteredonthe

determinantsofperceivedservicequalitywithparticularemphasisontheservicedelivery

process.

2.7Challengesofcorebankingservices

Corebankingsolutionhelptofacilitatebankservice,amongthoseit reduceincostand

improveefficiency,enablingadoptionofnewcustomercentricstrategies,enhancingbusiness

bankingandpersonalizedserviceandincorporatingnewandincreasedbusiness.However,this

arechallengingbecauseofdeferentfactors.Challengesfacedintheprocessofcorebanking

system developmentinclude agreeing on whatare actually necessary,security issues,

empoweringemployeestousethenewsystem,vendorcapabilitiesandcredentials,riskofthe

softwarecapabilitytomeetrequirementsandexpectations,unavailabilityofthediverseskills
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requiredanddatamigration.LackofsuitablelegalandregulatoryframeworkforCorebanking

andelectronicpaymentisanotherimpedimentfortheadoptionofnew technologyinthe

EthiopiabankingindustryNegalign,2016)

Ontheotherhand,thesecurityissueisofspecialconcernintheBankingIndustry,asbankingis

highlybasedontrustfromitscustomers.Hence,theriskofhackers,denialofserviceattacks,

technologicalfailures,breachofprivacyofcustomerinformation,andopportunitiesforfraud

createdbytheanonymityofthepartiestoelectronictransactionsallhavetobemanaged.

Dependinguponitsnatureandscope,abreachinsecuritycanseriouslydamagepublic

confidenceinthestabilityofafinancialinstitutionorofanation'sentirebankingsystem.Hence,

byintroducingtheappropriatesecuritymeasuresandputtingsecurityconcernsatease,the

BankingIndustrymightbeabletoattractthesegmentsamongconsumerswhopreviouslywere

notinclinedtousecorebanking.Furthermore,itisalsointhebanks’owninteresttoimprove

security,asdigitalfraudcanbecostlybothinfinanciallosses,andintermsofthedamageit

doestothebrandofthebankinquestion(BroderickandVachirapornpuc,2002).

2.8EmpiricalReview

Inrelationtothestudy,someresearcherswereconductingastudybefore.Amongthose

Endalkachew,(2013)conductingresearchonAssessingtheImpactofCoreBankingandService

QualityonCustomerSatisfactioninCommercialBankofEthiopiafocusedonBishofftuBranch.

Theresearcherusedstratifiedsamplingtechniqueandalsoemployedquestionnairefordata

collection.ThecollecteddatawasanalyzedusingdescriptivestatisticsandinferentialStatistics.

Basedontheirresearchfindings,therewassignificantrelationshipbetweenallservicequality

dimensionandcustomersatisfactionincommercialbankofEthiopia.Atthesametime,there

wassignificantrelationshipbetweencorebankingandcustomersatisfaction.Thethreeservice

qualitydimension(reliability,assurance,empathy)havepositiveandsignificantimpacton

customersatisfactionatthebank.However,theresttwodimensions(responsivenessand

tangibility)havenoimpactoncustomersatisfactionCorebankingalsohavepositiveand

significantimpactoncustomersatisfaction.

Similarly,Ateneh (2018)assessed theeffectsofthefiveservicequalitydimension on

customers’satisfactioninCommercialBankofEthiopia,SouthGondarZone,DebreTabor
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Branch.Resultsshowedthatfourservicequalitydimensionswhichincludetangibles,reliability,

responsivenessandassurancehavesignificantpositiveeffecton customers’satisfaction.

However,empathy was found to have positive and insignificanteffecton customers’

satisfactioninthestudyarea.

Inaddition,researchconductedby(Yared,2018)onassessingtheeffectofcorebankingon

servicequalityandcustomersatisfactionundertheemphasisonNorthAddisAbabadistrict.

Theresearcherusedquestionnaireandinterview fordatacollection. Thisstudymainly

employedadescriptivesurveymethod.Thenecessarydataarecollectedthroughprimaryand

secondarysources.Theresearchfindingindicatesthat,implementingmoderncorebanking

systemshasacontributiontothequickandfastservicedeliveryandalso banksneedtobe

mindfulofthechallengesassociatedwithcorebankingdeployments.

Again,theresearchconductedbyDejene(2019)focusedonassessingtheimpactofcore

bankingoncustomersatisfactionInCBEinBishoftubranchinCommercialbankofEthiopia.

Theresearcherwasused descriptiveresearch design and thedatawereanalyzed using

descriptivestatisticstomeettheresearchobjectives.Theresultshowedthat,therewerea

significantrelationshipbetweencorebankingandcustomersatisfaction.Avolatileeconomic

climate,ever increasing competitiveness and continuous pressure to meet regulatory

requirementsdemandaflexible,consistent,secured,andcost-effectiveCOREbankingsystems

environment.Moreover,newagebusinessenvironmentisverydynamicandundergoesrapid

changesasaresultoftechnologicalinnovation,increasedawarenessanddemandsfrom

customers.Corebankingsystemisprovidingvariousalternativedeliveryservicechannels,which

reducecostandtimetakenforthetransactionsandalsointendedtoimprovebanksoperational

effectiveness.

Further,Tizazu(2012)conductedthestudyontheEffectofCustomerServiceQualityon

CustomerSatisfactioninSelectedPrivateBanks.Theresearcherusedsurveyresearchmethod

focusedonservicequalityinrelationtocustomersatisfactionincommercialbankofEthiopia.

Theresearch finding showsthat,thereispositiveand significantrelationship between

tangibility,reliability,assurance,andempathyandcustomersatisfaction.However,theresults

alsoindicatethat,thereisanegativeandinsignificantrelationshipbetweenresponsivenessand
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customersatisfactions.

Theresearchgapamongtheabovestudyregardingwiththeimpactsofcorebankingserviceon

customersatisfactionswerethepreviousstudiesnotclearlyindicatefiveservicequality

measurementwithappropriatehypothesistestoranimpactmeasurements.Thisstudytryto

fullfilltheresearch gapesand investigatetheimpactsofcorebankingon customer’s

satisfactions,throughitsmainservicequalitydimensions.

Otherglobalresearchstudiesinrelationwiththeservicequalityanditsinfluenceoncustomer

satisfactionarediscussedbelow.MohammadandAlhamadani(2011)andMunusamy,etal.,

(2010)conducted astudyon fivedimensionsofServicequality(tangibility,reliability,

responsiveness,assuranceandempathy)withcustomerssatisfaction.AccordingtoMohammad

andAlhamadani(2011)researchfindingallservicequalitydimensions(tangibility,reliability,

responsiveness,assuranceandempathy)haveapositiveandsignificanteffectoncustomer

satisfactionwhereasMunusamy,etal.,(2010)researchresultshowsthatthreeservicequality

dimensions(assurance,empathy,andresponsiveness)havepositiveandinsignificanteffecton

customersatisfaction.Tangibilityhasapositiveandsignificantimpactoncustomersatisfaction.

However,reliabilityhasanegativeandinsignificanteffectoncustomersatisfaction.

Inadditions,Mesay,(2012)researchfindingrevealedthat,thereisasignificantpositive

relationshipbetweenthefivedimensionsofservicequalitywithcustomersatisfaction.Among

those,empathyhasstrongcorrelationwithcustomersatisfactions;ontheotherhand,reliability

hasweakestcorrelationwithcustomersatisfactions.Thisindicatesthatfiveservicequality

dimensions(tangibility,reliability,responsiveness,assuranceandempathy)currentstatusor

organizationimplementingcapabilitywiththeissuesaredeterminetheresultofitsrelationship

andimpacts.

2.9HypothesisoftheStudy

H1:Tangibilitydimensionofcorebankingservicehasstatisticallysignificantimpacton

customersatisfactioninCBE.

H2:Reliabilitydimensionofcorebankingservicehasstatisticallysignificantimpactoncustomer

satisfactioninCBE.

H3:Responsivenessdimensionofcorebankingservicehasstatisticallysignificantimpacton
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customersatisfactioninCBE.

H4:Assurancedimension ofcorebankingservicehasstatisticallysignificantimpacton

customersatisfactioninCBE.

H5:Empathydimensionofcorebankingservicehasstatisticallysignificantimpactoncustomer

satisfactioninCBE.

2.10Conceptualframework

Theconceptualframeworkofstudydesignbasedonthereviewoftheories,empiricalstudies

andalsocomplytheindependentanddependentvariablesofthestudy.Moreover,this

conceptualframeworksummarizedfrom reviewedliteratureandpostulatedcorebanking

service andcustomersatisfactions.Asitcanbeseentherelationshipsofindependentand

dependentvariablesi.e.,thecorebankingserviceorallindependentvariablesservicequality

measurementdimensions (tangibility,reliability,responsiveness,assuranceandempathy)

degreeofinfluenceoncustomersatisfactionclearlyindicateinthisstudy.

Independentvariable Dependentvariable

Figure2. 1conceptualframework

Corebankingdimension

Reliability

Assurance

Responsiveness

Empathy

Tangibility

Customer

Satisfaction
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CHAPTERTHREE

RESEARCHMETHODOLOGY

3.Introduction

Thischapterdealswiththeresearchmethodology;itisaplan ofaction orawayto

systematicallysolvetheresearchproblem.Underthistopic,researchdesignandapproach,

targetpopulation,samplingdesignandsamplesize,methodsofdatacollectionandanalysis,

validityandreliabilityoftheinstrumentandethicalconsiderationarediscussindetail.

3.1ResearchApproach

Thisstudyusedbothqualitativeandquantitativeresearchapproach.Thequalitativemethod

usedtofindoutadepthinvestigation,whichisnotpossibletoanalysisbyquantitativemethods.

Whereasquantitativeapproachenablestousednumericexplanation,soithelpstobreadth

researchfindings.Byusingbothmethodstogether,theresearchersubstantiated thebreadth

anddepthofthefindings(SaundersandLewis2018).Therefore,theresearcherappliedmixed

approachinordertoconductthisstudy.

3.2Researchdesign

Researchdesignisageneralplanofhowtheresearchergoesaboutansweringtheresearch

questions.Inotherwords,ittheplanoroverallresearchprogram thathelpstheresearcher

obtainanswerstotheresearchquestions(KomboandTromp,2014).Inordertoachievethe

studyobjectives,theresearchercarryouysurveyresearchtypesandalsouseddescriptiveand

explanatoryresearchdesignbasedonthegroundthatithelpsistoexaminetheimpactofcore

bankingoncustomersatisfactioninCBE(incaseofPiassabranch).

Theexplanatoryresearchdesigneddepictsdeterminingcausalrelationshipbetweencore

bankingandcustomersatisfactioninCBEwhereasDescriptiveresearchdesignmethodisan
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advantageoustopertinenttocollectdetailsofdatafrommanyrespondents,itdescribeswhat

therealityorwhatactuallyexistwithinasituationsuchascurrentpractices,progressesand

situationsofdifferentaspectsoftheresearch(Creswell,1994).

3.3SamplingDesign

Inthisstudy,samplesizeandsamplingdesigndeterminedintheprocessofselectingsamples.

Theresearcherdetermined,thestudypopulation,thesampleframe,samplingtechniqueand

thenselectingthesampletoexaminetheimpactofcorebankingoncustomersatisfactionin

CBE.

3.3.1Studypopulation/universe

AccordingtoDavis,(2000)populationisdefinedas“thecompletesetofunitsofanalysisthat

areunderinvestigation,whileelementistheunitfrom whichthenecessarydataiscollected.

Thetargetpopulationhastheelements,time,andgeographicalboundariesshowingthatthe

scopeofstudyandtheresearchobjectiveplayamajorroleinthedefinitionofthetarget

population(Bougie& Sekaran,2013).Thisstudyexaminedtheimpactofcorebankingon

customersatisfactioninAddisAbabaCBE.CBEhadfourdistrictsinthecountryfromthosethe

studyfocusedonNorthAddisdistrict,Piassabranchonly.Becauseofhighpopulationand

shortageoftimearethemajorreasontoselectthisbranch.Asaresulttheresearchereasily

manageddatacollectionprocesses.Themajorrespondentsofthestudyarecommercialbanks

ofEthiopiacustomers.Moreover,thestudycoversPiassabranchworkersasinterviews

respondents.

3.3.2.SampleFrame

Inordertoensurethevalidityofthestudytakingsufficientsamplesizeandutilizingsampling

techniquesaregivenspecialconcern.Thesampleframeofthestudyfocusedontheimpactsof

corebankingoncustomersinNorthAddisdistrict;Piassabranchonly.Thetotalnumberof

customerinPiassabranchis14,920,whichare thetotalnumberofcurrentaccountholder

customersare(503)andthatofsavingaccountholdersare14,417(Branchreport,October31,

2019)Also,forthepurposeofinterviewonePiassabranchmanagerandoneexpertwhoare

workingincustomer’smanagementareincludedinthestudy.
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3.3.3MethodsofsamplingandSamplingTechnique

Theresearcherusedbothprobabilityandnon-probabilitysamplingtechniquestoconductthis

study.Byusingnonprobabilitysampling(purposivesamplingtechniques)theresearcherselect

studyareawhichisresearcherselectPiassabranchbecausethebranchlocatedonthecenterof

thecityandaccessibletotheresearcher,whichmakedatacollectionprocessesmucheasier.

Also,undercorebanking,oneisnotacustomerofabranchbutisconsideredascustomerofthe

bankbutforthepurposesofthisstudyPiassabranchselectedpurposivelytoassesstheimpact

ofcorebankingoncustomersatisfaction.

Ontheotherhand,theresearcherusedprobability(simplerandom)samplingtechniquetoget

informationfromPiassabranchcustomeranditstotalnumberwere14,920inPiassabranch.

Accordingto(Kumar2002),theoptimum samplesizeisoneoffulfillingtherequirementsof

efficiency,representativeness,flexibilityandreliabilitywhiletakingintoconsiderationthe

constraintsoftimeandcost.Asaresultofthis,todeterminethesamplesizetakeintoaccount

theacceptableconfidencelevelandtruerepresentationofsample.Hence,forthepurposeof

thisstudyYamane(1967)formulaemployedwith95% confidencelevelwith5% marginerror.

Where,

N=populationsize(14,920)thesearetotalnumberofPiassabranchbankcustomer

n=samplesize

e=sampleerror=(0.05)

=389thisaretototalnumberofthesample.

3.4.Datasources

Toacquiretherelevantdatatheresearchersusedbothprimaryandsecondarydatasourceandalso

applyvariousdatagatheringtoolsandtechniques.

3.4.1.PrimaryDataSources

Toconductthestudytheresearcheremployedbothcloseandopenendedquestionnaires,
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unstructuredinterviewstoassesstheimpactsofcorebankingoncustomersatisfactioninthe

studyarea.

3.4.2SecondaryDataSources

Toensurethepurposeofthisresearch,theresearchercollectrelevantsecondarydatasource

frompublishedandunpublishedmaterials;thoseareprofessionaljournalarticles,thesis,report

anddifferentresearchbooks.Thishelpedtheresearchertocrosscheckandvalidityofthe

resultsofprimarydata.

3.5MethodsofdataCollection

Forthepurposeofdatatriangulation,theresearcheremployedbothprimaryandsecondary

datasourcebyusingvariousdatagatheringtoolsandtechniques.Theprimarydatawas

collectedthroughquestionnaire,interviewanddocumentreview,whereasthesecondarydata

collectedthroughdocumentreview.

3.5.1Questionnaire

Forthisresearchtheresearcherusedquestionnairetogetrequiredinformationandalsoapply

semi-structured(bothanopen-endedandclosedend)typeofquestionnaire.Thequestionnaire

hastwoparts;thefirstpartfocusesondemographicinformationofrespondents,whilethe

secondpartisemphasizingoncorebankingserviceanditscustomersatisfactionpracticeswith

fivedimensionsofservicequalitysuchastangibility,reliability,responsiveness,assuranceand

empathy.The questionnaires are prepare in English and Amharic then the prepared

questionnairesdistributedfor10bankserviceprovidersand10customersasapilotstestto

improvetheanswerabilityofthequestionnairesandusedthefeedbackproperly.Finally,the

researchersdistributed 389 questionnairesto gatherrelevantdatafrom Piassabranch

customerandanalyzequalitativelyandquantitatively toconfirmitspostulate.

3.5.2Keyinformantinterview

TheInterviewpartsofthisstudyfocusedonaseriesofopenendedquestionsrelatedtocore

bankingpracticesinCBEinPiassabranchanditscustomersatisfaction.Theopen-ended

naturesofthequestionstrytodepictcurrentstatusofcorebankingsolutionandcustomer

satisfactionwithitsoverallservice.Togetrelevantinformationtheresearcherswilluseone
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Piassabranchbankmanagerandoneexpertwhoareworkingincustomermanagementareaas

aninformativeinterview.Thisiscarryoutwithappropriateguidelineanditalsohelpsto

triangulatingthefindingofthestudy.Duringinterviewtheinterviewerwillusesoundrecorder

tocollectinformationaccurately.

3.6MethodsofDataAnalysisandpresentation

Aftercollectingrawdatatheresearcheranalyzedthedataquantitatively(inferentially)and

qualitatively(descriptively).Theopen-endedquestionnaires,demographicoftherespondents

andinterviewpartsofthestudydiscussed descriptivelyandpresentwithwords,frequencies,

percentage,table,figureandmeansbythehelpofstatisticalpackageforsocialscience(SPSS

version21),whereasthequantitativedata presented byusingordinaryleastsquares

regressionmodelandPearsoncorrelation.Tothiseffecttheresearcherused5pointLikert

scale,withchoicesfrom “stronglydisagree”to“stronglyagree”andanalysisinferentially.

Moreover,theresearcherusedPearsoncorrelationtoidentifyrelationshipthatexistsbetween

dimensionscorebankingserviceandcustomerssatisfaction.Similarly,theregressionanalysisis

toindicatelevelordegreeofcorebankingservicedimensiononcustomer’ssatisfaction.When

analyzingthedata,corebankingservicedimensionswereconsideredastheindependent

variableswhereascustomer’ssatisfactionisthedependentvariable.AccordingtoPohlman

(2003)OLS modelsshowsthe relationship between a dependentand a collection of

independentvariables. InOLSmodelsatleastonedependentvariableandtwoormore

independentvariablestreated.Alsothestudydepictshowdependentvariablesinfluencedwith

independentvariablesusingmultiplelinearregressionanalysis.Theregressionmodelandits

formulasindicatedbelow.

Y=β0+β1X1+β2X2+β3X3+β4X4+β5X5+ε

WhereY=customersatisfaction,

β0isregressionconstant,

β1–β5regressioncoefficients,

X1istangibility

X2isreliability,

X3isresponsiveness,
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X4isassurance,

X5isempathy,

εmodel’serrorterm.

3.7Reliabilityandvalidityofinstrument

AccordingtoHairetal.,(2007)reliabilityindicatestheextentstowhichsomevariablesorset

ofvariablesareconsistentinwhattheyareintendedtomeasure.Reliabilityanalysismeasures

theinternalconsistencyofaquestionnaire.Asaresult,theresulttheresearcherusedothers

measurementscalestoensuredreliabilityandalsobeforeactualdatacollectiontheresearchers

employedpilottestandimprovetheclarityandresponsivenessofthequestionnairebasedon

pilottestfeedback.Then,CronbachAlphareliabilitystatisticsappliedtocheckreliabilityofthe

instrumentsandthecoefficientofthereliabilityofAlpha,a=0.975.AccordingtoGeorge&

Mallery(2003),thevalueofCronbachsalphacoefficientshouldbemorethan0.7whichisan

acceptablelevelofinternalconsistencyorreliability.

Ontheotherhand,Validityconcernswiththedegreetowhichaquestionmeasureswhatitis

intendedtomeasure.Toensuretheissuesofvaliditytheresearcherselectedrelevantdata

collectioninstrumentbasedonliteratureandfollowscientificresearchprocedures.Inadditions,

the researcherstook commentfrom the advisor.In addition the researcherprepared

standardizedquestionnairesbyfocusingmainvariablesandresearchobjective. Thenthe

researchercollectedtherelevantdatafromcorrectinformationprovidersandthecollecteddata

measuredbyappropriatedataanalysistools.

Table3.1ReliabilityTest

Variables Cronbach'sAlpharesult Noofitems

Tangibility .996 5

Reliability .997 5

Responsiveness .996 5

Assurance .996 5

Empathy .996 4

customerssatisfactions .996 4
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Totalmean .997 28

3.8EthicalConsideration

Duringconductingthisstudytheresearcherfollowedandcarryoutethicalprotocolsofscientific

researchanditsprocedure.Theresearcherrespectstheprivacyandwillingnessofallresearch

participantsandfullyawaretheobjectivesoftheresearchandtheircontributiontoits

completion.Theotherethicalmeasuresexercisebytheresearchertreatedtherespondentswith

respectandcourtesy.Thisistobedone,therespondentsmaybeeaseandmorelikelytogive

honestresponsestothequestionnaire.Ontheotherhand,theinformationthatgathersfrom

theresearchparticipantanalyzedwithitsfullconfidentialityandusedfortheintendedpurpose

only.Moreover,allsourcesand scholarsproperty rightsissuesproperly acknowledged

throughoutthestudy.
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CHAPTERFOUR

CHAPTERFOUR:RESULTANDDISCUSSION

4.1Introduction

Thischapterdealswithdatapresentation,discussionandresultgainedfromquestionnaireand

interview.Theresultpresentedbytable,figuresandstaticallyanalysis.Asithasbeenstated

before,thestudyassessestheimpactsofcorebankingoncostumersatisfactionsonCBEPiassa

branch.

4.2ResponseRate

Toconductthisstudytheresearcherpreparedatotalof389questionnairesanddistributedall

of themtocollectthenecessaryinformationfromresearchparticipants.Thesummaryof

theresponserateisindicatedinTable4.1below.

Table4.1Respondedrateofthestudy

Item ResponseRate

Noofquestionnaires Percent

Distributedquestionnaires 389 100%

Collectedandused 368 94.6%

Nonreturnandincomplete 21 5.4%

Source:ownsurvey2020

Tables4.1indicatethat,from thetotal389distributedquestionnairestheresearcherused

properly368questionnairestoconductthestudy.Thisisrepresentinga94.6% responserate.

Theremains21(5.4%)ofthequestionnaireswerenonreturnandincomplete.

4.3Backgroundinformationofrespondents

Toshowsthebackgroundinformationoftherespondents,theresearcheruseddescriptivestatistic.The

nexttable(table4.2)summarizesallbackgroundinformationofrespondents.

Table4.2respondent’scharacteristicsinsamplesurvey

Description

category

(N=368)

frequency

(%)

Sex Male 204 55.4%

Female 164 44.6%
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Total 368 100%

Age 15-25years 88 23.9%

26-35years 184 50%

36-45years 72 19.6%

46-55 16 4.3%

Above55years 8 2.2%

Total 368 100%

Educational

background

Noformalschooling
4 1.1%

Primaryschoolcompleted 48 13.0%

Secondaryschoolcompleted 40 10.9%

Certificate 20 5.4$

Diploma 68 18.5%

Firstdegree 144 39.1%

Mastersandabove 44 12%

Total 368 100%

Costumer years,

usedforservice
Lessthan3years 16 4.3%

3-6years 124 33.7%

7-9years 112 30.4%

10-12years 44 12%

Morethan12years 72 19.6%

Total 368 100%

Source:fieldsurvey,2020

Table4.2,aboveshowsthebackgroundinformationofcustomers/therespondentsinthestudy.

Nearlyhalf(55.4%)oftherespondentsweremaleandtherest44.6% oftherespondentswere

female.Furthermore,table4.2shows,therespondent’sagebetween15-25and26-35accounts

23.9%,50%,respectively.Theremaining26.1% oftherespondentswereabovetheage35.

Thisimpliesthat,halfpercent(50%)ofBankcustomers’agefound26-35years,hencethese

youngcustomerareanopportunityforbanktointroducedcorebankingsolution.Ontheother

hand,39.1% oftherespondentsweredegreeholdersandalsoand18.5% ofwerediploma

holders.Thisindicatesthemajorityofthecustomerscanunderstandthecorebanking

applicationandlogicallydeterminetheirlevelofsatisfactionbasedonthem.

Table4.2depicts,64.2% oftherespondentstookCBEservices theyearsintervalwith3-9

years.

Whenweseeyearsofrespondentsthatareusedbankservice,64.2% oftherespondentstook
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CBEserviceswith3-9yearsinterval.

Figure4.1corebankingserviceusedbybankcustomersinthelasttwoyears

Accordingtotheabovefigure,outof368respondents,76.36% ofthem usedAutomatedTeller

Machines(ATM)inthelasttwoyears.Nexttothis,30.76% oftherespondentswereusedmobile

banking,inthelasttwoyears. Inthelasttwoyears,respondentsusedinternetbanking,Telephone

bankingandPointofSaletransferterminals(POS)with18.9%,11.89% and6.30% respectively.This

indicatesthat,mostofcustomersfrequentlyusedAutomatedTellerMachines(ATM).Inaddition,

mobilebankingandinternetbankingarerelativelybetterfrequencytousedcorebankinginthelasttwo

years.

4.4Correlationofvariables

Thecorrelationanalysisshowsonlythedirectionanddegreeofassociationbetweenvariables.

However,asaresultofinteractionsthedirectionanddegreeofrelationshipvarieswithin

variables. Thispartsofthestudypresentstheresultsanddiscussionsofthecorrelation

analysisdepicttherelationshipbetweentheindependentvariables(tangibility,reliability,

responsiveness, assurance and empathy)and the dependentvariable with customer

satisfaction. Below table4.3,correlationmatrixesindicatethat,tangibility,reliabilityand

responsiveness independentvariables statistically strong relationship with Customer

satisfaction.Ontheother,hand,theindependentvariablesassuranceandempathyhave

statisticallymoderaterelationshipwithCustomersatisfaction.AccordingtoDanceyandReidy



35

(2004),correlationcoefficientresultgreaterthan0.7,itindicatesastrongcorrelationbetween

variablesandalsocorrelationcoefficientresultfoundbetween.30to.70aredeemedmoderate

correlations.Belowthistable,showsthefacts.

Table4.3CorrelationMatrix

Tangibility Reliability Responsiveness Assurance Empathy Customer

satisfaction

Tangibility 1

Reliability .912** 1

Responsiveness .863** .771** 1

Assurance .600** .666** .682** 1

Empathy .670** .709** .694** .860** 1

Customer

satisfaction

.860** .755** .874** .530** .598** 1

**.Correlationissignificantatthe0.01level(2-tailed).

Thecorrelatematrixindicatedthat,theindependentvariableresponsiveness,tangibility,and

reliabilityhavestatisticallystrongandpositivecustomersatisfactionr=0.874**,0.860**and

0.755** respectively(p=0.000). Secondly,empathyandassurance have statistically

moderateandpositivecorrelationwithcustomersatisfactionr=.598** and.530**(p=0.000).

Asitcanbeseenthetable,responsiveness,tangibility,andreliabilitywerestrongcorrelation

with dependentvariable customersatisfaction.Likewise,empathy and assurance were

moderatecorrelationwithdependentvariablecustomersatisfaction.

4.5MultipleRegressionassumption

Inconductingaresearchmultipleregressionsdepicttherelationshipbetweendependentand

independentvariableanditsdegreeofimpacts/influencewithintherelationship.However,

multipleregressionsresultshouldbereliablecertainassumptionsarecrucialandcarryout

beforereachedconclusion.Theseassumptionsarenotmet;theresultsmaynotbetrustworthy,

resultinginanerror,orover-orunderestimationofsignificanceoreffectsize.Theseimportant

multipleregressionassumptionsandtestsshowbelow
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4.5.1NormalityTest

Normaldistributedassumptionisrelevanttomultipleregressions.Whenhistogramsareclosetozeroit

isassumedthatthedataisnormallydistributedforthedependentvariable.However,whenskewness

andkurtosisarenotclosetozeroandthehistogram doesnotappeartohaveanormaldistribution

(OsborneandWaters,2002).Accordingtofigure4.2belowindicatedthattheskewnessandkurtosisare

notfarfrom zeroorbetweenthem thezerovalueisindicated.Thus,theresultassuredthatthe

distributionisnormalforthisstudy.

Figure4.2Histogramregressionofstandardizedresidualdependentandindependentvariables

4.5.2LinearityAssumptions

Multipleregressionsneedtobea linearrelationship betweenthedependentandpredictor

(independent)variables.Asaresultnormalityofresidualscanbecheckedwithanormalp-pplot.The

plotshowsthatthepointsgenerallyfollowthenormal(diagonal)linewithnostrongdeviation.This

indicatesthattheresidualsarenormallydistributed.Asaresult figure4.3belowindicatedNormalP-P

Plotsshowthatthisassumptionhadbeenmetforthisstudy.
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Figure4.3NormalP-PPlotofdependentvariablecustomersatisfaction.

4.5.3 Homoscedasticitytest

Asitcanbeseentable4.3thevarianceisconstantacrossalllevelsofthepredictorvariables.

Thisassumptionisalsoknownasthehomogeneityofvarianceassumption.Thevarianceofthe

errorterm isconstantacrosscasesandindependentofthevariablesinthemodel.Anerror

termwithnon-constantvarianceissaidtobeheteroscedastic.Becausethedotsarescattered

randomlywithoutanypattern,itmeansthevarianceoftheresidualsareconstant.

Figure4.4ScatterPlotstandardizedresidualsvspredictedvalues
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4.5.4Multi-colliniarityissuesanditstest

Beforeanalysisofmultipleregressionstheresearchercheckedmulti-collinearityissues. In

multipleregressionsmodelmulti-collinearityproblemsarefacedasaresultofwhichtwo

ormorepredictorvariableshighcorrelationsornon-relatedexistence.Ifthereisan

existenceofmulti-collinearitybetweenvariablesitimpliesthatonevariablecanbelinearly

predicted from the others with a substantialdegree ofaccuracy.The existence of

Multicollinearitydetected bytolerancevaluesand varianceinflation factor(VIF)result.

Toleranceisanindicatorofhowmuchofthevariabilityofthespecifiedindependentisnot

explainedbytheotherindependentvariablesinthemodel.Thevalueisverysmallandlessthan

0.1,itindicatesthatthemultiplecorrelationswithothervariablesishigh,suggestingthe

existenceofmulti-collinearity.Ontheotherhand,VIF(Varianceinflationfactor)isabove10it

isindicatingthatthereismulti-collinearitybetweenvariables.Thetolerancevaluesofall

independentvariablesandtheVarianceinflationfactorofthisstudyareshowsbelowthetable.

Table4.4Multi-collininearlitytest

CollinearityStatistics Remarks

Tolerance VIF

Tangibility .133 8.717

NoMulti-collininearlityReliability .175 7.395

Responsiveness .199 5.025

Assurance .224 4.465

Empathy .223 4.494

NB.Dependentvariable:CustomerSatisfaction.

Source:SurveyData(2020)

Ascanbeseenfromtable4.4above,thetolerancelevelofallindependentvariablesaregreater

than0.1andtheVIFvalueofalltheindependentvariablesarealsolessthan10.Thisconfirms

theabsenceofmulti-collinearity.
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4.6Regressionanalysis

Regressionanalysesindicatethathowmuchtheindependentvariablei.e.servicequalitymodels

(tangibility,reliability,responsiveness,assuranceand empathy)explain orinfluencesthe

dependentvariablewhichiscustomersatisfaction.Theresultsoftheregressionanalysisare

presentedthetablebelow.

Table4.5multipleregressionoutput.

ModelSummaryb

Model R RSquare AdjustedRSquare Std.ErroroftheEstimate

1 .905a .818 .816 .50661

a.Predictors:(Constant),tangibility,reliability,responsiveness,assuranceandempathy.

b.DependentVariable:Customersatisfaction.

ANOVAa

Model SumofSquares Df MeanSquare F Sig.

1

Regression 418.661 5 83.732 326.240 .000b

Residual 92.910 362 .257

Total 511.571 367

a.DependentVariable:customersatisfaction

b.Predictors:(Constant),tangibility,reliability,responsiveness,assuranceandempathy.

Coefficientsa

Model UnstandardizedCoefficients Standardized
Coefficients

T Sig.

B Std.Error Beta

1

(Constant) -.178 .110 -1.625 .105

Tangibility .516 .086 .441 6.015 .000

Reliability .245 .073 .237 -.615 .000

Responsiveness .665 .056 .596 11.867 .000

Assurance .211 .060 .166 3.498 .001

Empathy .180 .067 .057 1.204 .003

a.DependentVariable:Customersatisfaction.

ThevalueofRsquareisusedtoevaluatethemodel.Themodelsummarytellsushowmuchof

thevarianceinthedependentvariableoverallservicequalityisexplainedbythemodelwhich

includestheindependentvariablesoftangibility,reliability,responsiveness,assuranceand
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empathy.Table4.5modelsummaryshowsthatRSquareexplainsby0.818or81.8percentof

thevariancetooverallservicequalityatthesignificantlevelofp=.000.

AsdepictedintheANOVAtable4.5thesignificancevalueofFstatisticsis0.000whichisless

than0.05.Thisalsoshowsthatthereisasignificantrelationshipbetweenthedependentand

independentvariableswithF-value=326.240.

Inaddition,table4.5showsthatallindependentvariable(tangibility,reliability,responsiveness,

assurance and empathy)have positive impacts on customersatisfactions.Particularly,

responsivenessand tangibilitywerestatisticallystrong significantimpactson customer

satisfaction with thevalueofβ = 0.665 and 0.516 respectively. Thisindicatesthat

responsivenessandtangibilityarecrucialimpactsontheenhancementofcustomersatisfaction

regardingwithCommercialBanksofEthiopiancorebankingsolution.Moreover,reliabilityand

assurancewerestatisticallymoderatesignificanteffectsoncustomersatisfactionwiththevalue

ofβ=0.245and0.211respectively.Further,empathywasstatisticallyinsignificantimpactson

customersatisfactionwiththevalueofβ=0.180.

Theabovefindingsofthisstudyareconsistentwiththereportsofpreviousstudies.For

instance,Mesay(2012)supportedthatthereisasignificantpositiverelationshipbetweenthe

five

dimensionsofservicequaltyandcustomersatisfaction,thehighestcorrelationisbetween

tangiblesandcustomer.

Inaddition,Anteneh(2018)researchfindingshowsthattangibles,reliability,responsiveness

andassurancehaveapositiveandsignificanteffectoncustomersatisfaction.However,

empathydoesn’thaveaneffect(beta=0.102)at99percentconfidenceinterval(p<0.01).

HypothesisoftheStudy

Basedontheabovefindingalloftheindependentvariableswerepositiveassociationwith

customer’ssatisfactionsandalltestgivenbellow.

H1:Tangibilitydimensionofcorebankingservicehasstatisticallysignificantimpacton

customersatisfactioninCBE.Theintendednullhypothesesareaccepted,hencethereisan

associationbetweentangibilityandcustomersatisfaction
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H2:Reliabilitydimensionofcorebankingservicehasstatisticallysignificantimpactoncustomer

satisfactioninCBE.Theintendednullhypothesesareaccepted,hencethereisanassociation

betweenreliabilityandcustomersatisfaction

H3:Responsivenessdimensionofcorebankingservicehasstatisticallysignificantimpacton

customersatisfactioninCBE.Theintendednullhypothesesareaccepted,hencethereisan

associationbetweenresponsivenessandcustomersatisfaction

H4:Assurancedimension ofcorebankingservicehasstatisticallysignificantimpacton

customersatisfactioninCBE.Theintendednullhypothesesareaccepted,hencethereisan

associationbetweenassuranceandcustomersatisfaction

H5:Empathydimensionofcorebankingservicehasstatisticallysignificantimpactoncustomer

satisfactioninCBE.Theintendednullhypothesesareaccepted,hencethereisanassociation

betweenempathyandcustomersatisfaction

Ontheotherhand,thequalitative(openedendedquestionnairesandinterview)findingshows

thatcorebankingapplicationorsolutionhavestrongsignificanceonservicequalityand

customersatisfaction.Accordingtothem,centralizedcorebankingsystem anditspractices;

savetime,energyandimprovedservicequalityandalsoenhancedcustomersatisfaction.

Onthecontrary,system/networkinterruptionwastheprimarychallengeduringcorebanking

serviceprovisions.Nexttothisrelatedandotherschallengewerelistoutbyresearch

participantssuchas electricityproblem,poortechnologyexperienceofcustomer,poor

customerhandling,inaccessibilityofATM machineand absenceofqualityservices,access,

customersurveyandawarenesscreation.

The participants recommendedthat,introduced fast,efficient,easilyusedandeffective

networkingthroughsophisticated corebanking application, improvedservicequality,

internetaccessand customerhandlingpractice, timelysupervisedtheATM machine,timely

updatethecorebankingsystem,reducedelectricityproblem andinaccessibilityATM machine

andcarryoutcustomersurveyandusedcustomersfeedbacktoimprovedcentralizedbanking

system.
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CHAPTERFIVE

5.Summarymajorfindings,ConclusionandRecommendations

5.1Introduction

Thischaptersummarizedanddiscussedthemainfindingsobtainedfrom bankcustomer.

Further,it dealt with conclusions derived from the analysis and also forwarded

recommendationsthatcanbeusedfortargetstakeholdersandfutureresearch

5.2Summarymajorfinding

ThemajorobjectiveofthisstudywastoexaminetheEffectofCoreBankingonCustomer

SatisfactionintheCaseofCommercialBankofEthiopia.Toachievethisobjectivesthe

researcherapplieddescriptiveandexplanatoryresearchdesignwithquantitativeandqualitative

research approach.Also the researcher used simple random sampling technique for

questionnairesdataandpurposivelyselectforinterviewparticipants.

Thequestionnairesdatacollectedfrom CBEofPiassabranchserviceusers/customerand

analyzedbyinferentialstatistics(regressionandcorrelation)andalsothequalitativedatawas

analysisdescriptively.Afterthismajorresearchfindingpresented.

Asitcanbeseen demographicinformation,outof 169samplerespondents,55.6% ofthe

respondentsweremale,64.2% oftherespondentstookCBEservicestheyearsintervalwith3-9

years,,50%,% oftherespondentsagedfoundbetween26-35years,39.1% oftherespondents

weredegreeholdersandalsoand18.5% ofwerediplomaholdersand 76.36% oftherespondents

wereusedAutomatedTellerMachines(ATM)inthelasttwoyears.

TheoverallfindingofPearsoncorrelationresultshowsthat,allindependentservicequality

dimensions(responsiveness,tangibility,reliabilityempathyandassurance) havestatistically

positive relationship with customersatisfaction.Specifically,responsiveness,tangibility,

reliabilityhavestatisticallystrongrelationshipwithcustomersatisfactionr=0.874**,0.860**

and 0.755**respectively(p=0.000).Secondly,empathyandassurance have statistically
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moderatecorrelationwithcustomersatisfactionr=.598**and.530**(p=0.000).ThisPearson

correlationresultconfirmedorsupportedbyregressionanalysis.

Asitcanbeseenregressionanalysisthereisnomulti-collineartyandstrongdeviationproblem

amongthedependentandindependentvariables.Accordingtoregressionanalysisresultsthe

independentvariable(tangibility,reliability,responsiveness,assuranceandempathy)have

positiveimpactsoncustomersatisfactions.Particularly,responsivenessandtangibilitywere

statisticallystrongsignificantimpactsoncustomersatisfactionwiththevalueofβ=0.665and

0.516respectively.Moreover,reliabilityandassurancewerestatisticallymoderatesignificant

effectsoncustomersatisfactionwiththevalueofβ=0.245and0.211respectively.Further,

empathywasstatisticallyinsignificantimpactsoncustomersatisfactionwiththevalueofβ=

0.180.

ThemodelsummaryandANOVAtable ofregressionresultshowsthat,allservicequality

dimension(tangibility,reliability,responsiveness,assuranceand empathy) RSquareexplains

by0.818or81.8percentofthevarianceatthesignificantlevelofp=0.000.

Regardingwithqualitativeresearchfinding,corebankingapplicationorsolutionhasstrong

significanceforservicequalityandcustomersatisfaction.Accordingtoresearchparticipants,

centralizedcorebankingsystem anditspractices; savetime,energyandimprovedservice

qualityandalsoenhancedcustomersatisfaction.However,system/networkinterruptionwas

the primarychallenge during core banking service provisions.Electricityproblem,poor

technologyexperienceofcustomer,poorcustomerhandling,inaccessibilityofATMmachineand

absenceofqualityservices,access,andcustomersurveyandawarenesscreationweretheother

challengeforcorebankingserviceusers.

.
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5.3Conclusion

Thisstudyassessedtheimpactsofcorebanking oncustomersatisfactioninCBEPiassa

branchserviceusers.AsaresultofPearsoncorrelationresult,theindependentservicequality

dimension(responsiveness,tangibilityandreliability) havestatisticallystrongandpositive

relationshipwithcustomersatisfaction.Alsoempathyandassuranceweremoderateand

positiverelationshipwithcustomersatisfaction.Thisindicatesthatcorebankingsolutionhelps

toenhancedcustomerssatisfactioninbankindustry.

Furthermore,the regression result revealed that,responsiveness and tangibility were

statisticallypositiveandstrongsignificantimpactsoncustomersatisfactionwiththevalueofβ

=0.665and0.516respectively.Followingthese,reliabilityandassurancewerestatistically

moderatesignificanteffectsoncustomersatisfaction. Further,empathywasstatistically

insignificantimpactsoncustomersatisfaction.Thisindicatedthat,customersatisfactionhighly

improvedbyresponsiveness(fastservicedelivery)andtangibilityormoderntechnology

solution. Likewise,reliability,assuranceandempathywerepositiveeffectswithcustomer

satisfactionsbutempathywasinsignificanteffectswithit,banksunderstandandidentifiedthe

variablesbasedontheirlevelofimpactstomaximizedsatisfactionthroughcorebanking

solutions.

Thedescriptivestatisticsorqualitativeresultshowsthat,corebankingapplicationorsolution

hasstrong significanceforservicequalityandcustomersatisfactioninCBE.Accordingto

researchparticipants,centralizedcorebankingsystem helpsto savetime,energyand

improvedservicequalityandalsoenhancedcustomersatisfaction.However,system/network

interruptionwastheprimarychallengeduringcorebankingserviceprovisions. Electricity

problem,poortechnologyexperienceofcustomer,poorcustomerhandling,inaccessibilityof

ATMmachineand absenceofqualityservices,access,customersurveyandawarenesscreation

weretheotherchallengeforcorebankingserviceusers

Theabovefindingshowsthat,toimprovedcustomersatisfactionthebankusedfast,efficient,
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easilyusedandeffectivenetworkingthroughsophisticatedcorebankingapplication.Also,the

bank improvedservicequality, internetaccessand customerhandlingpractice, timely

supervisedtheATM machine,timelyupdatethecorebanking system,reducedelectricity

problem andinaccessibilityATM machineandcarryoutcustomersurveyandusedcustomers

feedbacktoimprovedcentralizedbankingsystemandcustomersatisfaction.

5.4Recommendations

Corebankingsolutionsanditsservicequalitydiminutionstangibility,reliability,responsiveness,

assuranceandempathywerepositivelyimpactswithcustomersatisfaction.Specifically,the

regressionresultrevealedthat,responsivenessandtangibilitywerestatisticallypositiveand

strongsignificantimpactsoncustomersatisfactionwiththevalueofβ=0.665and0.516

respectively.Alsoreliabilityandassurancewerestatisticallymoderatesignificanteffectson

customersatisfaction.ThisfindingofsupportedbyPearsoncorrelation;allindependentvariable

havemoderateandaboverelationshipwithcustomersrelationship.Inaddition,qualitative

resultshowsthat,corebankingapplicationorsolutionhasstrong significanceforservice

qualityandcustomersatisfactioninCBE.Accordingtoresearchparticipants,centralizedcore

bankingsystem helpsto savetime,energyandimprovedservicequalityandalsoenhanced

customersatisfaction. However,system/networkinterruptionwastheprimarychallenge

duringcorebankingserviceprovisions. Electricityproblem,poortechnologyexperienceof

customer,poorcustomerhandling,inaccessibilityofATM machineand absenceofquality

services,access,customersurveyandawarenesscreationweretheotherchallengeforcore

bankingserviceusers

Therefore,thebankandhumanresourcedepartmentshouldbemoreemphasisforthe

applicationofmoderntechnologyandfastdeliveryservicetomaximizedcustomersatisfactions

withcentralizedbankingsystems.Particularly,responsivenessandtangibilityweregreater

effectsforcustomersatisfactionhencethebankusedtheseservicequalityeffectively.

Moreover,employeeofthebank,managerandothersstakeholdersshouldconsidersthe

significanceoradvantagesoftangibility,reliability,responsivenessandassuranceoncustomer

satisfactioninCBEandalsothebankshouldalleviatenetworkinterruption,electricityproblem,

andinaccessibilityofATM machine.Inadditionthebankdevelopedtechnologyandcustomer
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survey experience,awareness creation,quality services,access and customerhandling

mechanismtoenhancedcustomersatisfactioninworkplace.

AllBankstaffmembersandserviceprovidersgivehighattentionforcorebanking/centralized

servicedeliveryto savetime,energyand easilyincreased satisfaction ofcustomerby

consideringvariabledegreeofinfluence.

Further,thebankshouldinstalledsophisticated,easilyaccessorusedtechnology,improved

servicedeliveryofbankswiththeimplementationofcustomersurvey,andcustomerfeedback

5.5FutureResearch

Theresearcherrecommendsforfurtherinvestigationfocusedwiththeimpactsofcorebanking

on customersatisfaction in comparablewith othersbankscustomersatisfaction within

centralizedcorebankingsolution.
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AnnexIAmharicversionQuestionnaires

በቅድስትማሪያም ዩኒቨርሲቲ

የቢዝነስአድሚኒስትሬሽንትምህርትክፍል

ድህረምረቃፕሮግራም

የዚህመጠይቅዋናአላማ በኢትዮጵያንግድባንክየፒያሳቅርጫፍየሚሰጠው የኮርባንኪንግአገልግሎት

በደንበኞች(በአገልግሎትተጠቃሚዎች)ላይየሚፈጥረውንእርካታላይየሚያደረስውንተፅዕኖ(examine the

effectsofCoreBankingonCustomerSatisfaction)በጥናትአስደግፎማቅረብነው፡፡ስለሆነምእርስዎ

ይህንንመጠይቅበተሟላናግልጽበሆነመልኩከሞሉልንየጥናቱንዓላማ በትክክልለማሳካትይረዳል::ስለዚህ

ጥያቄዎችንበትክክልእንዲሞሉበትህትናእየጠየቅሁየሚሰጡትምላሽከጥናቱውጪ ለሌላአላማእንደማይውል

አስቀድሜ አረጋግጣለሁ፤የሚሰጡትመረጃበሚስጢርይጠበቃል፡፡ስለዚህእባክዎሁሉንምጥያቄዎችበጥሞና

በማንበብእንዲመልሱበአክብሮትእንጠይቃለን፡፡በማንኛውም ገጽላይስምዎንመፃፍአያስፈልግዎትም፡፡

ለትብብርዎአስቀድመንአናመሰግናለን!

ክፍልአንድ:የመረጃሰጪዎችአጠቃላይመረጃ

መመሪያአንድ:ከ1-6የቀረቡጥያቄዎችንበማንበብከቀረቡትአማራጮችመካከልትክክለኛውንበመምረጥ

በተገቢውቦታውላይየxወይምየ()ምልክትበማስቀመጥይመልሱ?
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1.ፆታ፡1.)ወንድ 2.)ሴት

2.እድሜ:1.)ከ15-25 2.)ከ26-35 3.)ከ36-45

4.)ከ46-55 5.)ከ55ዓመትበላይ

3.ያጠናቀቁትየትምህርትደረጃ፡

1.) መደበኛትምህርትያልተማሩ 2.የመጀመሪያደረጃ

3.)ሁለተኛደረጃ 4.ሰርተፊኬት

5.)ዲፕሎማ 6.የመጀመሪያዲግሪ

7.)ሁለተኛዲግሪናከዚያበላይ

4.የኢትዮጵያንግድባንክየሚሰጣቸውንአገልግሎትመጠቀምከጀመሩስንትዓመትሆንዎ

1)ከሶስትዓመትበታች 2)3-6ዓመት 3)7-9ዓመት

4.)10-12ዓመት

5)ከ12ዓመትበላይ

5.በአለፉትሁለትዓመታትየትኛውንየኮርባንኪንግአገልግሎትከኢትዮጵያንግድባንክተጠቀሙ፡፡የተጠቀሙትንአገልግሎቶች

በሙሉለይተው የ()ምልክትበማስቀመጥይመልሱ፡፡

1.)አውቶማቲክየገንዘብመክፈያቨማሽን(የኤ.ቲ.ኤም) 2.)የኢንተርኔትባንኪንግ

3.)የሞባይልባንኪንግ 4.)የቴሌፎንባንኪንግ

5.)የቴሌፎንባንኪንግናየክፍያመፈፀሚያማሽን ሌላካለእባክዎትይፃፉ---------------

ክህልሁለት

መመሪያአንድ የኮርባንኪንግስርዓትማለት አንድደንበኛአካውንትባወጣበትወይም ድንበኛበሆነበትባንክያገኛቸው የነበሩ

አገልግሎትበተማከለ(centralized)በሆነሁኔታበማንኛውምየባንኩቅርጫፎችወይምከሌሎችባንኮች በኢንተርኔትአማካኝነት

አገልግሎትማግኘትየሚያስችልስርዓትሲሆንበውስጡም የኤ.ቲ.ኤም፣የኢንተርኔትባንኪንግ፣የሞባይልባንኪንግ፣የቴሌፎን

ባንኪንግናየክፍያመፈፀሚያማሽን(Point-of-SaleTransferTerminals)አገልግሎትንይዟል፡፡ስለሆነም የኮርባንኪንግ

አገልግሎትንላይየእርስዎእርካታበምንደረጃላይእንደሚገኝ ከዚህበታችየቀርቡጥያቄዎች በደንብበማንበብከቀረቡት

አማራጮችመካከልበመጀመሪያደረጃየሚስማሙበትን የXወይም ()ምልክትከአማራጮቹትይዩበማድረግስምምነትዎን

ይግለፁ(1=በጣምአልስማማም2=አልስማማም3=በከፊልእስማማለሁ4=እስማማለሁ5=በጣምእስማማለሁ)

የአገልግሎትጥራትመለያዎች በጣም

አልስማማም

(1)

አልስማ

ማም(2)

በከፊል

እስማማለሁ

(3)

እስማማለሁ

(4)

በጣም

እስማማለሁ

(5)

1. Tangibility(ተጨባጭነት)

1.1ባንኩማከላዊነትአገልግሎትመስጠትየሚያስችል
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የኮርባንኪንግአገልግሎትንስርዓትንተግባራዊአድርጓል

1.2ደረጃውንየጠበቀየኮርባንኪንግአገልግሎትለመስጠት

ባንኩዘመናዊስፍትዌሮችይጠቀማል፡

1.3በኮርባንኪንግአማካኝነትከሁሉምየባንኩቅርንጫፎች

ድህንነቱበተጠበቀመልኩአገልግሎትማግኘትይቻላል

1.4ባንኩየኮርባንኪንግንአገልግሎትመስጠትየሚያስችል

ድህንነቱየተጠበቀየኢንተርኔትኔትወርክአለው

1.5ባንኩየተማከለ/ማዕከላዊ(centralized)ዳታቤዝ

አለው

2.Reliability(ተዓማኝነት) 1 2 3 4 5

2.1በባንኩየኮርባንኪንግንአገልግሎትአሰጣትላይ

እምነትአልዎት

2.2የኮርባንኪንግንአገልግሎቱከስህተትየፀዳነው

2.3የባንኩ የኮርባንኪንግንአገልግሎትሁልጊዜም

ለደንበኞችአገልግሎትይሰጣል

2.4ደንበኞችችግሮችሲያጋጥማቸውየባንኩሰራተኞቸ

ፈጥነውችግሩንይፈታሉ

2.5የባንኩሰራተኞችየገቡትቃልይጠብቃሉ

3.Responsiveness(ምላሽአሰጣጥ) 1 2 3 4 5

3.1የኮርባንኪንግአገልግሎትመጀመር

ሰራተኞች/ባንኩበወቅቱአገልግሎትእንዲሰጥአግዟል

3.2የባንኩሰራተኞችወቅታዊመረጃዎችለደንበኞች

ይሰጣሉ

3.3ባንኩለየትላሉደንበኞችየተለየየአገልግሎት

መስጫ መንገድያመቻቻል

3.4የኮርባንኪንግንአገልግሎትመስጠትመጀመር

ደንበኞችአገልግሎቱንእንዲጠቀሙ ያነቃቃል

3.5የኮርባንኪንአገልግሎትመሰጠቱደንበኞች

በወቅቱትክክለኛመረጃእንዲያገኙአስችሏል

4.Assurance(እርግጠኝነት) 1 2 3 4 5
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4.1የባንኩሰራተኞችየኮርባንኪንግአገልግሎት

መስጠትበቂክህሎትአላቸው

4.2የባንኩሰራተኞችደንበኞችንለማገልገልዝግጁ

ናቸው

4.3የባንኩሰራተኞችየደንበኞችንፍላጎትተረድተው

ፍላጎታቸውንለማሳካትይሰራሉ

4.4በባንኩየሚከናወነው ሁሉምየገንነውዘብ

ልውውጥደህንነቱየተጠበቀነው

4.5ባንኩከኮርባንኪንግጋርበተያያዘየፈጠረው

ግንዛቤከደንበኞችጋርመልካምግንኙነትእንዲፈጠር

አድርጓል

5.Empathy(የመረዳትአቅም ) 1 2 3 4 5

5.1ባንኩበፈጠረውመልካምግንኙነትደንበኞቹየኮር

ባንኪንግንአገልግሎትእንዲጠቀሙ አነሳስቷቸዋል

5.2የኮርባንኪንግንአገልግሎትመሰጠትመጀመሩ

የደንበኞችንጊዜቆጥቦላቸዋል

5.4ደንበኞችንለመሳብናለማቆየትባንኩዘመናዊየኮር

ባንኪንግንለመስጠትየሚያስችልተክኖሎጂ

ያስተዋውቃል

5.4ባንኩየኮርባንኪንግንአገልግሎትበአስተማማኝ

ሁኔታያስተዳድራል

6.Customersatisfaction(የደንበኛእርካታ) 1 2 3 4 5

6.1 የኮር ባንኪንግን ስርዓት መዘርጋቱ የገንዘብ
ልውውጡንፈጣንአድርጎልኛል
6.2በባንኩየኮርባንኪንግን አገልግሎት አሰጣጥ

ረክቻለሁ

6.3 በኮር ባንኪንግ ስርዓት አማካኝነት ከሁሉም
ቅርጫፎችአገልግሎትማግኘትችያለሁ
6.4የባንኩየኮርባንኪንግአገልግሎትአሰጣጥደረጃ

ከኔግምትጋርይሄዳል/ተቀራራቢነው

መመሪያሁለት፡-ከዚህበታችየቀረቡትንጥያቄዎችበተቀመጠውክፍትቦታላይተገቢውንምላሽበመፃፍይመልሱ

1.የኢትዮጵያንግድባንክየኮርባንኪንግ አገልግሎትየሚገኝበትንየጥራትደረጃምንእንደሚመስል የኤ.ቲ.ኤም፣

የኢንተርኔትባንኪንግ፣የሞባይልባንኪንግ፣የቴሌፎንባንኪንግናየክፍያመፈፀሚያማሽን(Point-of-Sale

TransferTerminals)አገልግሎትከግምትበማስገባትየደንበኞችእርካታበምንደረጋእንደሚገኝይግለፁ?------

-----------------------------------------------------------------------------------------------------------
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-----------------------------------------------------------------------------------------------------------

-----------------------------------------------------------------------------------------------------------

-----------------------------------------------------------------------------------------------------------

---------------------------------------------------------------------------------::

2.ተግባራዊእየተደረገበሚገኘውየኮርባንኪንግአገልግሎትየእርስዎእርካታወይም ከጠበቁትአንፃርበምንደረጃ

ላይይገኛልበዝርዝርያብራሩ? ----------------------------------------------------------------------------

-----------------------------------------------------------------------------------------------------------

-----------------------------------------------------------------------------------------------------------

-----------------------------------------------------------------------------------------------------------

-----------------------------------------------------------------------------------------------------------

-----------::

3.የኮርባንኪንግአገልግሎትበሚጠቀሙበትወቅትየሚያጋጥምዎትንዋናዋናተግዳሮችወይምችግሮችይዘርዝሩ?

-----------------------------------------------------------------------------------------------------------

-----------------------------------------------------------------------------------------------------------

-----------------------------------------------------------------------------------------------------------

-----------------------------------------------------------------------------------------------------------

---------------------------------------------------------------------------------------

4.የኮርባንኪንግ አገልግሎትየተሻለእንዲሆንናየደንበኞችእርካታእንዲጨምርምንምንየመፍትሔእርምጃዎች

መወሰድአለባቸውበዝርዝርያብራሩ?------------------------------------------------------------------------

-----------------------------------------------------------------------------------------------------------

-----------------------------------------------------------------------------------------------------------

-----------------------------------------------------------------------------------------------------------

-----------------------------------------------------------------------------------------------------------

---------------::

Thankyou!
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AnnexIIInterviewquestions

StMaryUniversity

SCHOOLOFGRADUATESTUDIES

DEPARTMENTOFBUSINESSADMINISTRATION(MBA)

Interviewquestions

1.WhatarethemajorcoresBankingservicesimplementedinyoursBank?Whichservices

effectivelyimplemented?Pleasediscussedindetails?

2.HowdoyouseeCoreBankingservicequalityandcustomerssatisfactions?Inyoursopinion,

theintendedobjectiveoftheBanksuccessfullyachievedregardingwithCoreBankingservice

provisionandtheincensementofcustomerssatisfaction?Pleasediscussit?

3.HowtotreatcustomersintheBank?Corebankingservicehelpstoretainingandattracting

customers?Pleasediscussindetails?

4.WhatarethemajorchallengeintheprovisionofcoreBankingserviceandmaximizing

customer’ssatisfaction?

5.WhatarethepossiblemechanismtoimprovedcoreBankingserviceandalsocustomer’s

satisfaction?Pleasediscussindetails?

Thankyou!


