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ABSTRACT 

The main purpose of this study is to investigate E-Banking and its effect on customer satisfaction. 

This study was conducted on customers of CBE, DB, AIB, UB, and BOA under Arba Minch city 

branches In connection to this, structured questionnaire have been distributed to 100 selected 

samples but analysis was made based on the data collected from 98 respondents. Analysis and 

interpretation of the data was conducted by using descriptive and inferential statistical tools with 

the help of SPSS. According to the regression output the fulfillment and system availability were 

negatively related and statistically significant with customer satisfaction. Efficiency, 

compensation and contact were positively related to customer satisfaction and statistically 

significant. And responsiveness statistically insignificant and has no contribution to customer 

satisfaction. All of these seven independent variables make 83.6% of the contributions for 

customer satisfaction in the Private and public commercial banks under Arba Minch city 

branches. The commercial banks should understand that the contributions of these variables are 

collectively significant to enhance and add values for customer satisfaction in their bank. In 

addition to this, the study identified challenges for the growth of e-Banking system. This were; 

poor telecommunication infrastructure, lack of regulatory framework, lack of technical support, 

lack of well-trained personnel, fear of cybercrime and security issue, frequent power interruption 

were the main challenge for the growth of E-banking system.   

 

                             Key words: E-Banking, commercial banks, customer satisfaction  
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CHAPTER ONE 

INTRODUCTION 

1.1 Background of the Study 

E-banking is now a global phenomenon. It is an invaluable and powerful tool driving 

development, supporting growth, promoting innovation and enhancing competitiveness (Kamel, 

2005 and Parzinger, 2001). Technological innovations have been identified to contribute to the 

distribution channels of banks and these electronic delivery channels are collectively referred to 

as electronic banking (Goi, 2005).The evolution of banking technology has been driven by 

changes in distribution channels as evidenced by automated teller machine (ATM), Phone-

banking, Telebanking, PC-banking and most recently internet banking(Chang, 2003; Gallup 

Consulting, 2008). 

Today, we cannot think about the success of a banking system without information and 

communication technology and the increasingly competitive environment in the financial 

services market together with globalization, financial liberalization and technology revolution 

have opened the door of new and more efficient delivery and processing channels as well as 

more innovative products and services in the banking industry (Beza, 2016). In Ethiopian 

banking industry, all private and government banks are working to establish a cashless society in 

banking industry. In this, electronic banking plays a crucial role to enhance and keep customer 

satisfaction. It has enlarged the role of banking sector in the economy. The financial transactions 

and payment can now be processed quickly and easily through electronic devise with the strong 

support of technology. The banks that adopted the latest technology and payment channels are 

more successful in the competitive financial market. They have been able to generate more and 

more business resulting in their greater profitability (Endalkachew, 2013). 

The advancement of communication and computer technology and the availability of the Internet 

have open the road to the application of electronic banking and made it possible that one can do 

most banking transactions from a remote location even without stepping into a physical financial 

structure - that is, the emerging of e-banking (Bruene, 2002). In the world of banking, the 
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development of E-Banking has an enormous effect on development of more flexible payment 

methods and more user friendly banking services. Recently, the banking industry was highly 

affected by the technology evolution that transformed the way banks deliver their services, using 

technologies such as automated teller machines, phones, the Internet, credit cards, and electronic 

cash. (Nouman, 2013) 

The term electronic banking has been defined by different authors in different view. Salehi, 

Alipour. (2010) & Daniel (1999) defined that E-banking is an umbrella term for the process by 

which customers can conduct various banking transaction. According to Ayrga (2011), E-

banking is defined as the automated delivery of new and traditional banking products and 

services directly to customers through electronic, interactive communication channel 24 hours in 

a day and 7 days in a week including public holidays with electronic devises without the need to 

visit physical branch. Electronic banking is defined as a variety of self-service platforms such as 

internet (online) banking, telephone banking, mobile banking, TV banking, Agent banking, 

phone banking, and PC banking whereby customers access these services using electronic 

devices like personal computer, Automated teller machine (ATM), Point of sale terminals and 

mobile phones without their physical presence in the bank (Pikkarainen, et al. (2004).  

Electronic banking technology represents a verities of different service, ranging from the 

common Automatic Teller Machine (ATM) and direct deposit to Automatic Bill Payment(ABP), 

Electronic Fund Transfer (EFT), Computer banking(PC Banking), Phone Banking, Mobile 

Banking, Internet Banking, TV Baking, SMS Banking and their adoption in most country are 

growing slowly,(Business Week Online, 2001). 

The banking industry of the countries have started to offer electronic banking services to 

improve the effectiveness of distribution channels through reducing the transaction cost and 

increasing the speed of services. Now a day, electronic banking has become the way for the 

advance of banking system, and its role is a lot in creating cashless society in Ethiopia. It creates 

opportunity to the bank and the banks are developing their strategies in order to stay competitive. 

It has a capacity to cover a wider geographical locations and hence to reaching out more 

customers. Electronic banking benefits the customer allowing customers easier access to 

financial services, convenience and time saving in managing their finance (Ayrga, 2011). 

Aladwani (2001) also stated that electronic banking provide faster, easier and more reliable 
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services to customers. However, customers‟ can get the above services from banks if they adopt 

or subscribe the electronic banking service of the bank.  

In Ethiopia, this area is not well studied as such like developed country, specially where all 

commercial banks are demanding to sophisticating their electronic banking system and 

introducing their electronic banking system service to improve their operations, reduce costs, 

increase productivity and also to fulfill the rising demand of modern banking services from their 

customers side. Electronic banking has a key role not only to the bank and the customers, but 

also to the country to create cashless environment. The aim of this study is to investigate the 

effect of electronic banking on customer satisfaction in commercial banks under Arba Minch 

city. 

1.2 Statement of the Problem 

The environment of Banking industry have been experiencing a rapid changes reflected by the 

intense growth of competition between banks and increased adoption of technology. As a result 

adopting electronic banking has been major challenging task for the bank because of its 

installation and its applicability is expensive special for developing countries bank (Illuninatus, 

2014). The introduction of electronic banking in to the banking sector is to bring customer 

satisfaction there by to enhance the banks‟ profitability than the traditional brick and mortar 

banking. Branches customer may perceive as the same as different branches rather than a new 

means of delivery channels. Comparing Electronic banking to ordinary banking system, 

electronic banking is providing the competitive advantage by lowering the cost and providing 

best satisfaction of customer needs from point of view of cost efficiency(Daniel., 1999, Mols., 

1998).As it was described by Abebe (2012) several benefits of electronic banking includes 

transferring money, collecting receivable, paying bill,  productivity gains, transaction cost 

reduction, customer service improvement and at the same time establishing a means to control 

the overall activities on bank accounts (Abebe, 2016). 

Study conducted in Nigeria revealed that 47% of customer that used electronic banking products 

and services are satisfied with the quality of the products and efficiency of the delivery 

(Dogarawa, 2005). Also study conducted by Bambore (2013), about customer satisfaction and 

electronic banking service on some selected banks of Ethiopia listed that currently there are some 
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factors which affect customer satisfaction in electronic banking service in selected banks 

(commercial banks of Ethiopia, Wegagen bank, and Zemen bank) of Ethiopia. Those are 

machine out of order, machine out of cash, no printing statements, cards get blocked, frequent 

breakdown of ATM service, unreliability of ATM service, lack of sufficient technicians in all 

bank who solve breakdown of ATM machine, lack of sufficient alternative system which 

substitute ATM service for the customer when temporary problem happen in the machine, lack 

of convenience of E-bank service, lack of mobile banking service, lack of reliable Tele banking, 

under-development of technological infrastructure, low level of relevant knowledge creation and 

innovation, interruption of network, lack of suitable and regulatory frame work for e-commerce, 

resistance to changes in technology among customers and service providers as result of fear of 

risk, lack of fair distribution of E-banking service in all over Ethiopia (Bambore, 2013).  

Studies on the development of modern bank services in Ethiopia is scanty and to the knowledge 

of the researchers study undertaken on the development of E-banking system. Due to this fact, 

the researcher will seek to see the satisfaction of customer on Electronic banking system, to 

analyze the effect of electronic banking system on customer satisfaction and to identify the 

challenges for the growth of E-banking system. The application of E-banking technology is 

believed to have many contributions for the bank, the customer and to the stakeholder. The 

researchers identify the contribution of Electronic Banking technology on satisfying customers 

of the all private and public commercial banks in Arba Minch city branch. The purpose of this 

study is to examine the effect of Electronic banking system on customer satisfaction in selected 

commercial banks in Arba Minch city branch. 

1.3 Objective of the study 

1.3.1 General objective of the study 

The general objective of this study is to investigate the effect of Electronic banking system on 

Customer Satisfaction in some selected banks in Arba Minch city branches. 

1.3.2 Specific objectives of the Study 

The researcher tried to achieve the following Specific objectives; 

 To see the satisfaction of customer on Electronic banking system 

 To analyze the effect of electronic banking system on customer satisfaction 
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 To identify the challenges customer are facing in use of Electronic banking system 

 

 

1.4 Research Questions 

With regard to the above research objectives, the study seeks to answer the following questions: 

 How customers are satisfied with the use of Electronic banking service in selected 

commercial bank in Arba Minch city?   

 What are the challenges customers facing in when using of Electronic banking service in 

selected commercial bank under Arba Minch city? 

 How electronic banking affects customer satisfaction in selected commercial bank under 

Arba Minch city?   

 

1.5 Significant of the Study 

Since most bank services are easy to duplicate and provides nearly identical services, they can 

only distinguish themselves on the basis of quality of service through effective adoption of 

technology to their banking system (Kebede and Eshetu, 2012). Electronic Banking is one stream 

of the technology. Therefore, this study were greatly important to the bank to assess whether the 

adoption of Electronic banking service enhance the level of customer satisfaction and identifies 

the position of service quality at the bank.  

Moreover, the study has the following significances:  

 Identifies issues related to the adoption of Electronic banking and customer satisfaction 

and thus provide feedback to managers for successive decision making.  

 Identify the gap between what customers thinks about customer satisfaction and what 

actual customer satisfaction seems likes in the bank with Electronic banking.  

 Result of the study can be used as a base for further studies in the related issues.  

1.6 Scope of the Study 

This study were undertaken to evaluate customer satisfaction on Electronic banking system in 

selected banks in Arba Minch city. Moreover, the focus area of the study is only in Arba Minch 

city branches of selected commercial banks. The result will not be extended to other city. 
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1.7 Limitation of the study 

This study were reports the result of the study of effect of Electronic banking service on 

customer satisfaction in some selected Commercial Banks in Arba Minch City branches and can 

therefore not be considered as a representative of the whole banks service found in Ethiopia. 

That is the finding and the conclusions drawn were limited to the selected Commercial Banks in 

Arba Minch City branches. Moreover, the study was not completed in the designed time. It was 

not present detailed data to the intended level.  

1.8 Operational Definitions 

Customer satisfaction: is the consumer‟s response to the evaluation of the perceived 

discrepancy between prior expectations (or some other norm of performance) and the actual 

performance of the product as perceived after its consumption. 

Efficiency: system is simple to use, structured properly, and requires a minimum of information 

to be input by the customer or the ease and speed of accessing and using the system 

Fulfillment: The extent to which the system promises about order delivery and item availability 

are fulfilled. 

Privacy: Degree to which the system is safe and protects customer information and customer 

believes the system is safe from intrusion and personal information is protected. 

System availability: The correct technical functioning of the system. 

Responsiveness: Quick response and Effective handling of problems and returns through the 

system. 

Compensation: The degree to which the system compensates customers for problems. 

Contact: The availability of assistance through telephone or online representatives. 

Customers: - shall be defined as any legal entity or natural person (individual or corporate) with 

whom the bank agree to conduct a business  

Account: - shall refer to customers or internal accounts used for financial dealings, and the 

record shall contain details such as currency, category, etc.  

E-Banking:-Getting of banking service via electronic device   

Satisfaction: - refers to the degree at which the needs and wants of customer has to be served.  



7 | P a g e  
 

1.9 Organization of the paper 

This study was organized into five chapters. The first chapter discussed about the introduction, 

statement of the problem, objectives of the study, research question, significance of the study 

scope of the study, limitation of the study and definition of the terms and concept of the study. 

The second chapter discussed about review of related literature. The third chapter dealt about the 

methodology of the study such as research design, types of data, source of data, sampling 

techniques, research instruments, the dependent and independent variables to be applied 

throughout the research, validity and reliability test, ethical consideration and model 

specifications used for data analysis which are applicable and use in the study are included The 

fourth chapter dealt about the findings and discussions of the collected data. The last chapter 

provides conclusions and recommendations of the study. Finally list of reference materials and 

sample questionnaires were annexed at the end. 
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CHAPTER TWO 

 

LITERATURE REVIEW 

2.1 Introduction 

This chapter discusses the literature review of the study, the literature review provides the reader 

with the explanation of the theoretical rationale of the problem being studied, types of electronic 

banking as well as what research has already been done and how the findings relate to the 

problem at hand. The purpose of the literature review is to avoid unnecessary intentional or 

accidental duplication of material already covered. This literature review was reviewed from 

previous past major activities that had been undertaken to address the issues in electronic 

banking. The information was obtained from past reference material such as magazines, 

newspapers, journals and the internet. Critical analysis was discussed and conceptual framework 

for the research was established. 

It‟s difficult to think satisfying customer without the technology adoption in banking industry 

especially E-banking adoption. E-banking is now a global phenomenon and it serves as an 

important tool to catalyzing competition among banks. It is a valuable and powerful tool for 

driving development, supporting growth, promoting innovation and enhancing competitiveness 

among banking industry (Parzinger et al. 2001). Technological innovations have been identified 

to contribute to the distribution channels of banks and these electronic delivery channels are 

collectively referred to as electronic banking (Goi, 2005). The evolution of banking technology 

has been driven by changes in distribution channels as evidenced by automated teller machine 

(ATM), Phone-banking, Tele banking, PC-banking and most recently internet banking (Chang, 

2003; Gallup, 2008). 

2.2Definition of electronic Banking 

 

Electronic Banking (E-banking) is banking system which any user with electronic devise like a 

personal computer and a browser can get connected to his bank‟s website to perform any of the 

virtual banking functions. In internet banking system, the bank has a centralized database that is 

web-enabled. (Krishna et al. 2015) 
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Also as they state on their research work, internet is the drive. All the services that the bank has 

permitted on the internet are displayed in menu. The rise of Internet Banking has its own number 

of benefits for both the bank and the customer as well. From the bank‟s perspective these are 

mainly related to cost savings (Sathye, 1999; Robinson, 2000) and Internet Banking remains one 

of the cheapest and more efficient delivery channels (Pikkarainen et al., 2004). Among the 

numerous advantages to banks feature mass customization, more effective marketing and 

communication at lower costs amongst others (Tuchila, 2000).in another side the Benefits for the 

end users or customer are numerous as well and include mainly convenience of the service (time 

saved and globally accessible service); lower cost of transaction and more frequent monitoring of 

accounts among others (Pikkarainen et al., 2004) 

2.2.1 Concept of E-Banking 

Electronic banking is one of the most successful online businesses. E-banking allows customers 

to accept their accounts and execute orders through a simple to use web site. There is no special 

soft ware for customers to install (other than a web browser and many banks don‟t change for 

this service some banks even lower costs for online transactions versus on site banking 

transactions). Electronic banking saves individuals and companies time and money. (Amsale et 

al., 2014)  

 
E-banking puts the power of banking tin to the hands of the customer and allows to the customers to 

choose self service for all their banking needs with online served as customers can view their account 

histories transfer funds, order checks, playbills, re order checks, or get in touch with the customer 

service department of the bank (Amsale et al., 2014). Electronic banking is an online service that 

allows customers to perform the same banking functions as in quicken, except that they can access 

their accounts directly over the internet. (Daniel, 2002) 

The concept of electronic banking has been defined in many ways; Daniel defined electronic 

banking as the delivery of banks‟ information and services by banks to customers via different 

delivery plat forms that can be used with different terminal devices such as personal computers 

and mobile phone with browser or desktop software, telephone or digital television. Daniel E 

(1999). Also according Abid and Noreen, electronic banking defined as any use of information 

and communication technology and electronic means by a bank to conduct transactions and have 

interaction with stakeholders Abid, Noreen (2006). Hassan et al. (2010) defined as E-banking is 
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form of banking, where funds are transferred through an exchange of electronic signals between 

financial institutions, rather than the exchange of cash, checks, or other negotiable instruments.  

E-banking is a generic term for delivery of banking services and products through electronic 

channels, such as the telephone, the internet, the cell phone, etc. The concept and scope of e-

banking is still evolving. It facilitates an effective payment and accounting system thereby 

enhancing the speed of delivery of banking services considerablyJantana (2007). Ovia argues 

that electronic banking is a product of e-commerce in the field of banking and financial services 

(Ovia, 2001). According to Hasan et al., E-banking is form of banking, where funds are 

transferred through an exchange of electronic signals between financial institutions, rather than 

the exchange of cash, checks, or other negotiable instruments. The ownership of funds and 

transfers of funds between financial institutions are recorded on computer systems connected by 

telephone lines. Customer‟s identification is by access code, such as a password or Personal 

Identification Number (PIN), instead of a signature on a check or other physical document .E-

banking involves individual and corporate clients, and includes bank transfers, payments and 

settlements, documentary collections and credits, corporate and household lending, card business 

and some others (UNCTAD, 2002). 

Another definition of E-banking is that, it is the use of a computer to retrieve and process 

banking data (statements, transaction details, etc.) and to initiate transactions (payments, 

transfers, requests for services, etc.) directly with a bank or with other financial service provider 

remotely via a telecommunications network (Yang, 1997, p.2). E-banking can be also defined as 

a variety of platforms such as internet banking or online banking, TV-based banking, mobile 

phone banking, and PC (personal computer) banking (or offline banking) whereby customers 

access these services using an intelligent electronic device, like PC, personal digital assistant 

(PDA), ATMs, POS, kiosk, or touch tone telephone (Alagheband, 2006, p.11). 

As we understand from the view of different authors that in a simple words, e-banking implies 

provision of banking products and services through electronic delivery channels. Electronic 

banking has been around for quite some time in the form of automatic teller machines (ATMs) 

and telephone transactions. In more recent times, it has been transformed by the internet –a new 

delivery channel that has facilitated banking transactions for both customers and banks Nitsure 

(2003). 
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2.3 Types of E-Banking channel 

According to Worku et al. (2016), there are many electronic banking delivery channels to 

provide banking service to customers. Among them ATM, POS, mobile banking, agent banking 

and internet banking are the most widely used. 

2.3.1Automated Teller Machine (ATM) 

 Automated Teller Machine (ATM) is a machine where cash withdrawal can be made over the 

machine without going in to the banking hall. It also sells recharge cards and transfer funds; it 

can be accessed 24 hours/7 days with account balance enquiry. Timothy AT (2012) An 

automated teller machine (ATM), also known as automated banking machine (ABM) or Cash 

Machine is a computerized telecommunications device that provides the clients of a financial 

institution with access to financial transactions in a public space without the need for a cashier, 

human clerk or bank teller Michael (2017). On most modern ATMs, the customer is identified by 

inserting a plastic ATM card with a magnetic stripe or a plastic smart card with a chip that 

contains a unique card number and some security information such as an expiration date.  

According to Thompson (1997), Authentication is provided by the customer entering a personal 

identification number (PIN). Using an ATM, customers can access their bank accounts in order 

to make cash withdrawals, credit card cash advances, and check their account balances as well as 

purchase prepaid cell phone credit. 

2.3.2 Point of sale (POS) 

Point of sale (POS) also sometimes referred to as point of purchase (POP) or checkout is the 

location where a transaction occurs. A "checkout" refers to a POS terminal or more generally to 

the hardware and software used for checkouts, the equivalent of an electronic cash register. A 

POS terminal manages the selling process by a salesperson accessible interface. The same 

system allows the creation and printing of the receipt. POS systems record sales for business and 

tax purposes. (Shittu, 2010, Abebe, 2016) 

Also it is a system that uses a computer terminal located at the point of sales transaction so that 

the data can be captured immediately by the computer system. It is a retail payment system that 

substitutes an electronic transfer of funds for cash, cheques or drafts in the purchase of retail 
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goods and services Gerlach, (2000). In a POS system, sales and payment information are 

collected electronically, including the amount of the sale, the date and place of the transaction, 

and the consumer's account number. If the transaction is done on a bank credit or debit card, the 

payment information is passed on to the financial institution or payment processor, and the sales 

data is forwarded to the retailer's management information system for updating of sales records. 

(Gerlach, 2000)  

2.3.3 Mobile banking 

 M-banking is a term used for performing balance checks, account transactions, payments, credit 

applications and other banking transactions through a mobile device such as a mobile phone or 

Personal Digital Assistant (PDA). The scope of offered services may include facilities to conduct 

bank and stock market transactions, to administer accounts and to access customized 

information. (Tiwari, 2007) 

According to Michael (2017), Mobile Banking refers to the provision and availing of banking 

and financial services with the help of mobile telecommunication devices. The scope of offered 

services may include facilities to conduct bank and stock market transactions, to administer 

accounts and to access customized information Michael (2017). According to Meute (2010), 

mobile Banking consists of three inter-related concepts: mobile accounting, mobile brokerage 

and mobile financial information services. With mobile technology banks can offer a variety of 

services to their customers such as doing funds transfer while traveling, receiving online updates 

of stock price or even performing stock trading while being stuck in traffic. Smart phones and 

3G connectivity provide some capabilities that older text message-only phones do not.(Shan, 

2006) 

2.3.4 Telephone Banking 

Telephone banking is a service provided by a financial institution, which allows its customers to 

perform transactions over the telephone (Vila et al., 2013). Most telephone banking services use 

an automated phone answering system with phone keypad response or voice recognition 

capability. To guarantee security, the customer must first authenticate through a numeric or 

verbal password or through security questions asked by a live representative. With the obvious 

exception of cash withdrawals and deposits, it offers virtually all the features of an automated 
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teller machine: account balance information and list of latest transactions, electronic bill 

payments, funds transfers between a customer's accounts, etc. Usually, customers can also speak 

to a live representative located in a call center or a branch. (Michael, 2017) 

2.3.5 Agent Banking 

An agent banking is a retail or postal outlet contracted by a financial institution or a mobile 

network operator to process clients‟ transactions. Rather than a branch teller, it is the owner or an 

employee of the retail outlet who conducts the transaction and lets clients deposit, withdraw, and 

transfer funds, pay their bills, inquire about an account balance, or receive government benefits 

or a direct deposit from their employer. Banking agents can be pharmacies, supermarkets, 

convenience stores, lottery outlets, post offices, and many more. (Wiki for banking agent, 2015) 

Banking agents are usually equipped with a combination of POS card reader, mobile phone, 

barcode scanner to scan bills for bill payment transactions, PIN pads, and sometimes personal 

computers (PCs) that connect with the bank‟s server using a personal dial-up or other data 

connection. Clients that transact at the agent use a Magnetic Stripe (Mag-Stripe) bank card or 

their mobile phone to access their bank account or e-wallet respectively. Identification of 

customers is normally done through a PIN. With regard to the transaction verification, 

authorization, and settlement platform, banking agents are similar to any other remote bank 

channel (Wiki for banking agent, 2015). 

Banking agents are the backbone of mobile banking, i.e., performing transactions over a mobile 

device, most often a mobile phone. To enable clients to convert cash into electronic money and 

vice versa which can be sent over their mobile phone, clients will have to visit a branch, ATM, 

or banking agent. Especially in remote and rural locations, where cash is still the most important 

way to pay and transact, a mobile banking service is dependent on banking agents to enable 

clients to effectively use the service. (Wiki for banking agent, 2015). 

2.3.6 Internet Banking 

Internet banking, sometimes called online banking, is an outgrowth of PC banking (Egland et al., 

2008). Internet banking uses the Internet as the delivery channel by which to conduct banking 

activity, for example, transferring funds, paying bills, viewing checking and savings account 
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balances, paying mortgages, and purchasing financial instruments and certificates of deposit. An 

Internet banking customer accesses his or her accounts from browser software that runs Internet 

banking programs resident on the bank‟s World Wide Web server, not on the user‟s PC. England 

et al., (2008), define a “true Internet bank” as one that provides account balances and some 

transactional capabilities to retail customers over the World Wide Web. Internet banks are also 

known as virtual, cyber, net, interactive, or web banks Michael (2017).Internet banking allows 

customers of a financial institution to conduct financial transactions on a secure website operated 

by the institution, which can be a retail bank, credit union or society. Banks increasingly operate 

websites through which customers are able not only to inquire about account balances, interest 

and exchange rates but also to conduct a range of transactions. (Timothy 2012) 

 

2.4 Background information of E-banking in Ethiopian banking industry 

The appearance of E-banking in Ethiopia goes back to the late 2001; CBE is the pioneer to 

introduce the service for local users with its eight ATMs located in Addis Ababa Gardachew, 

(2010). Then after DB comes next in the year 2006 with its ATMs that provide service for local 

Dashen Visa Card holders and international Visa Cardholders coming to Ethiopia. 

United Bank S.C is the first to introduce tele-banking - including text messages or SMS by the 

end of 2008. Currently, United Bank starts to deliver E banking services like ATM, internet, 

mobile and agent banking. (United Bank, 2015) 

United Bank S.C is the first to introduce tele-banking - including text messages or SMS by the 

end of 2008. Currently, United Bank starts to deliver E banking services like ATM, internet, 

mobile and agent banking. (United Bank, 2015) 

Zemen Bank has launched prepaid bank cards which can be used without opening a deposit 

account at the bank. The cards will have preloaded funds, which can be withdrawn from ATMs 

or used to make purchases from POS terminal. The prepaid cards will be given to the cardholders 

with a PIN to withdraw the cash. The prepaid cards can be used as gift cards or employee salary 

or expense cards, which can avoid the need to carry around a large amount of cash. The cards 

can be preloaded with a minimum of 100 Br. And a maximum of 50,000.00 Br. and reloaded 
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after the previous funds have been fully utilized. The bank will take a commission each time a 

card is loaded (Fortune, 2012). 

Currently, there are only a few agreements in place to share ATM resources. The first was the 

Premium Switch Solutions (PSS), which was established by three banks in 2009 namely Awash 

International Bank S.C., Nib International Bank S.C and United Bank S.C., with a capital of 165 

million Br, and now has six member banks, including Awash International Bank S.C., United 

Bank S.C., Nib International Bank S.C., Berhan International Bank S.C., Addis International 

Bank S.C and the Cooperative Bank of Oromia S.C. It is the first certified Third Party Payment 

Processor by the regulatory party, National Bank of Ethiopia and starts its operations in July 

2012. Moreover, PSS has made its system certified by VISA, Master Card and Union pay. 

Hence, members connected to PSS network can issue and acquire cards with these brands. Per 

the plan of PSS, there will be one ATM at every branch of the consortium banks, all domestic 

airports serviced by commercial service, shopping complexes and merchants. The agreement is 

the first significant cooperation between competing banks in Ethiopia, which others should be 

encouraged to follow as there is no single bank in Ethiopia that can afford to provide extensive 

geographical coverage and access (Gardachew,2010 and Abebe, 2016). 

2.5 Risk associated with electronic banking 

There are different risks that associated with the use of electronic banking. Many authors state 

from different perspectives.  According to Cunningham (1967), in order to understand how do 

consumers evaluate a product or a service, this multidimensional perceived risk is split in six 

components: financial, performance, social, physical, privacy, and time-loss (Jacoby and 

Kaplan,1972 and Bellman et al., 1999). 

2.5.1 Financial risk 

 

 It is the constant and terrible fear of transactions errors causing a potential monetary loss 

suffered by customers who perform online transactions. So, it is clear that e-banking is lacking 

actually the assurance provided in traditional banking (Lee et al., 2009) and this is due to the fact 

that online banking is considered as an innovation which is incompatible with consumers‟ habits 

(Kuismaet al., 2007). 
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2.5.2 Performance risk 

 

 This risk is born from the consumers‟ fear of losses incurred by malfunctions of online banking 

websites. Customers are often afraid that a disconnection from the Internet will occur while 

performing electronic transactions that can lead to “huge” unexpected losses (Kuismaet al., 

2007). This idea was confirmed by Sathye (1999) who argued that Internet access is a crucial 

variable on which the adoption of online banking depends and by Almogbil (2005) who 

succeeded to show that a significant relationship exists between the speed of Internet access and 

the acceptance of electronic banking. 

 

2.5.3 Social risk 

 

 It stems from the fear of being seen in a negative way by others (Kuismaetal., 2007). Venkatesh 

and Morris (2000), confirm that social influence plays an important role in determining the 

acceptance of new information technologies. However, it is worthy to note that others‟ opinions 

are particularly informative in the early stages of experience (Hartwick and Barki, 1994) 

 

2.5.4 Privacy risk 

 

It refers to the potential loss due to fraud or a hacker compromising the security of an online 

bank user (Lee et al., 2009). This risk is accentuated since the emergence of phishes whose 

hobby consists on attempting to fraudulently collect personal information, such as usernames, 

passwords and credit card details; they not only lead to users‟ monetary loss, but also violate 

users‟ privacy (Entrust, 2008). 

 

2.5.5 Time risk 

 

 It is the time‟s loss; the lateness in receiving the payment or the difficulty of navigation (Lee et 

al., 2009). This can be due to a disorganized Web site, to slow-downloadable pages, to the long 

time needed to be a PC-literate. 
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2.6 Benefits of e-banking 

 

E-banking offers different benefit to the customer. For instance, e-banking provides customers 

with a wide range of financial benefits such as “the lower transaction handling fees, higher 

deposit rates, opportunities to win prizes and extra credit card bonus points” (Lee, 2009) it 

allows customers to save time by conducting their transactions quickly without having to use 

paper documents. Lee (2009) added that online banking provides customers with immediately 

available and transparent information. Nevertheless, indirect advantages are notably the round-

the-clock availability allowing customers to beneficiate from banking services anywhere in the 

world at any time and the wide range of investment opportunities such as stock quotations and 

news updates (Lee, 2009). 

2.7 Challenges of electronic banking in Ethiopia 

According to Abraham (2012) described that among the common problems known in Ethiopian 

which are related to electronic banking few of them are lack of banking services through the web 

or other electronic means such as using mobile phone, weak telecommunications, lack of Internet 

awareness, broken and slow Internet connections, data and network security and privacy, lack 

and limitation of government policies, regulations and e-commerce laws, as well as legislation to 

protect workers and to make the Internet secure. (Abebe, 2016)  

A  key challenges for e- banking applications are low level of internet penetration and poorly 

developed telecommunication infrastructure, lack of infrastructure for telecommunications, lack 

of suitable legal and regulatory framework for e-commerce and e-payment, high rate of 

illiteracy, high cost of internet, absences of financial institutions networks that link different 

banks, frequent power interruption, resistance to changes in technology among customers and 

staff due to lack of awareness on the benefits of new technologies, fear of risk, lack of trained 

personnel in key areas, tendency to be content with the existing structures and people may be 

resistance to new payment systems (Gardachew,2010). 

Wondwossen and Tsegai (2005) also studied on the challenges and opportunities of E-payments 

in Ethiopia; and they found that the main obstacles to the development of E-payments are, lack 
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of customers trust in the initiatives, unavailability of payment laws and regulations particularly 

for E-payment, lack of skilled manpower and Frequent power disruption. Abebe,(2016) 

Ayana (2010) conduct his study on “Adoption of Electronic banking system in Ethiopian 

Banking industry: and that according to his findings, that E-banking system, such as ATM, 

mobile banking, internet banking and others were not well adopted by Ethiopian banking 

industry. This is due to low level of ICT infrastructure and lack of legal frame work at NBE, 

which can initiate banking industry to implement the system. In addition to the above two basic 

factor, the result of the study shows that security risk and lack of trust on the use of technological 

adoption are other major barriers for the system. The level of security risk associated with E-

banking product or service, such as ATM, internet banking, mobile banking and others, pose 

different challenges to different banks. Abebe, (2016) 

2.8 Service quality and customer satisfaction 

In online environments, service quality is defined as the extent to which a website facilitates 

efficient and effective shopping, purchasing, and delivery of product and services (Zeithaml et 

al., 2002). Santos (2003) described e-service quality in terms of overall customer evaluations and 

judgments regarding the excellence and the quality of e-service delivery in the virtual 

marketplace. A study by Parasuraman et al. (2005) on the Internet service quality of online 

shopping websites resulted in the development of a service quality scale, the e-SQ scale, 

consisting of seven dimensions: efficiency, system availability, fulfillment, privacy, 

responsiveness, compensation and contact. According to Zeithaml et al. (2001), he has developed 

11 dimensions of service quality that is: reliability, responsibility, access, flexibility, and ease of 

navigation, efficiency, assurance, security, price knowledge, site aesthetics and customization / 

personalization 

2.8.1 E-service quality 

E-service has been defined as a web-based service or an interactive service that is delivered on 

the internet through electronic device. (Ghosh et al. 2004, Zeithamlet al.2000). Rowey (2006) 

conceptualizes E-service as deeds, efforts, or performances whose delivery is mediated by 

information technology. Generally, it can be defined as an interactive content-centered and 

internet-based customer service that is driven by customers and integrated with the support of 
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technologies and systems offered by service providers, which aim at strengthening the customer-

provider relationship. Given the technology quality dimensions of e-service quality that are 

different from the traditional service context, e-service quality has been regarded having the 

potential to not only deliver strategic benefits but also to enhance operational efficiency and 

profitability (Cronin, 2003). 

Different scholars and authors defined e service quality in different dimensions from their view. 

Much previous research supports this. For example, Dabholkar (1996) found the following Web 

these e-service quality aspects: site design, reliability, and delivery, ease of use, enjoyment and 

control in the context of E-service, Zeithaml et al. (2000) found Efficiency, reliability, 

fulfillment, privacy, responsiveness, compensation, and e-service quality dimensions in the 

online retailing context which later I adopt. In Yoo and Douthu (2001) ease of use, aesthetic 

design, processing speed, and security were the e-service quality found in online retailing 

context. Cox and Dale (2001) identified six eservice quality aspects, while Wolfinbarger and 

Gilly (2002, 2003) found these four e-service quality aspects: web site appearance, 

communication, accessibility, credibility, understanding and availability in online retailing. Lee 

and Lin (2005) developed eservice model including web site design, reliability, responsiveness, 

trust, and personalization in the online retailing context. Field, Heim, Sinha (2004) identified 

web site design, reliability, security, and customer service e-service quality dimensions. Kim et 

al (2006) identified 9 e-service quality items, being: efficiency, fulfillment, system availability, 

privacy, responsiveness, compensation, contact, information and graphic style in online retailing. 

2.8.2 Electronic Banking Service Quality 

When we are taking about electronic banking, we could be within the conceptualization context 

of internet. As it has been defined by different scholars and authors, according to Daniel (1999) 

electronic banking is the delivery of banks‟ information and services by banks to customers via 

different delivery platforms that can be used with different terminal devices such as personal 

computer and mobile phone with browser or desktop software, telephone or digital television. 

Electronic banking, therefore, could be categorized into PC banking, Internet banking, and 

Telephone based banking. It is a construct that consists of several distribution channels. Internet 

banking is the situation where “customers can access their bank account via the internet using an 

electronic device like, PC or mobile phone and web-browser” (Arunachalam and 
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Sivasubramanian, 2007, p. 2) According to Zeithamal et al. (1996) through e banking, a bank 

could enhance its reputation, customer retention, get new customers and increase financial 

performance by delivering superior quality internet banking services to its valued customers. 

2.8.3 Customer satisfaction 

Customer satisfaction is, “the consumer‟s response to the evaluation of the perceived 

discrepancy between prior expectations (or some other norm of performance) and the actual 

performance of the product as perceived after its consumption.” Tse and Wilton (1988, p. 204). 

The ultimate goal of any organization is generation of profits and that can be achieved with 

attaining customer perception and satisfaction. A satisfied customer with E-Banking service will 

come back and refer the electronic banking services to other as well, generating more sales and 

hence more profits. Banks are no different as they also thrive for profits. Customer satisfaction is 

considered as a necessary condition for customer retention and loyalty and hence helps in 

realizing economic goals. Tse and Wilton (1988) Banks are now moving its business toward 

online along with the conventional banking. Internet banking is just the extension of 

conventional branch banking. Here the services are being provided online that were originally 

provided in the branches. Thus, customer satisfaction has got great importance in electronic 

banking as well. High level of satisfaction is demanded by the customer as customer expectation 

in electronic banking is very high and competition is also high with little differentiation in type 

of services offered. Hence, bankers along with the researchers have realized the importance of 

customer satisfaction in internet banking. Tse and Wilton (1988) 

2.8.4 Customer perception and satisfaction with E-Banking 

The ultimate goal of any organization is generation of profits and that can be achieved with 

attaining customer perception and satisfaction. A satisfied customer with E-Banking service will 

come back and refer the electronic banking services to other as well, generating more sales and 

hence more profits. Banks are no different as they also thrive for profits. Customer perception 

and satisfaction is considered as a necessary condition for customer retention and loyalty and 

hence helps in realizing economic goals. Banks are now moving its business toward online along 

with the conventional banking. Internet banking is just the extension of conventional branch 

banking. Here the services are being provided online that were originally provided in the 
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branches. Thus, customer satisfaction has got great importance in electronic banking as well. 

High level of satisfaction is demanded by the customer as customer expectation in electronic 

banking is very high and competition is also high with little differentiation in type of services 

offered. Hence, bankers along with the researchers have realized the importance of customer 

satisfaction in electronic banking. Tse and Wilton (1988) 

2.9 Empirical Review and conceptual framework 

2.9.1 Empirical Review 

Some related studies are conducted by different researchers in different parts of the world. 

However, there are limited numbers of studies conducted in Ethiopia on the adoption of E-

Banking technological innovation.  

Specifically, Gardachew (2010) conducted research on the opportunities and challenges of E-

banking in Ethiopia. The aim of his study was focused on analyzing the status of E-banking in 

Ethiopia and investigates the main challenges and opportunities of implementing E-banking 

system. The author identifies some challenges of using E-banking system, such as, lack of 

suitable legal and regulatory frame works for E-commerce and E- payments, political instability 

in neighboring countries, high rates of illiteracy and absence of financial networks that links 

different banks. 

Wondwossen and Tsegai (2005) on their study found that the main obstacles to the development 

of E-payments are lack of customers trust in the initiatives, lack of payment laws and controlling 

system especially for E-payment, lack of skilled manpower and frequent power disruption were 

the main cbstacles. 

Aladwani(2001) on his work that the major challenges of E- banking in Kuwait Banks were lack 

of Internet specialists and volatilities in technology are critical issues relevant to E-banking 

development. The study also indicates that general and IT managers‟ technical problems are the 

major challenges for the growth of e-banking. Khorshid and Ghaneh, (2009) identified that 

goodwill of bank, regulations and laws are the main challenges for the development of e-

banking. 

Ayana (2010) conduct his study on “Adoption of Electronic banking system in Ethiopian 

Banking industry: and that according to his findings, that E-banking system, such as ATM, 

mobile banking, internet banking and others were not well adopted by Ethiopian banking 
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industry. This is due to low level of ICT infrastructure and lack of legal frame work at NBE, 

which can initiate banking industry to implement the system. In addition to the above two basic 

factor, the result of the study shows that security risk and lack of trust on the use of technological 

adoption are other major barriers for the system. The level of security risk associated with E-

banking product or service, such as ATM, internet banking, mobile banking and others, pose 

different challenges to different banks. (Abebe, 2016) 

Michael (2017) on his study on the effect of E-Banking on financial performance of Kenyan 

Banks found that E- banking had some impact on the Kenyan Banks profitability as well as the 

impact electronic banking has had on the financial performance of these institutions. He found 

out that profits have improved after the introduction of electronic banking in the banks involved 

in this study.  

Bahia (2007) and Vila et al (2013) provides evidence respectively for cost reduction and 

productivity gains as a result of technological change for European Union banks. 

Carlson and Lang (2001) showed that E-banking lowers operational costs while increasing 

customer satisfaction and retention in the Turkish retail banking sector. 

Meuter (2010) suggests that e-banking is driven largely by the prospects of operating costs 

minimization and operating revenues maximization. 

According to Ombati et al (2011), Technology (IT) offers banks the potential to dramatically 

reduce operating costs and improves the quality of management information hence making 

banking more profitable. 

2.9.2 Empirical reviews studies of related literature 

The following table shows the related empirical studies conducted on electronic banking and 

electronic service with related to customer satisfaction. 

Table 2.1 Empirical reviews of the study 

S. 

No  

Name of the 

researcher 

Researchers Topic  Used variables Findings  

1 Parasuraman. et al, 
2005, north Carolina 
at chapel hill 

A Multiple-Item 

Scale for Assessing 

Electronic Service 

Quality 

Efficiency, System 

Availability, 

Fulfillment, Privacy 

are independent 

variable and 

customer perceptions 

The effects of 

efficiency and 

fulfillment on all three 

dependent variables 

are positive and 

significant, whereas 
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of overall quality, 

value, and loyalty 

intentions are 

dependent variables. 

the effects of system 

availability and 

privacy had 

insignificant effect. 

2 Stephen. Et al, 2011, 
Ghana 

Evaluation of 

Customer 

Satisfaction with 

Internet Banking 

Service Quality 

Customer service, 

Web design, 

assurance, 

professional design 

and information 

provision are 

independent variable 

and customer 

satisfaction were 

dependent variables  

The study finds that 

the variables predicts 

on customer 

satisfaction. 

3 Wolfinbarger and 

Gilly‟s (2003) 
e-TailQ: 

Dimensionalizing, 

Measuring, and 

Predicting e-tail 

Quality,” 

Web site design, 

fulfillment/reliability, 

security/privacy and 

customer service are 

independent variable 

and overall customer 

satisfaction are 

dependent variables 

Web site design and 

fulfillment/reliability 

had significant effects 

on overall quality, 

satisfaction, 

security/privacy had 

no significant effect 

on any of the customer 

satisfaction and  

customer service had 

no effect on 

satisfaction. 

4 Hitesh K., 2015, 
Punjab University, 

Chandigarh, India 

Customer 

Satisfaction and E – 

Banking 

services: a Case 

Study of Tricity 

Tangibility, 

Reliability, 

Responsiveness, 

Assurance and 

Empathy are 

independent variable 

and customer 

satisfaction.  

Dimension of service 

quality like tangibility, 

reliability, 

Responsiveness, 

assurance and 

empathy have shown 

more or less a great 

impact on customer 

satisfaction. 

5 Zavareh et al., 

2012, University of 

Technology, 

Malaysia 

E-Service Quality 

Dimensions and 

Their Effects on E-

Customer 

Satisfaction in 

Internet Banking 

Services 

Efficient, Reliable, 

privacy/trust, Site 

aesthetics, 

Fulfillment, 

Responsiveness, and  

Ease of use are 

independent 

variables and 

customer satisfaction 

are dependent 

variables 

Security/Trust, Site 

Aesthetics, and Ease 

of Use had significant 

impact on customer 

satisfaction and 

responsiveness/contact 

had no impact on 

customer satisfaction. 
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2.9.3 Conceptual frame work of the study 

The conceptual framework of the study shows that how the independent variable of the study have 

effect on the dependent variable. 
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2.10 Research Hypothesis 

The following hypotheses were formulated with regard to the effect of Electronic Banking on 

customer satisfaction in Electronic Banking.  

 

 H1- There is a positive relationship between Efficiency and customer satisfaction in E-

Banking 

 H2- There is a positive relationship between System availability and customer 

satisfaction in E-Banking 

 H3- There is a positive relationship between Fulfillment and customer satisfaction in E-

Banking 

 H4- There is a positive relationship between privacy and customer satisfaction in E-

Banking 

 H5- There is a positive relationship between compensation and customer satisfaction in 

E-Banking 

 H6- There is a positive relationship between Responsiveness positively affects customer 

satisfaction in E-Banking 

 H7- There is a positive relationship between contact and customer satisfaction in E-

Banking 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

3.1 Introduction 

This chapter presents details of the research design and methodology. A good research design 

satisfies the most suitable methods of investigation, the nature of the research instruments, the 

sampling plan and the types of data (De Wet, 1997). In this research part, research design, 

sampling techniques, research instruments, the dependent and independent variables to be 

applied throughout the research, data source and collection method, procedure of data collection, 

validity and reliability test, ethical consideration and model specifications used for data analysis 

which are applicable and use in the study are included. At the end the method data analysis was 

presented. 

3.3 Research Design 

Saunders et al. (2007), defines research design as the general plan of how the research questions 

had been answered. For this study the researcher used causal research design. Causal research 

design measures what impact a specific changes will have on existing assumption and studies 

that seeks causal explanation and reflects test of hypothesis. This Research is expected to 

investigate the effect of electronic banking on customer satisfaction in private and public banks 

in Arba Minch city. This is because of E-Banking plays a curial role in creating cashless society 

and thus it was expected to enhance customer satisfaction (CBE internal bank portal, 2017).  

3.2 Research Approach 

Research approaches are plans and procedures for research that spans the steps from broad 

assumptions to detailed methods of data collection, analysis and interpretation. This plan 

involves several decisions and they need not be taken in the order in which they make sense and 

the order of the presentation. (Phillips & Burbules 2000) in general there are three types of 

research approaches. These are qualitative, quantitative and mixed research approaches. 

Qualitative research approach framed in terms of word (quality) rather than numbering, 

quantitative research approach framed in terms of numbering (quantity) rather than word and 
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mixed research approach framed in terms of both word and numbering (Phillips & Burbules, 

2000). 

The study used the mixed approach method through statistical tests such as correlation and 

regression in order to get the clearer view of the relationship between independent and dependent 

variables, and to describe each variable and demographic feature of the respondents. The study 

areas are selected using purposive sampling method of the customer from selected commercial 

banks in Arba Minch city those who are literate and able to read, and write. 

3.4 Sampling Techniques  

Data are collected from five selected commercial banks in Arba Minch city. Those commercial 

banks are commercial bank of Ethiopia (CBE), Awash International Bank (AIB) Dashen Bank 

(DB), and Bank of Abyssinia (BOA) and United Bank (UB) customers. The study used 

purposive sampling method, because of purposive sampling enables the researcher to make 

meaningful insights that help to gain a deeper understanding of the research phenomena by 

selecting the most informative respondents that is satisfactory to its specific needs and this 

method is also linked to the nature of the study and recommended to the Ethiopian setting 

(Mihret, et al., 2010). 

3.5 Sample Size 

Currently, there are 14 commercial banks were found in Arba Minch city and the questionnaires 

were distributed for those selected commercial banks depending according to the number of E-

Banking user customer they hold and those selected commercial banks are, Commercial bank of 

Ethiopia (CBE), Awash international bank (AIB) Dashin Bank (DB), Bank of Abyssinia (BOA) 

and United Bank (UB) are selected banks for target groups to get appropriate responses. 

To obtain the adequate responses through questionnaire the researcher believes that distributed 

the questionnaire for 100 respondents of E-Banking users from the five selected commercial 

banks in Arba Minch City. Accordingly, the required sample size at 90% confidence level: 
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    n =          N 

           1+ N (e)
 2
 

 

     n =     128,700                  = 99.99 ≈100 

               1 + 128,700 (0.10)
2
         

Where, n = sample size, N= population size and e = level of precision considered 10%  

Table 3.1 sample size of the respondents 

N
o
 Name of the bank Number of customer  

1 CBE (Arba Minch, secha, sikela and Nechsar branches) 105,400 

2 Dashin Bank (DB) 9,800 

3 Awash International Bank (AIB) 4,700 

4 United Bank (UB) 3,900 

5 Bank Of Abyssinia (BOA)  4,900 

 Total  128,700 

Source: own computation, 2017 

 

3.6 Methods of data collection and analysis 

The data used to conduct this study are the primary data gathered through the questionnaires. The 

questionnaires were distributed to the customers of the commercial bank of Ethiopia (CBE), 

awash international bank (AIB) dashin Bank (DB), Bank of Abyssinia (BOA) and United Bank 

(UB) banks in Arba minch city branch. In this study, the researcher used descriptive research to 

discuss the outcome of study. The Statistical Package for Social Sciences (SPSS) version 20 was 

used for the data analysis. In order to assess the reliability and consistency of the instrument the 

Cronbach‟s Alpha (α) analysis was conducted and whereas, to determine the relationship 

between the variables and to test the research hypothesis, correlation and regression analysis 

method were used. 
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3.7 Validity and reliability 

Whenever a test or other measuring device is used as part of the data collection process, the 

validity and reliability of the test is important. Validity means, to the degree in which the test or 

other measuring device is truly measuring what intended to measure, whereas, reliability means a 

synonymous with the consistency of the test, survey, observation and other measuring 

device.(Phillips &Burbules, 2000) For this study, In order to assess the validity reliability which 

states the consistency of the instrument the Cronbach‟s Alpha (α) analysis was conducted and 

whereas, to determine the relationship between the variables and to test the research hypothesis, 

correlation and regression analysis method were used.  

      Table 3.2 Reliability Analysis 

 Reliability Statistics 

Variables Cronbach's Alpha N of Items 

Efficiency  .798 8 

System Availability .734 4 

Fulfillment  .831 7 

Privacy  .878 5 

Responsiveness .836 6 

Compensation .951 3 

Contact .816 3 

Customer Satisfaction .809 4 

.836  

 Sources: - Survey data, 2017 SPSS Result 

 

3.7.1 Reliability Analysis 

Before conducting the actual analysis the reliability test was done to see the internal consistency 

of items to measure variables. After data collected it is also believed that helpful to see whether 

respondents understood the items consistently or not. 

To compute the reliability of the questionnaire Cronbach‟s alpha is most commonly used to 

assess the internal consistency of a questionnaire (or survey) that is made up of multiple Likert-

type scales and items. Particularly the Likert-type scale the reliability analysis is essential in 
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showing the overall reliability of created that it is measuring.  According to Haire et al. (2005), 

the value of Cronbach‟s Alpha greater than 0.700 (A> 0.7) is very acceptable. So, Reliability of 

the question was evaluated and the result (cronbach‟s Alpha) was used to test the reliability of 

the materials used in this research. Thus, the reliability coefficient of the above items for all 

variables is above 70%. This implies that the items were internally consistent to measure 

variables and understandable to the respondents too. 

3.8 Variables used in this Research 

3.8.1 Dependent Variable 

The Research dependent variable for this study is customer satisfaction because customer 

satisfaction is the base for every business to sustain profitably. Customer satisfaction is”the 

consumer‟s response to the evaluation of the perceived discrepancy between prior expectations 

(or some other norm of performance) and the actual performance of the product as perceived 

after its consumption.” Tse and Wilton (1988, p. 204). In this research, the researcher measure 

how customer satisfied through E-Banking in commercial Banks, 

3.8.2 Independent Variables 

This research was focused on seven independent variables that might have an effect on customer 

satisfaction in selected commercial banks under Arba Mnch city branches. Those variables 

examine in this research are Contact, Efficiency, Compensation, System availability, PRVCY, 

Responsiveness, Fulfillment. The data for independent variables were collected from the 

customers of CBE, DB, AIB, UB and BOA branch in Arba Minch city. 

The independent variables were measured on a five point Likert-scale where the lowest scale 

represent strongly disagree and the highest scale represent strongly agree (Likert, 1932).There 

are thirty nine different item questionnaires were constructed and identified each of the 

independent variables of the Contact, Efficiency, Compensation, System availability, privacy, 

Responsiveness and Fulfillment. 
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3.9 Model Specification 

The model formulated for this study in order to test the research hypothesis set earlier. Most of 

the independent variables included in the model explained and adopted from sParasuraman et 

al. (2005)E-SRVQUAL 

CS = α+ B1FUL + B2EFF + B3SYS +B4PRV+ B5RES +B6COM + B7CON + ei 

Where: 

CS= Customer Satisfaction 

FUL = Fulfillment  

EFF = Efficiency  

SYS = System Availability  

PRV = Privacy 

RES = Responsiveness 

COM = Compensation 

CON = Contact 

α= is a constant, represents the customer satisfaction when every independent variables are zero 

B1, B2 …B7= is the coefficient, in which every marginal change in variables on customer 

satisfaction Independency affects correspondingly. 

ei- the error term 

3.10 Ethical Considerations 

An ethical aspect is one of the most important points in which a research presumes. Before 

proceedingtothe collection of data from the respondents; the purpose of the study, the objectives 

and intentions were explained by data collectors to each respondent verbally. If respondents 

expected benefits like, payment from the researcher in the form of allowanceand asked data 

collectors by saying „the fund is from Arba Minch University and why you trying cheat us?‟ in 

such conditions, effort was made to convince them that there is no any payment that was giving 

provided as a result of participating in the survey. To assist the process, legal recommendation 

letters and student identification card were used. Throughout the research process, any kind of 
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fake practices and scientific misconduct to meet the researcher‟s need other than the stated 

research objectives didn`t occurred. 
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CHAPTER FOUR 

RESULTS AND DISCUSSIONS 

4.1 Introduction 

This section provides a discussion on the quantitative result of the study. It focuses on the 

regression relationship of the independent and dependent variables. All variables are observed 

for each cross-section. hence, this part deals with the result of the study which includes 

descriptive statistics, Pearson correlation coefficient analysis, test for linear regression model 

assumptions and regression results of the model which is relevant for the study. 

4. Demographic Analysis 

4.1.1 Response Rate 

The totals of 100 questionnaires were distributed to five commercial bank customers in Arba 

Minch city branches and the response rate was indicated in the table below. 

Table 4.1- Response rate 

Items  Response rate  

Number  Percent  

Sample size 100 100% 

Collected  98 98% 

unengaged response 2 2% 

Uncollected  - - 

Total  98 98% 

Source: Survey data, 2017 

From the above table out of 100 questionnaires distributed, though all questioners were returned 

back, during data screening 2 questionnaires were found unengaged response. Therefore from the 

total of 100 questionnaires, 98 (98%) valid responses were used for analysis.  
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4.1.2 Demographic characteristics of respondents 

This research was enclosed the main demographic characteristics such as gender, age groups, 

marital status, educational levels, monthly income, and occupational of customer involved. 

Gender was considered to find out whether male or female customers have been highly involved 

in bank transaction. Age group of respondents was considered to find out the age groups that 

were dominant in banking service especially in CBE, DB, AIB, UB, and BOA. Educational level 

was considered to find out the customers level of educations that were mostly engaged. Whereas, 

marital status was considered to uncover which marital status was more involved as a customer 

of CBE, DB, AIB, UB, and BOA. Likewise, the monthly income shows how much the customer 

get in monthly base, and the occupation indicates job of customer were considered to consider 

the longevity of relationship existed with CBE, DB, AIB, UB, and BOA and the job mostly 

involved by customer respectively. The findings were indicated below one by one: 

 

Table 4.2Gender profile 

Gender  Frequency Percent 

Valid Male 59 59.0 

Female 39 39.0 

Total 98                98.0 

Source: Survey data, 2017 SPSS output 

4.1.3 Gender profile 

The Respondents profile based on table 4.2 describes that finding concerning the gender status of 

respondents are Females 39% and males 59%, and here in categories the shares of females are 

lower than males. Therefore, the Bank should have to concentrate on all of the gender of 

customer for betterment of E-Banking. 

Table 4.3Educational background profile 

Educational 

background  

Frequency Percent 

Valid Diploma 

Holder 

16 16.0 

BSc(BA) 56 56.0 

MSc(MA) 14 14.0 

PhD 1 1.0 
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Other 11 11.0 

Total 98 98.0 

Source: Survey data, 2017 SPSS output 

4.1.4 Educational background profile 

Concerning the educational background of the respondents, 16% of the respondent are Diploma 

Holder, 56% are BSc(BA) degree Holder, 14% are MSc(MA) Holders, 1%  are PhD Holder and 

11% of the respondent are categorized  as other, and from this the majority of the respondents are 

BSc(BA)degree Holder. This shows that the majorities of the respondents were educated and 

hence, there response were contribute a lot for the effectiveness of the system and the process of 

the bank.  

Table 4.4Occupation profile 

Occupation  Frequency Percent 

Valid Business 9 9.0 

Public Sector Employee 63 63.0 

Private Sector Employee 8 8.0 

Profession(Self Employed) 3 3.0 

Other 15 15.0 

Total 98 98.0 

 Source: Survey data, 2017 SPSS output 

4.1.5 Occupation Profile 

As shown from the above table, 9%  of the total respondents are which have their own business, 

63% of the respondents are public sector employee, 8% of the total respondents are private sector 

employee, 3% are from self-employed and 15% of the total respondent are categorized from 

others. As indicated above, the majorities of the total respondents are categorized under public 

sector employees and the minorities of the respondents are categorized under self-employed.   

Table4.5Age Profile 

Age  Frequency Percent 

Valid 18-26 50 50.0 

27-35 31 31.0 

36-43 14 14.0 

Above 

44 

3 3.0 
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Total 98 98.0 

 Source: Survey data, 2017 SPSS output 

4.1.6 Age Profile 

From the above table, 50% of the respondents were categorized under the 18-26, 33% of the 

respondents were categorized under 27-35, 14% of the respondents were under age group of 36-

43 and 3% of the respondents were categorized under age group of above 44, from these 

description, the majority of the respondents were from age group of 18-26 which were 

productive age. 

 

Table 4.6Monthly Incomes profile 

Monthly Income in birr Frequency Percent 

Valid Below 1000 17 17.0 

1001-3000 24 24.0 

4001-6000 22 22.0 

6001-9000 25 25.0 

Above 9001 10 10.0 

Total 98 98.0 

 Source: Survey data, 2017 SPSS output 

4.1.7 Monthly Income profile 

From the above table, 17% of the respondents were  grouped under those earning below 1000 

birr, 24% were grouped under those earning between 1001-3000 birr, 22% were grouped under 

those earning is between 4001-6000birr, 25% were grouped  under those earning is between 

6001-9000 and 10% were under those earning is above 9001. From the above description, the 

majority of the respondent or the maximum percent of the respondents were those earning is 

between 6001- 9000birr. 

Table 4.7Marital Status 

Marital Status Frequency Percent 

Valid Married 45 45.0 

Unmarried 50 50.0 

Divorced 2 2.0 

Widowed 1 1.0 

Total 98 98.0 

 Source: Survey data, 2017 SPSS output 



37 | P a g e  
 

4.1.8Marital Status profile 

From the above table, 45% of the total respondents were married, 50% were unmarried, 2% were 

divorced and 1% was widowed. From the above description, the majority of the respondents 

were unmarried. 

4.2 Descriptive Statistics 

4.2.1 Efficiency 

Table 4.8 Descriptive Statistics of Efficiency 

Descriptive Statistics 

Question  N Minimum Maximum Mean Std. 

Deviation 

E-banking makes 

easy to find what 

service i need 

98 1.00 5.00 4.1327 .72706 

E-banking   makes 

easy to get anywhere 

the service 

98 2.00 5.00 4.0816 .82078 

E-banking enables me 

to complete a 

transaction quickly 

98 1.00 5.00 4.1327 .80767 

E-banking enables a 

wide service delivery 

process at once 

98 1.00 5.00 3.9694 .95738 

E-banking is fast to 

get service 

98 1.00 5.00 4.2041 .86106 

E-banking enables me 

to get service quickly 

98 2.00 5.00 4.1837 .77788 

E-banking allows me 

to access my account 

from anywhere. 

98 2.00 5.00 4.0816 .83325 
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Valid N (listwise) 98     

Source: Survey data, 2017 SPSS output 

 

From the above table, Respondents perceived that E-banking makes easy to find what service i 

need with (Mean =4.1327 with std. deviation =.72706) this means the majority of the respondent 

with mean of 4.1327 agreed with the statement that E-banking makes easy to find what service i 

need. Thus, we can understand that E-Banking makes easy to find the service we need. The other 

is that to the statement E-banking makes easy to get anywhere the service agreed with the 

majority of the respondent weighted with (Mean =4.0816and with std. deviation =.82078). As 

the result reveals that E-banking makes easy to get anywhere the service. On the other hand with 

(Mean =4.1327 with std. deviation =.80767), the majority of the respondent agreed. Based on the 

above table we can understand that, E-banking enables me to complete a transaction quickly. To 

the statement E-banking enables a wide service delivery process at once, the majority of the 

respondent agreed with (mean= 3.9694 and std. deviation .95738). This means we can 

understand that E-Banking enables to complete transaction quickly. With (mean =4.2041 and std. 

deviation = .86106), the majority agreed with the statement E-banking is fast to get service. From 

this, we can generalize that E-Banking service is so fast to offer the service  To the statement E-

banking enables me to get service quickly, the majority agreed with weight of (mean=4.1837 and 

std. deviation=.77788). Thus, we understand that E-Banking offers quick service. Finally, to the 

statement E-banking allows me to access my account from anywhere, the majority of the 

respondent agreed with the (mean= 4.0816 and std. deviation= .83325.so we understand that E-

Banking allows to access account everywhere. 

4.2.2 System availability 

Table 4.9 Descriptive Statistics of System Availability  

Descriptive Statistics 

Questions  N Minimum Maximum Mean Std. Deviation 

E-banking system is 

always available for 

service 

98 1.00 5.00 3.0816 1.18124 

E-banking system runs 98 1.00 5.00 3.3980 1.19051 
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service right away 

anywhere 

E-banking system 

delivers service 

appropriately 

98 1.00 5.00 3.8776 .94449 

The system not fails to 

deliver what 

promised/ordered 

98 1.00 5.00 3.4592 1.14125 

Valid N (listwise) 98     

Source: Survey data, 2017 SPSS output 

 

From the above table, Respondents perceived that E-banking system is always available for 

service with (mean= 3.0816 and std. variation= 1.18124). When mean value is > 3, the result 

revealed positive. So we can understand that E-Banking service is always available. On the other 

side, respondents perceive that E-banking system runs service right away anywhere with the 

(mean= 3.3980 and std. deviation= 1.19051). From this we understand that E-Banking service 

runs away everywhere. The other is that the respondent perceived E-banking system delivers 

service appropriately with (mean=3.8776 and std. deviation= .4449). This reveals that E-Banking 

service delivery is appropriate. The last item from system availability variable is that the systems 

do not fail to deliver what promised/ordered. As respondent perceived, system do not fail to 

deliver what promised/ordered with the (mean= 3.4592 and std. deviation=1.14125). From this, 

we understand E-Banking service deliver what ordered.  

4.2.3 Fulfillment 

Table 4.10 Descriptive Statistics of Fulfillment 

Descriptive Statistics 

Questions  N Minimum Maximum Mean Std. 

Deviation 

E-banking helps to 

deliver service 

according to your 

98 1.00 5.00 3.8878 .89538 
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order. 

E-banking makes 

service available for 

delivery within a 

suitable time frame 

98 2.00 5.00 3.9388 .77081 

E-banking quickly 

delivers service what I 

order. 

98 1.00 5.00 3.8163 .96695 

E-banking allows 

sending and receiving 

service order from any 

branch. 

98 1.00 5.00 4.0000 .83728 

E-banking is truthful 

about its service 

offerings 

98 1.00 5.00 4.0204 .93035 

E-banking helps you to 

get all services from 

anywhere 

98 1.00 5.00 3.8673 1.01166 

E-banking  delivers 

accurate transaction 

services as you desired 

98 2.00 5.00 3.8673 .86915 

Valid N (listwise) 98     

Source: Survey data, 2017 SPSS output 

 

From the above table, Respondents perceived that E-banking makes service available for 

delivery within a suitable time frame with (mean=3.8878 and std. deviation=.89538). Thus, we 

understand that e-Banking makes service available for delivery within a suitable time frame.  On 

the other hand respondent perceived that E-banking quickly delivers service what I order with 

(mean=3.9388 and std. deviation=.77081), from this we understand that E-Banking service 

quickly deliver my order. E-banking allows sending and receiving service order from any branch 

with (Mean=4.000 and std. deviation=.83728). Since, the mean value is greater than 3; we can 
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understand that E-Banking allows receiving and sending order from any branches. E-banking is 

trustful about its service offerings with (mean=4.02.4 and std. Deviation= .93035). From this we 

can understand that E-banking is trustful about its service offers. This is because of the mean 

value is greater than 3 and the result is positive. The statement that E-banking helps you to get all 

services from anywhere, the respondent perceived with (mean=3.8673 and std. 

deviation=1.01166). Thus, based on this, we understand that E-Banking offers all service from 

anywhere. The last statement of the fulfillment variable is E-banking delivers accurate 

transaction services as you desired. The respondent perceived with (mean= 3.8673 and std. 

deviation=.86915). The result is positive because the mean value of the statement is greater the 3. 

Thus, we understand from this that E-Banking deliver accurately as customer s desire. 

4.2.4 Privacy 

Table 4.11Descriptive Statistics of Privacy 

Descriptive Statistics 

Question  N Minimum Maximum Mean Std. Deviation 

E-banking enables to 

protect my personal 

bank account 

information 

98 1.00 5.00 4.1531 .81673 

E-banking does not 

share my personal 

transaction with 

other. 

98 1.00 5.00 4.1020 .77977 

E-banking protects 

information about my 

financial transaction 

securely. 

98 1.00 5.00 4.1735 .86185 

E-banking  allows me 

to control my account 

balance 

98 1.00 5.00 4.1735 .74648 

 E-Banking Provides 98 1.00 5.00 4.1122 .89538 
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safety and security 

Valid N (listwise) 98     

Source: Survey data, 2017 SPSS output 

 

From the above table, Respondents perceived that E-banking enables to protect my personal 

bank account information with (mean= 4.1531 and std. deviation= .81673). For this statement, 

the mean value is greater than 3 which reveal positive result. Thus, from this we can understand 

that E-banking does not expose personal bank account information to other. The respondent also 

perceived to the statement E-banking does not share my personal transaction with other with 

(mean= 4.1020 and std. deviation= .77977).  Thus, it was understandable that E-Banking system 

does not share personal account transaction with others. The respondents also perceived to the 

statement that E-banking protects information about my financial transaction securely with 

(mean= 4.1735 and std. deviation= .86186) we understand that E-Banking system provides 

protection customers financial transaction. On the other hand, the respondent perceived that E-

banking allows me to control my account balance with (mean= 4.1735 and std. 

deviation=.74648). Based on this, we understand that E-Banking system allows account balance 

control. Finally respondents perceived to the statement that E-Banking Provides safety and 

security. From this we can understand that E-Banking system provided full of safety and 

security. 

4.2.5 Responsiveness 

Table 4.12Descriptive Statistics of Responsiveness  

Descriptive Statistics 

Question  N Minimum Maximum Mean Std. Deviation 

E-banking system 

allows for correcting 

transaction errors 

98 1.00 5.00 2.3878 1.14543 

E-banking system 

handles problems 

well 

98 1.00 5.00 2.4490 1.16763 

E-banking offers a 98 1.00 5.00 2.3367 1.28387 
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meaningful guarantee 

E-banking is 

responsive to confirm 

my transaction 

through SMS. 

98 1.00 5.00 2.3592 .86057 

The bank takes care 

of problems through 

e banking. 

98 1.00 5.00 2.4082 1.19135 

E- banking facilitates 

quick response 

98 2.00 5.00 2.0306 .89043 

Valid N (listwise) 98     

Source: Survey data, 2017 SPSS output 

 

From the above table, Respondents perceived to the statement that E-banking system allows for 

correcting transaction errors with (mean= 2.3878 and std. deviation=1.14543). From this 

statement, the mean value is less than 3 which reveal negative result. Thus, from this we can 

understand that E-Banking system not allows correcting error when created in transactions. The 

respondent also perceived to the statement E-banking system handles problems well with 

(mean= 2.4490 and std. deviation=.1.16763).  Thus, it was understandable that E-Banking 

system fails to handle problems. The respondents also perceived to the statement that E-banking 

offers a meaningful guarantee with (mean= 2.3367 and std. deviation=.1.28387) we understand 

that E-Banking system provides no guarantee for its service. On the other hand, the respondent 

perceived that E-banking is responsive to confirm my transaction through SMS with (mean= 

2.9592and std. deviation=.86057). Based on this, we understand that E-Banking system 

confirms any transaction through SMS service with delay. This is because the mean value is 

greater than 2.5 which is by half.  Also the respondent perceived to the statement that The bank 

takes care of problems through created through E-banking with (mean=2.4082 and std. 

deviation=1.19135). Thus, we can understand that the bank does not take care of the problem E-

Banking system created. Finally respondents perceived to the statement that E- banking 

facilitates quick response with (mean=2.0306 and std. deviation=89043). From this we can 

understand that E-Banking system do not facilitates quick service. 
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4.2.6 Compensation 

Table 4.13Descriptive Statistics of Compensation 

Descriptive Statistics 

Questions  N Minimum Maximum Mean Std. Deviation 

The bank 

compensates me for 

problems it creates 

98 1.00 5.00 3.8061 .87549 

The bank 

compensates me if 

what I ordered 

doesn‟t arrive on time 

98 1.00 5.00 3.7449 .82627 

The bank recovers 

error and corrects the 

transaction. 

98 1.00 5.00 3.9490 .78422 

Valid N (listwise) 98     

Source: Survey data, 2017 SPSS output 

 

From the above table, Respondents perceived to the statement that the bank compensates me for 

problems it creates s with (mean= 3.8061 and std. deviation=.87549). For this statement, the 

mean value is greater than 3 which reveal positive result. Thus, from this we can understand 

that the Bank are compensating problem created by E-Banking system. The respondent also 

perceived to the statement that the bank compensates me if what I ordered doesn‟t arrive on 

time with (mean= 3.7449 and std. deviation=.82627).  Thus, we understand that the banks are 

compensating their customer when there order does not arrive on time. Respondents also 

perceived to the statement that the bank recovers error and corrects the transaction with (mean= 

3.9490 and std. deviation=.78422). From this we understand that the banks recover when error 

and corrects the transaction. 
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4.2.7 Contact 

Table 4.14 Descriptive Statistics of Contact 

Descriptive Statistics 

Question  N Minimum Maximum Mean Std. Deviation 

E-banking provides a 

telephone number to 

get information. 

98 1.00 5.00 3.9592 .88421 

The bank has 

customer service 

representative 

available online/on 

telephone 

98 1.00 5.00 3.9184 .88135 

The bank offers the 

ability to speak to 

assistance person if 

there is problems 

occur. 

98 1.00 5.00 3.8265 .97416 

Valid N (listwise) 98     

Source: Survey data, 2017 SPSS output 

 

From the above table, Respondents perceived to the statement that E-banking provides a 

telephone number to get information with (mean= 3.9592 and std. deviation=.88421). 

Regarding this statement, the mean value is greater than 3 which reveal positive result. Thus, 

from this we can understand that the Bank provide telephone number to get information. The 

respondent also perceived to the statement that the bank has customer service representative 

available online/on telephone with (mean= 3.9184 and std. deviation=.88135).  Thus, we 

understand that the banks have customer service representative available online on telephone 

advising customers. Respondents also perceived to the statement that the bank offers the ability 

to speak to assistance person if there is problems occur. with (mean= 3.826 and std. 
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deviation=.97416). From this we understand that the banks provide assistance persons to speak 

to customers in case of problem occur. 

4.2.8 Customer satisfaction 

Table 4.15Descriptive Statistics of Customer satisfaction 

Descriptive Statistics 

Question  N Minim

um 

Maxim

um 

Mean Std. 

Deviation 

I am satisfied by 

application of e-

banking 

98 1.00 5.00 4.1735 .76016 

I am satisfied e-

banking informed me 

by SMS about my 

account transaction 

98 1.00 5.00 4.0612 .98249 

I am satisfied by e-

banking 24 hr on 

including holiday via 

ATM, M-banking….. 

98 1.00 5.00 4.1224 .95535 

I am satisfied by e-

banking to always 

not to visit bank in 

urgent case 

98 1.00 5.00 4.2449 .83803 

Valid N (listwise) 98     

Source: Survey data, 2017 SPSS output 

 

From the above table, Respondents perceived to the statement that I am satisfied by application 

of e-banking with (mean= 4.1735 and std. deviation=.76016). Regarding this statement, the 

mean value is greater than 3 which reveal positive result. Thus, from this we can understand 

that the Banks customer were satisfied with the application of E-Banking. The respondent also 

perceived to the statement that I am satisfied e-banking informed me by SMS about my account 
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transaction with (mean= 4.0612 and std. deviation=.98249).  Thus, we understand that the 

banks informs by sending SMS to customers mobile number about their account transaction. 

Respondents also perceived to the statement that I am satisfied by e-banking 24 hr on including 

holiday via ATM, M-banking, internet banking …...with (mean= 4.1224 and std. 

deviation=.95535). From this we understand that the banks customer satisfied with E-Banking 

provides 24 hr on including holiday via ATM, M-banking, internet banking……. Lastly 

respondent perceived to the statement that I am satisfied by e-banking to always not to visit 

physical branches with mean= 4.2449 and std. deviation=.83803), based on this, we can 

understand customers of the bank were satisfied with E-Banking system not to visit physical 

branches. 
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4.2.9Challenges of E-Banking and its descriptive statistics 

Table 4.16 descriptive analysis of challenges of E-Banking 

Source: Survey data, 2017 SPSS output 

 

Note: - 1=strongly disagree; 5=strongly agree; 

 - Mean value > 3 revealed positive results 

From the above table 4.14, Respondents perceived that Poor development of internet and 

telecommunication infrastructure (Mean =4.3265 with std. deviation =.9925), they also perceived 

that Fear of luck of legal and regulatory framework are challenges to E-Banking (Mean=3.6224 

with std. deviation =1.2642). In line with the above idea, it shows that Frequent power 

interruptions challenges E-Banking system with (mean=3.7755 and std. deviation .1.2229). they 

perceived that Cybercrime and security issue were challenges with (mean=3.378 and Std. 

deviation 1.359), Lack of well-trained personnel were the challenges as they perceived with 

(mean=3.7857 and with Std. deviation 1.151), they also depicted that Lack of technical support 

would challenges E-Banking growth with (mean=3.9898 and with Std. deviation 1.0502), also it 

Challenges of E-Banking N Min Max Mean Std. 

Dev 

Poor development of internet and telecommunication 

infrastructure 

 

98 1 5 4.3265 

 

0.9925 

 

Fear of luck of legal and regulatory framework 

 

98 1 5 3.6224 1.2642 

 

Frequent power interruptions 

 

98 1 5 3.7755 1.2229 

 

Cybercrime and security issue 

 

98 1 5 3.378 1.359 

 

Lack of well-trained personnel 

 

98 1 5 3.7857 

 

1.151 

Lack of technical support 

 

98 1 5 3.9898 1.0502 

 

System doesn‟t work efficiently every time 

 

98 1 5 3.8776 1.1864 

 

Tariff and charge associated with core banking 

service 

 

98 1 5 3.408 

 

1.299 
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were depicted that challenge to E-Banking growth is System doesn‟t work efficiently every time 

with (mean=3.8776 and with Std. deviation of 1.1864) and finally Tariff and charge associated 

with E- banking service were perceived as a challenges with (mean=3.408 and Std. deviation of 

1.299). 

  The above result demonstrates that, most customers perceived that the overall excellence or 

superiority of commercial banks E-Banking service are challenged and has the direct effect on 

customer satisfaction. 

  From the above table, customers are highly perceived to Poor development of internet and 

telecommunication infrastructure the major challenge which has direct effect on customer 

satisfaction with (Mean =4.3265 with std. deviation =.9925). Moreover, most respondents also 

perceived Lack of technical support would challenges E-Banking growth that has direct effect on 

customer satisfaction with (mean=3.9898 and with Std. deviation 1.0502). Whereas, Cybercrime 

and security issue were the least among the challenges with (mean=3.378 and Std. deviation 

1.359). This means its effect on customer satisfaction was slightly tied. 

  In another word, most respondents recognize that poor development of telecommunication 

infrastructure were the major challenges. However, it is not mean that the only challenge to E-

banking was poor development of telecommunication infrastructure, the rest mentioned on the 

above result have also direct effect on customer satisfaction. 
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4.3 Inferential Analysis 

The basic inferential statistic of all variable utilized in this study and their relationship positively 

or negatively correlate with customer satisfaction were discussed for each variables. 

          Table 4.3.1 Pearson correlation  

Correlations 

Pearson Correlation Customer 

Satisfactio

n 

Effi

cien

cy 

System 

availab

ility 

Fulfil

lment 

Priv

acy 

Respons

iveness 

Compe

nsation 

Cont

act 

 Customer 

Satisfaction 

1        

Efficiency .438 1       

System 

availability 

.333 .426 1      

Fulfillment .433 .539 .575 1     

Privacy .639 .488 .351 .617 1    

Responsiveness .328 .391 .469 .442 .256 1   

Compensation .147 .260 .133 .184 .149 .506 1  

Contact .475 .240 .384 .316 .311 .312 .375 1 

Source: Survey data, 2017 SPSS output 

 

4.3.1 Pearson correlation Analysis 

On the above Pearson Correlation table describes the correlation between the independent 

variables and with the dependent variables. The result shows the acceptable reliability of the 

research variables in which the correlation among predictors were indicates that there are no 

Multicollinearity problems among variables. As of the relationships between the dependent 

variables (CS) and independent variables (EFF, SYTAV, FUL, PRVCY, RES, COM and CON), 

many of this findings are significant. 

In addition, there were strong correlations between the dependent variable customer satisfaction 

(CS) and independent variables EFF (r = 0.438), SYTAV (r= 0.333), FUL (r= 0.433), PRVCY (r 

= 0.639), RES (r=0.328), COM (r=0.147) and CON (r=0.475) with (P<0.01 and P<0.05) level of 

significant. 
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       Table 4.3.2 Regression CoefficientResult  

Coefficients
a
 

Model  Unstandardized   

Coefficients 

Standardize

d 

Coefficient

s 

t Sig. 

B Std. 

Error 

Beta 

1 (Constant) .290 .429  .675 .001 

Efficiency .175 .110 .152 1.585 .007 

System 

Availability  

-.029 .085 -.034 -.335 .038 

Fulfillment -.110 .123 -.099 -.893 .001 

PRVCY .538 .109 .511 4.940 .000 

Responsiveness .137 .086 .160 1.590 .115 

Compensation -.091 .050 -.164 -1.813 .003 

Contact .306 .080 .338 3.814 .000 

a. Dependent Variable: Customer Satisfaction  

 Source: Survey data, 2017 SPSS output 

4.3.2 Regression CoefficientsResult Analysis 

The significance level indicates whether that variable is or is not a statistically significant 

predictor of the outcome. Generally when the significance level 95% certain (p< .05) that we‟re 

not making an error when we declare something to be significant. As shown in the above table, 

beta (β) sign shows the positive or negative effect of the independent variables coefficient over 

the dependent variable. The beta sign of four independent variables namely; Efficiency, privacy, 

responsiveness and contact shows the positive effect of the predicting dependent variable and 

three variables namely; System Availability, fulfillment and compensation shows the negative 

effect of the predicting dependent variable. The positive Sign of the of the four variables means, 

any increase in the independent variables lead to increase in the dependent variable customer 

satisfaction and the negative sign of β means any increase in the independent variables lead to 

decrease in the dependent variable customer satisfaction. The significance of all variable shows 

that the independent variables have positive or negative effect on the dependent variable 

customer satisfaction. As from the above table shows, the six independent variable that is, 
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Contact=.000, Efficiency=.007, Compensation=.003, System Availability=.038, Privacy=.000 

and Fulfillment=.001 statistically found significant. However, responsiveness found statistically 

insignificant (p = .115) though it affects customer satisfaction positively. 

Thus, this implies the Contact, Efficiency, Compensation and Privacy, are the most important 

variables that have positive significant effect on customer satisfaction in which the commercial 

banks should give more importance in their electronic banking function. However, system 

availability, Compensation and fulfillment have a negative beta sign and statistically significant 

effect on customer satisfaction among commercial banks customers. The relationship of one 

independent variable that is responsiveness has not significant contribution for the predicted 

dependent variable (Customer satisfaction) because it has a sig. value of greater than 5%. The 

variable with the level of significance (sig) value less than 5% could make a significance 

contribution to the predicted value of the dependent variable, beyond this level of sig. the 

variable are not making a significance contribution for the prediction of the dependent variable 

(Shewamene, 2014; Pallant, 2007; Somekh and Lewinn, 2005). 

Table 4.3.3Multicollinearity Test  

Variables  Collinearity Statistics 

Tolerance VIF 

 Efficiency .620 1.613 

System Availability  .548 1.824 

Fulfillment .433 2.309 

Privacy .566 1.767 

Responsiveness .550 1.817 

Compensation .645 1.551 

Contact .719 1.391 

 Sources: - Survey data, 2017 SPSS Result 

4.3.3 Multicollinearity Test Analysis 

According to the above table of Collinearity Statistics, the tolerance levels for all variables are 

greater than 0.10 and the VIF value are less than 10. Also the correlation matrix of all the 

variables have the paired values among the predictors are less than 0.80 from above table and  

indicates that there were no multicollinearity problems that vary the analysis of the findings, 

rather it leads to the acceptance of r value, tolerance and VIF values. 
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4.3.4 Heteroscedasticity Test 

An important assumption of the classical linear regression model is that the disturbances 

appearing in the population regression function are heteroscedasticity, that is, they all have the 

same variance. This is the assumption of heteroscedasticity, or equal variance in variables 

(Gujarati, 2004). To check whether the models have heteroscedasticity problem or presence of 

heterossedasticity the researcher used scatter plot test for testing hypothesis which is residuals 

are constant. As it indicated in the following graph.4.1, there is no heteroscedasticity problem 

between the predictor variables and the independent variable. 

 

 
 

 
Source: Survey data, 2017 SPSS output 

 

Fig 4.1 HeteroscedasticityTest  
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4.3.5 Normality Test 

Normality is another classical linear regression model assumption in undertaking the regression 

analysis. The normality assumption is about the mean of the residuals which is zero. Normality 

tested by using normality plot and histogram. As the following graph 4.2, reveals that normality 

problem is not a serious problem. 

 
 

 

 

 
Source: Survey data, 2017 SPSS output 

Fig 4.2 Normality test of the regression  
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    Table 4.3.4ANOVATEST 

ANOVA
a
 

Model Sum of 

Squares 

df Mean 

Square 

F Sig. 

1 Regression 26.213 7 3.745 14.822 .000
b
 

Residual 23.243 92 .253   

Total 49.457 99    

a. Dependent Variable: Customer Satisfaction 

b. Predictors: (Constant), Contact, Efficiency, Compensation, System 

availability, Privacy, Responsiveness, Fulfillment 

 

Source: Survey data, 2017 SPSS output 

4.3.6 ANOVATEST analysis 

The significance value in the ANOVA in the above table when compared to a predetermined α, 

indicates whether changes in dependent variable scores that accompany changes in independent 

variable scores are significant. This shows the significance of the model by the value of F-

statistics (P =.000) and F =14.822 which implies that there were strong relationship between the 

predictors and the outcomes of the regression variables and are at best fit the model to predict the 

effect of electronic banking on customer satisfaction. 

Table 4.3.5Model Summary 

Model Summary 

Model R R 

Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .72

8
a
 

.530 .494 .50264 

a. Predictors: (Constant), Contact, Efficiency, Compensation, System 

availability, Privacy, Responsiveness, Fulfillment 
Source: Survey data, 2017 SPSS output 

4.3.7 Model summary Analysis 

Model summary Shown below on the above table, the fitting indicators of the variable used to 

identify the customer satisfaction (CS) was discovered. That is, the value of R square used to 

identify how much of the variance in the dependent variable customer satisfaction (CS) identify 

by the model. The larger the value of R square is better the model and the adjusted R square is 
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49.4%. And this indicates that the model describes 49.4% the effect of E-Banking on the 

customer satisfaction.  

4.4 Hypothesis Test 

The regression analysis of results presented in the above tables was more comprehensive and 

accurate examination of the research hypothesis. Therefore, the regression results obtained from 

the model were utilized to test these hypotheses. The hypotheses sought to test for a significant 

effect Contact (CON), Efficiency (EFF), Compensation (COM), System availability (SYSAVL), 

Privacy (PRVCY), Responsiveness (RES) and Fulfillment (FUL) on the direct effect of 

Customer satisfaction which was measured in terms of Electronic Banking System and its 

contributions to the Selected private and public commercial banks under Arba Minch city 

Branches. 

As shown from the above tables, the p value for the Contact, Efficiency, Compensation, System 

availability, Privacy and Fulfillment are statistically significant at (p< 0.01) which suggests a 

strong support for hypothesis 1, 2, 3, 4, 5 and 7; whereas, Responsiveness are not supported the 

developed hypothesis (hypothesis 6) because it was statistically insignificant at (p <0.05). And 

the hypothesis test was rejected. 

The following hypotheses test were conducted based on the regression results of the study 

obtained from the regression output for each hypothesis. 

H1: There is a positive relationship between Efficiency and customer satisfaction in E-

Banking 

The first hypothesis of this research proposed that there is a positive relationship between 

Efficiency and customer satisfaction in E- Banking. Under this Hypothesis Efficiency has 

positive correlation with customer satisfaction. Based on the regression result, positive beta sign 

and a statistically significant result between EFF and CS, because of beta for unstandardized 

coefficient β = 175, t = 1585, P<0.04) with the reliability value of .798 for 8 items. But, because 

of the P value is less than 0.05(5%) the hypothesis is acceptable. This hypothesis was 

consistence and supported with Richard (2014), Norhayati (2012), Zavarehet al. (2012). 
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The Efficiency in terms of E-Banking makes easy to find service what I need, to get anywhere 

the service, enable me to complete transaction quickly, a wide service delivery process at once, 

fast to get service, to get service quickly and to access my account anywhere has positive 

contribution for customer satisfaction in E-Banking and as the statistical data supports the 

hypothesis (H1) is accepted. 

This Research result is consistent with the previous research of E-Banking and E-servqual of 

Richard (2014), Norhayati (2012), Zavarehet al. 2012). They find that any increase in the 

efficiency lead to increase in the dependent variable customer satisfaction and vice versa. 

Therefore commercial bank should give more importance in their Electronic banking function. 

This will greatly enhance the customer satisfaction. So due to this the proposed hypotheses are 

highly supported and Accept (H1). 

H2: There is a positive relationship between System Availability and customer satisfaction 

in E-Banking 

The Second hypothesis of this research proposed that there is positive relationship between 

system availability and customer satisfaction in E-Banking. This is the other hypothesis that 

determines its effect on customer satisfaction. The regression result of this variable is highly 

supports this hypothesis at (P<0.01) level of significant and with the negative sign of beta for 

unstandardized coefficient t statistics (β = -029 and t= -335) with the reliability value of .734 for 4 

items. Statistically it has significant with the value less than 5% (0.05) which are .038. The 

System Availability in terms of E-banking system is always available for service, E-banking 

system runs service right away anywhere, E-banking system delivers service appropriately and 

The system not fails to deliver what promised/ordered has positive effect on customer 

satisfaction. This Research result is consistent with the previous research of E-Service quality 

(Zavarehet al. 2012). Finally though the regression result for unstandardised coefficient t statistics 

(β = -029) and (t= -335) is negative value, but due to the significant value is below 5% (0.05), it 

positively affects customer satisfaction with the significant level of .038. And due to this, the 

hypothesis was accepted. In general the variable has high contribution for customer satisfaction 

and has positive relationship. So, the proposed hypotheses are highly supported and Accept (H2). 

H3: There is a positive relationship between Fulfillment and customer satisfaction in E-

Banking 
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The third hypothesis of this research is that there is a positive relationship between Fulfillment 

and customer satisfaction in E-Banking. The regression results Shows the strongly correlated 

relationship between fulfillment and customer satisfaction, the positive beta sign and a 

statistically significant result (β = -110, t = -893, P<0.01) with the reliability value of .831 for 7 

items and the proposed hypothesis acceptable. The fulfillment in terms E-banking helps to 

deliver service according to your order, E-banking makes service available for delivery within a 

suitable time frame, E-banking quickly delivers service what I order, E-banking quickly delivers 

service what I order service order from any branch, E-banking is truthful about its service 

offerings, E-banking helps you to get all services from anywhere  and E-banking delivers 

accurate transaction services as you desired has high contribution to customer satisfaction. The 

results of this research were reliable with the previous E-Banking and E-service quality research 

works of Richard (2014), Norhayati (2012), Zavarehet al. 2012).  

Therefore, thus The fulfillment model have a positive and strong importance on dependent 

variable that is on customer satisfaction  in terms of; E-banking helps to deliver service 

according to your order, E-banking makes service available for delivery within a suitable time 

frame, E-banking quickly delivers service what I order, E-banking quickly delivers service what 

I order service order from any branch, E-banking is truthful about its service offerings, E-

banking helps you to get all services from anywhere  and E-banking delivers accurate transaction 

services and due to  this result the hypothesis are highly supported and Accept (H3). 

H4: There is a positive relationship between privacy and customer satisfaction in E-

Banking 

The fourth hypothesis of this research is there is a positive relationship between privacy and 

customer satisfaction in E-Banking. The regression result shows there is strongly correlated 

relationship between the privacy and customer satisfaction in E-Banking. The positive beta sign 

and a statistically significant hypothesis at (β = .538, t = 4.940, and sign p= .00) with the 

reliability value of .878 for 5 items and the significant level at .00 which have strongly positive 

effect on dependent variable customer satisfaction. Any item in the variable increase in privacy 

in term of; E- Banking enables to protect my personal bank account information, don not share 

my personal transaction with others, protect information about my financial transaction securely, 

allows me to control my account balance and providing safety and security  lead to increase in 



59 | P a g e  
 

the dependent variable customer satisfaction and vice versa. This hypothesis is consistent with 

and supported by Richard (2014), Norhayati (2012) and Zavareh et al. 2012).Therefore 

commercial bank should give due attention and more importance in their Electronic banking 

function. This will greatly enhance the customer satisfaction. So due to this the proposed 

hypotheses are highly supported and Accept (H4). 

H5: There is a positive relationship between compensation and customer satisfaction in E-

Banking 

The fifth hypothesis of this research is the There is a positive relationship between compensation 

and customer satisfaction in E-Banking. The regression result show that there were a positive 

correlation relationship between the compensation and customer satisfaction even it has negative 

beta sign for Unstandardized Coefficients  as follows result at P= 0.03 which is below 5%, β = -

0.091 and t =-1.813) and because of the significant value is below 5%(0.05) with the reliability 

value of .951 for 3 items and  the model that the compensation in terms of The bank compensates 

me for problems it creates, The bank compensates me if what I ordered doesn‟t arrive on time 

and The bank recovers error and corrects the transaction have a positive effect on the dependent 

variable customer satisfaction. This is the same to, Zavarehet al. (2012),on their study on E-

Service quality models. Due to this the commercial bank should compensate their most esteemed 

customer or to create the way how the system itself compensate the E-Banking user customer to 

enhance customer satisfaction in Electronic Banking. Therefore, even though the value of beta is 

negative and due to the significant value is positive, then the proposed hypothesis is accepted 

(H5). 

H6: There is a positive relationship between responsivenessand customer satisfactions in E-

Banking 

The sixth hypothesis of this research is that there is a positive relationship between 

responsiveness and customer satisfaction in E-Banking. The regression results Shows the 

strongly correlated relationship between responsiveness and customer satisfaction with the 

positive beta sign and a statistically insignificant result (β = .137, t = 1.590, P<.115) with the 

reliability value of .836 for 6 items and the proposed hypothesis were not accepted. The 

responsiveness in terms E-banking system allows for correcting transaction errors, handling 

problems well, offers a meaningful guarantee, responsive to confirm my transaction through 
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SMS facilitating quick response and the bank taking care of problem happened to E-banking 

have  no effect or contribution to customer satisfaction. 

 

The results of this research were reliable and supported with the previous study on E-service 

quality research works of (Zavarehet al. 2012) and different with Richard (2014), Norhayati 

(2012), on their E-Banking research. As the regression result shows that even both beta sign is 

positive and t-value is also positive and since the significant value is above 5%(0.05), then the 

hypothesis is not accepted. So based on this the proposed hypothesis is rejected (H6).  

H7: There is a positive relationship between contact and customer satisfaction in E-

Banking 

The seventh and the last hypothesis of this research proposed that there is a positive relationship 

between contact and customer satisfaction in E- Banking. Under this Hypothesis Efficiency has 

positive correlation with customer satisfaction. Based on the regression result, positive beta sign 

and a statistically significant result between contact and customer satisfaction, because of beta 

for unstandardized coefficient β = .306, t = 3.814, P<0.00). But because of the P value is less 

than 0.05(5%) with the reliability value of .816 for 4 items. The hypothesis is acceptable. This 

hypothesis was consistence and supported with Norhayati (2012) and Zavarehet al. 2012). 

The contact in terms of provides a telephone number to get information, bank have customer 

service representative available online over telephone and bank offers the ability to speak to 

assistance person if there is problems occur have strong correlation and positive significant 

contribution to customer satisfaction. Concerning this hypothesis, the commercial bank that is 

CBE, DB, AIB, UB and BOA should have to take in to consideration of the effect of this model 

variable on customer satisfaction to enhance customer satisfaction. As it was supported by the 

statistical data that the proposed hypothesis is strongly accepted (H7)  
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CHAPTER FIVE 

SUMMARY OF FINDINGS, CONCLUSIONS AND RECOMMENDATIONS 

5.1 Summary of Findings 

The study was planned at investigating e-banking and its effect on customer satisfaction in 

selected private and public banks under Arba Minch city branches. The data were obtained 

through questionnaire from customers of CBE, DB, UB, AIB ad BOA bank in Arba Minch 

branches. The results of background information of respondents indicated that majority of the 

total respondents (59%) are male, (50%) aged in the range of 18-26 years, (56%) are degree 

holders, and (63%) of the respondents were public sector employees, (25%) were earns monthly 

income of 6001-9000 and (50%) of the respondent were unmarried. 

The correlation result show that there is a positive and significant relationship between efficiency 

and customer satisfaction, privacy and customer satisfaction, contact and customer satisfaction, 

whereas, there is a negative and significant relationship between fulfillment and customer 

satisfaction, system availability and customer satisfaction and compensation and customer 

satisfaction.  Responsiveness has positive and insignificant effect on customer satisfaction. The 

finding also indicates that the highest relationship was found between privacy and customer 

satisfaction, while the lowest relationship was found between fulfillment and customer 

satisfaction. 

The result of this study indicates that efficiency has a positive and significant effect on customer 

satisfaction. This finding is supported by Richard (2014). He found that efficiency has a positive 

and significant effect on customer satisfaction. This finding is also supported by Norhayati 

(2012). His finding reported that efficiency has a positive and significant effect on customer 

satisfaction. Zavarehet al. (2012) also supported this study. According to him efficiency has 

positive and significant relationship with customer satisfaction.  

The finding of this study also indicates that system availability has a negative and significant 

effect on customer satisfaction. This finding is supported by Zavarehet al. (2012).  They reported 

that system availability has a significant effect on customer satisfaction. This study was different 

with Workuet al. (2016). 
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 They find that system availability has a positive and significant effect on customer satisfaction.  

However, the finding of this study indicates that responsiveness has a negative and insignificant 

effect on customer satisfaction. This result is consistent and supported with the study by 

Mohammad and Alhamadani (2011), found that responsiveness has a positive and insignificant 

effect on customer satisfaction. Also the finding is also different with the study by Al-Hawary et 

al., (2011) reported that responsiveness has a positive and significant effect on customer 

satisfaction.  This study was different with Endalkachew, (2013). He found that responsiveness 

has a negative and insignificant effect on customer satisfaction. Munusamy et al., (2010) also has 

different finding. According to him responsiveness has positive and significant effect on 

customer satisfaction. The study finding is also different with Morad, (2013) he find that there is 

a moderately (positive) significant relationship between responsiveness and customer 

satisfaction. Kapoor, (2015) also find that responsiveness has positive effect on customer 

satisfaction and his study differs with this study. 

The finding of this study indicates that Fulfillment has a negative and significant effect on 

customer satisfaction. This finding is supported by Richard (2014), He found that Fulfillment has 

negative and significant effect on customer satisfaction. This result also supported by Norhayati 

(2012) he found that Fulfillment has a negative and significant effect on customer 

satisfaction.The study by Zavareh et al. (2012), Found that Fulfillment has a negative and 

significant effect on customer satisfaction.  

The finding of this study further indicates that privacy has a positive and significant effect on 

customer satisfaction. This finding is supported by Ming Chi Lee, (2008) reported that privacy 

has a positive and significant effect on customer satisfaction. Also Morad, (2013) found that 

privacy has a positive effect on customer satisfaction.  The study also supported by Richard 

(2014), He found that privacy has positive and significant effect on customer satisfaction.  

Norhayati (2012) also found that privacy has a positive and significant relationship effect on 

customer satisfaction and the study supported by his finding. 

The result of this study also indicates that Compensation has a negative and significant effect on 

customer satisfaction. This finding is supported by Zavarehet al. (2012).  They reported that 

compensation has negative and significant effect on customer satisfaction. The result of this 

study also indicates that Contact has positive and significant effect on customer satisfaction. This 



63 | P a g e  
 

study was supported by Zavarehet al. (2012).   They found and reported that contact has a 

positive significant effect on customer satisfaction. The study also supported by Norhayati 

(2012), he found that contact has a positive and significant effect on customer satisfaction. 

In overall, the results of the study revealed that all independent variables (Contact, Efficiency, 

Compensation, System availability, Privacy, Responsiveness, Fulfillment) accounted for 53% of 

the variance in customer satisfaction (R2 = 0.53). Thus, 53% percent of the variation in customer 

satisfaction can be explained by the seven independent variables and other unexplored variables 

may explain the variation in customer satisfaction which accounts for about 47% (R2 = 0.47). 

5.2 Conclusions 

The study was conducted to examine E-Banking and its effect on customer satisfaction in 

selected public and private banks under Arba Minch city branc.hes. The correlation result shows 

that, independent variables (Contact, Efficiency, Compensation, System availability, Privacy, 

Responsiveness, and Fulfillment) are positively and negatively related with customer 

satisfaction. Among the independent variables, efficiency, privacy and contact have a positive 

and strong significant relationship with customer satisfaction whereas, Fulfillment, compensation 

and system availability have negative beta sign and significant effect on customer satisfaction 

and the last Responsiveness has no significant relationship with customer satisfaction.  The 

findings of this study also indicated that privacy is the most important factor to have a positive 

and significant impact on customer satisfaction. In addition to this, except responsiveness and 

system availability and compensation the three E-Banking dimensions Contact, Efficiency, and 

Privacy significantly explain the variations in customer satisfaction and the commercial banks 

should have to give more importance to them in their electronic banking function. From the 

finding of this study the researcher concludes that E- banking has positive and 

significant relationship with customer satisfaction. 

In other hand, this study focused on identifying the challenges of Electronic Banking system. 

The study identifies different challenges which related to Electronic Banking system. The study 

identifies the following challenges to the growth of electronic banking; Poor development of 

internet and telecommunication infrastructure, lack of regulatory framework, frequent power 

interruption, cyber-crimeand security issue, lack of well-trained personnel, lack of technical 
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support, the system doesn‟t work efficiently every time and tariff and charges associated with E-

Banking service were the challenges to the growth of E-Banking system.  

5.3 Recommendation 

Based on the findings and conclusions of the study, the researcher forwards the following 

recommendations to the management of the banks and suggestion for other researchers. 

 System availability dimension was one of the most important factors influencing 

customer satisfaction. But customers of the bank are less satisfied with this dimension. 

The bank stakeholders should enhance customer‟s satisfaction through availing their 

system always so as E-banking system is always available for service, runs service right 

away anywhere, delivers service appropriately and not fails to deliver what 

promised/ordered.  

 It is obvious that if customers do not have a trust on the banking services it is 

meaningless to talk about the good will of the bank. Therefore, the bank should handle its 

customers so as to achieve its organizational aims. Also it is worthy to affirm that 

customers are the key for any business organization‟s success fulfillment dimension was 

also considered as one of the most important factors influencing customer satisfaction. 

However, the customers of the banks were less satisfied in terms of the fulfillment 

dimensions. One way of addressing this could be by deliver service according to 

customers order, makes service available for delivery within a suitable time frame, 

quickly delivers service, and allows sending and receiving service order from any branch, 

being truthful about its service, helping customers to get all services from anywhere and 

delivers accurate transaction services as customers desired offerings order. This is to say, 

the bank management should focus on this factor to maximize customer satisfaction. 

 Compensation dimension was also one of the most important factors influencing 

customer satisfaction. But customers of the bank are less satisfied with this dimension. 

The bank managers should enhance customer‟s satisfaction through compensating 

customers for problems it creates, compensating customers if what they ordered doesn‟t 

arrive on time and recovers error and corrects the transaction. 

 As from the above conclusion, there were different challenges identified by the 

researcher. It is obvious that by nature, it is too difficult to eliminate the challenges, but 
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we can minimize the challenges. Concerning that the above identified challenges should 

be minimized by the Banks through communicating with the NBE to established 

regulatory framework, using power generator to minimize power interruption, training 

their staff to minimize skill gap, working close with Ethiotelecom that provide networks, 

developing software which protect the system from cyber-crime attacks.  

 In addition to the above recommendation, the bank should create some mechanism to 

minimize the network problem or to find other techniques that unstop the service at the 

time of disconnection of the network. 

5.4 Suggestion for future research 

This study mainly focused on selected commercial banks in Arba Minch city by collecting data 

from 5 commercial banks customer. As finding shows only responsiveness statistically found 

insignificant and the rest hypothesized variables expresses the model. The research proposes for 

future by increasing sample size and test of internal factor will result in expected result of 

variables. More importantly, I recommended applying other variables which is not included in 

this research by collecting data from the customer which is from the users of E-Banking from 

other bank which is not included in this study. Finally, measuring electronic banking by taking 

customer satisfaction as a dependent variable may express more by taking additional variables. 
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Appendix –I- Amharic 

 

 

አርባምንጭዩንቨርስት 

የድህረምረቃትምህርትቤት 

                                               የ ማነጅመንትትምህርትክፍል 

መጠይቆች 

 

ዉድመላሾች 

 

የዚህመጠየቅዓላማ በ ‘’ኢሇክትሮንክ ባንኪንግ በዯንበኞች እርካታ ላይ ያሇዉ ተጽዕኖ በተመረጡት በአርባ ምንጭ ከተማ 

ዉስጥ ባለት የግል እና የመንግስት ባንኮች ላይ’’በሚል በማስተርስ ድግሪ በቢዝነስ አስተዲዯር የትምህርት መስክ 

የመመረቅያ ጽህፍ ብቻ የምዉል ነዉ። ሇጽሁፉ አካል እንዯመሆኑ መጠን ጽሁፉን ጠሇቅ ባሌ መልኩ ሇመስራት ከእናነቴ 

የተወሰነ መረጃ መሰብሰብ ስሇፈሇኩ ይህንን መጠይቅ እንድሞለልኝ ስል ስሇት ብብራቹ ከልቤ አመሰግናሌዉ። ዉድ 

መላሾች ይህ መጠይቅ ሇትምህርት አላማ ብቻ የምዉል ስሇሆኔ እናንቴ የምትሰጡኝ የትኛዉም መረጃ ምስጥርነቱ የተጠበቀ 

መሆኑን እና ሇሶስተኛ ወገን አሳልፎ የማይሰጥ መሆኑን ላረጋግጥላቹ ወዲሇዉ። አመሰግናሇዉ። 

መመሪያ 

1. ስምዎትነ እና አድራሻዎትን አይጻፉ 

2. ሇዝርዝር ጥያቀዎች ትክክሇኛዉን መልስ በተሰጠዉ ባዶ ቦታ ላይ ሇመጻፍ ይሞክሩ 

3. በመጨረሻ ዯግሜ ላረጋግጥላቹ ምፈልገዉ ሇምትሰጡት ትክክሇኛ መልስ በእናንተ እና በስራችሁ እንቅስቃሰ ላይ 

ምንም እንዯማያመጣ ላረጋግጥላቹ ወዲሇዉ። 

 

                                                                                 አዱሱቦጋሌ 

                                                                                 ኢመይል: Adisubogale3@gmail.com 

                                                                                 ስልክ: +251916700557 
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የመላሾችግላዊሁነታ 

S.N
oተ.ቁጥር ዓይነት የመላሾችሁነታ አመልክት  ‘’√’’ 

1 ፆታ ወንድ  
ሴት  

2 ዕድሜ 18-26  

27-35  

36-43  

44 ዓመትበላይ  

3  የትምህርትሁነታ ድፕሎማያላቸዉ  
ባችሇርድግርያላቸዉ  
ማስትሬትድግርያላቸዉ  
ዶክቶረትድግርያላቸዉ  
ሇሎች  

4  የስራሁኔታ የግልብዝነስስራ  
የመንግስት መ/በትሰራተኛ  
የግል መ/በትሰራተኛ  
የጉልበትሰራተኛ  
ስራአጥ  
ሇላ  

5 ወርሃዊገብ 1000 ብርበታች  

1001-3000  

4001-6000  

6001-9000  

9001 ብርበላይ  

6  የጋብቻሁነታ ያገባ/ች  
ያላገባ/ች  
የፈታ/ች  
የትዲርአጋሩበሞትየተሇየ/ች  
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s. no  የጥያቀዎችዝርዝር በጣምአልስማማም አልስማማም ምንም እስማማሇዉ በጣምእስማማሌዉ 

 

 

Eff1  

ቆጣብነት      
ኢሌክትሮንክባንኪንግየምፈልገዉን አ/ት በቀላለእንዲገኝያዯርጋል 

 

Eff2 ኢሌክትሮንክባንኪንግ አ/ትንየትምስፍራ/ቦታበቀላለእንዲገኝያዯርጋል 

 

     

Eff3 ኢሌክትሮንክባንኪንግትራንሳክሽንንበፍጥነትእንድጨርስይረዲኛል 
 

     

Eff4 ኢሌክትሮንክባንኪንግበአንድግዜብዙዓይነት አ/ቶችንበማቅረብይረዲኛል 
 

     

Eff5 ኢሌክትሮንክባንኪንግፈጣን አ/ት ይሰጣል 
 

     

Eff6 ኢሌክትሮንክባንኪንግ አ/ቶችንበፍጥነትእንዲገኝይረዲኛል 
 

     

Eff7 ኢሌክትሮንክባንኪንግአካውንተንየትምሆኜእንዲንቀሳቅስይረዲኛል 
 

     

 

 

Sya1 

የስስተሙመስራት 

 

     

ኢሌክትሮንክባንኪንግስስተምሁልጊዜይገኛል 

 

Sya2 ኢሌክትሮንክባንኪንግስስተምአ/ትንየትምቦታበትክክልይሰጣል 

 

     

Sya3 ኢሌክትሮንክባንኪንግስስተምየምሰጠዉ አ/ት ትክክሇኛነዉ 

 

     

Sya4 ኢሌክትሮንክባንኪንግስስተምያዘዝኩትንአገ/ት ሁሌምይፈጽማ      

 

 

Ful1 

ሁለንምያሟላል      

ኢሌክትሮንክባንኪንግአ/ትንባዘዝኩትመልኩይከዉናል 

Ful2 ኢሌክትሮንክባንኪንግበምመችጊዘዉስጥ አ/ትንእንዲገኝይረዲኛል      

Ful3 ኢሌክትሮንክባንኪንግበፍጥነትያዘስኩትን አ/ት ይሰጣል      

Ful4 ኢሌክትሮንክባንኪንግከየትም ቅ/ፍ ገንዘብንመላክእናመከበልይፈቅድልኛል      

Ful5 ኢሌክትሮንክባንኪንግየምሰጠዉ አ/ት አስተማማኝነዉ      

Ful6 ኢሌክትሮንክባንኪንግሁለንም አ/ቶችከየትምቦታእንዲገኝይሬዲኛል 

 
 

     

Ful7 ኢሌክትሮንክባንኪንግበምፈልገዉመልኩትክክሇኛ አ/ት ይሰጠኛል      

 

Pri1 

ግላዊነት      

ኢሌክትሮንክባንኪንግየግልሂሳብቁጥሬንመረጃበምገባምስጥርነቱንይጠብቅልኛል 

Pri2 ኢሌክትሮንክባንኪንግየግልመረጃዬንሌሇላወገንአያጋራም      

Pri3 ኢሌክትሮንክባንኪንግየግልሂሳብእንቅስቃስየንበምገባይጠብቅልኛል      

እባክዎት ከ1-5 

ባሇውዯረጃይስጡትእርሶበምስማሙበትእናየእርሶሃሳብየምያነፀባርቁበት/የምገልፁበትንሃሳብባንኩበምሰጠዉበኢሌክትሮንክባ

ንኪንግ አ/ት ዙርያከዝህበታች ከ1-5 ይህንምልክት‘’√’’በጥያቀዎቹፍትሇፍትባሇዉቦታያስቀምጡ 

1=በጣምአልስማማም, 2=አልስማማም, 3=ምንም, 4= እስማማሇዉ5=በጣምእስማማሌዉ 
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የኢሌክትሮንክባንኪንግተግዲሮቶች 

1 የኢንተርነትእናየተሌኮምንከሽንልማትዝርጋታዯካማመሆን      

2 የህግማዕቀፍያሇመኖርፍርሃት      

Pri4 ኢሌክትሮንክባንኪንግየሂሳብባላንስንእንድቆጣጠርይፈቅድልኛል      

Pri5 ኢሌክትሮንክባንኪንግዯህንነትንናጥንቃቀንይሰጣል 

 
     

 

 

 

Res1 

ፈጣንምላሽ       

ኢሌክትሮንክባንኪንግስስተምበሂሳብእንቅስቃሰላይየተፈጠረዉንችግርማስተካከልንይፈቅዲል 

Res2 ኢሌክትሮንክባንኪንግችግሮችንበአግባቡይፈታል      

Res3  ኢሌክትሮንክባንኪንግትርጉምያሌዉዋስትናይሰታል      

Res4 ኢሌክትሮንክባንኪንግ  አ/ት ወድያዉኑ የ ሂሳብእንቅስቃሰን በ 
ኤስኤምኤስምላሽበመስጠትያረጋግጥልኛል 

     

Res5 ባንኩ በ ኢሌክትሮንክባንኪንግ  አ/ት ሇምፈጠሩትችግሮችጥንቃቀይወስዲል 
 

     

Res6  
ኢሌክትሮንክባንኪንግፈጣንምላሽንያቀላጥፋል 

 

     

 

 

Com1 

ማካካሻ      

ባንኩስስተምሇፈጠረዉችግርችንያካክሳል 

Com2 ያዘስኩትትዛዝበሰዓቱካልዯረሰባንኩያካክሳል      

Com3 በሂሳብእንቅስቃሰላይያለትችግሮችንበማስመሇስያስተካክላል 
 

     

 

 

 

Con1 

የግንኙነትመስመር      

ኢሌክትሮንክባንኪንግመረጃሇማግኘትስልክቁጥሮችንያስቀምጣል 

Con2 ባንኩየዯንበኞችአ/ት ተወካዮችመስመርላይበስልክየምጠብቁአሇዉ      

Con3 ባንኩበችግርጊዘየምረደ /የምያማክሩሰራተኞቹንአስቀምጧል      

 
 
Cus1 

የዯንበኞችእርካታ      

ኢሌክትሮንክባንኪንግ አ/ት በመጠቀሜረክቻሇዉ 

Cus2 ኢሌክትሮንክባንኪንግየተጠቀምኩትን አ/ት በ ኤስኤም ስ በማሳወቁረክቻሇዉ      

Cus3 ኢሌክትሮንክባንኪንግየበዓልቀናትንጨምሮ የ 24 ሰዓት አ/ት በ ኤትኤምሞባይልባንክንግእና በ 
ኢንተርነትባንክንግበመጠቀሜረክቻሇዉ 

     

Cus4 ኢሌክትሮንክባንኪንግሁልጊዘአስቸኳይጉዲይስያጋጥምባንክመሄድሳልጠበቅበመገልገሌረክቻሇዉ      
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3 የኤሇክትርክኃይልበተዯጋጋሚመቋረጥ      

4 የኢንተርነትመረጃጠላፍዎችእናየምስጥርነት/ዯህንነትጉዲይ      

5 በመሰኩየሰሇጠነባሇሙያማጣት      

6   በመስኩሙያዊድጋፍማጣት      

7 ስስተሙሁልጊዜበአግባቡአይሰራም      

8 ኢሌክትሮንክባንኪንግጋርየተገናኘየአ/ት ክፍያመጨመር      

 

 እርሶኢሌክትሮንክባንኪንግ   አ/ት 

መጠቀምከጀመሩበትጊዘጀምሮከኢሇክትሮንክባንክንግጋርበተያያዘምንእናምንአይነትተግዲሮቶችገጥሞታል? 

______________________________________________________________________________ 

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________ 

 ሇበሇጠማሻሻያእንዯእርሶአስተያየትባንኩንምንይመክራለ? 

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________ 
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                           Appendix –II- English 

 

 

 

ARBA MINCH UNIVERSITY 

SCHOOL OF POST GRADUATE STUDY 

DEPARTMNENT OF MANAGEMENT  

 

QUESTIONNAIRES 

Dear Respondent, 

The purpose of this questionnaire is to assess Effect of E-banking on customer satisfaction: A 

case in selected commercial banks inArba Minch city Brancheswhich is for the partial 

fulfillment of MBA Degree. As a part of my project, I would like to gather some information 

from you which will help me in an in depth study of the project. I would be indebted if you co-

operate with me in filling the questionnaire. Since the questionnaire is being used for academic 

purpose, I want to assure you that the information gathered will be strictly confidential and will 

not be given to third party. Thank you. 

N.B:- for the sake of confidentiality, no need of writing your name and identity in the response. 

General instructions 

1) Do not write your Name and address                                                                                                                                                 

2) For open ended questions try to give pertinent answers in the space provided                                                      

3)  Lastly, I Assure you confidentially that giving relevant and correct information will not 

create any problem on your job (Business Activity) and Personality. 

 

                                                                                                  ADISU BOGALE 

                                                                                                  Email: Adisubogale3@gmail.com 

                                                                                                  Mob: +251916700557 

mailto:Adisubogale3@gmail.com
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Demographic background of the respondents  

S.N
o
 Particulars  Respondent details Mark  „‟√‟‟ 

1 Gender  Male   

Female   

2 Age  18-26  

27-35  

36-43  

Above 44  

3  Educational 

background  

Diploma holder  

BSc/BA  

MSc/MA  

PhD  

Others   

4  Occupation  Business   

Public sector employee  

Private sector employee  

Profession/Self employed   

Other   

5 Monthly 

income  

Below 1000  

1001-3000  

4001-6000  

6001-9000  

Above 9001  

6  Marital 

status  

Married   

Unmarried   

Divorced   

Widowed   
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s. no  Question statement  Strongly 

disagree 

Disagree  neutral Agree  Strongly 

agree  

 

 

Eff1  

 Efficiency       

E-banking makes easy to find what service i 

need. 
 

Eff2 E-banking   makes easy to get anywhere the 

service  
 

     

Eff3 E-banking enables me to complete a 

transaction quickly. 
 

     

Eff4 E-banking enables a wide service delivery 

process at once.  
 

     

Eff5 E-banking is fast to get service.  
 

     

Eff6 E-banking enables me to get service quickly. 
 

     

Eff7 E-banking allows me to access my account 

from anywhere.  
 

     

 

 

Sya1 

System Availability 
 

     

E-banking system is always available for 

service.  
Sya2 E-banking system runs service right away 

anywhere.  
 

     

Sya3 E-banking system delivers service 

appropriately.  
 

     

Sya4 The system not fails to deliver what 

promised/ordered. 

     

 

 

Ful1 

                 Fulfillment       

E-banking helps to deliver service according 

to your order.  
Ful2 E-banking makes service available for 

delivery within a suitable time frame.  

     

Ful3 E-banking quickly delivers service what I 

order. 
 

     

 

Please rank your views using 1-5 on whether you are agreed or disagreed with the service provided by the 

bank which related to E-banking and the general service environment under which it operates. 

N.B:- please mark „‟√‟‟under here the number which more express your opinion.  

1=strongly disagreed, 2=disagreed, 3=Neutral, 4= agreed, 5=strongly Agreed 
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Ful4 E-banking allows sending and receiving 

service order from any branch. 
 

     

Ful5 E-banking is truthful about its service 

offerings.  
 

     

Ful6 E-banking helps you to get all services from 

anywhere 

 
 

     

Ful7 E-banking  delivers accurate transaction 

services as you desired  

     

 

Pri1 
                       Privacy       

E-banking enables to protect my personal 

bank account information 

Pri2 E-banking does not share my personal 

transaction with other. 

     

Pri3 E-banking protects information about my 

financial transaction securely. 

     

Pri4 E-banking  allows me to control my account 

balance 

     

Pri5 E-Banking Provides safety and security 

 

     

 

 

 

Res1 

Responsiveness 
 

     

E-banking system allows for correcting 

transaction errors 

Res2 E-banking system handles problems well      

Res3  E-banking offers a meaningful guarantee      

Res4 E-banking is responsive to confirm my 

transaction through SMS. 

     

Res5 The bank takes care of problems through e 

banking. 
 

     

Res6  

E- banking facilitates quick response  

 
 

     

 

 

Com1 

Compensation       

The bank compensates me for problems it 

creates 

Com2 The bank compensates me if what I ordered 

doesn‟t arrive on time 

     

Com3 The bank recovers error and corrects the 

transaction.  
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Challenges of E-banking 

1 Poorly development of internet and telecommunication infrastructure       

2 Fear of luck of legal and regulatory framework       

3 Frequent power interruptions       

4 Cybercrime and security issue       

5 Lack of well-trained personnel       

6   Lack of technical support       

7 System doesn‟t work efficiently every time       

8 Tariff and charge associated with E-Banking service       

 

 What are the challenges you are faced after the implementation of E-Banking system else?  

______________________________________________________________________________

______________________________________________________________________________

_______________________________________________________ 

 What you recommend to the bank for further improvements? 

___________________________________________________________________________

_______________________________________________________________ 

 

 

 

 

Con1 

Contact       

E-banking provides a telephone number to get 

information. 
 

Con2 The bank has customer service representative 

available online/on telephone 

     

Con3 The bank offers the ability to speak to 

assistance person if there is problems occur. 

     

 

 

Cus1 

Customer satisfaction      

I am satisfied by application of e-banking  

Cus2 I am satisfied e-banking informed me by SMS      

Cus3 I am satisfied by e-banking 24 hr on including 

holiday via ATM, M-banking….. 
     

Cus4 I am satisfied by e-banking to always not to visit 

bank in urgent case. 
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Descriptive statistics of the all variable 

 

Descriptive Statistics 

Variables N Minimum Maximum Mean Std. Deviation 

Efficiency 98 1.86 5.00 4.1122 .59885 

System Availability  98 1.75 5.00 3.4541 .84367 

Fulfillment  98 2.00 5.00 3.9140 .63879 

Privacy  98 1.00 5.00 4.1429 .67534 

Responsiveness  98 1.83 5.00 2.4952 .82279 

Compensation  98 1.00 5.00 3.8333 1.26478 

Contact 98 1.00 5.00 3.9014 .78241 

Valid N (listwise) 98     

Source: Survey data, 2017 SPSS output 

 

Regression Coefficient Result 

Coefficients
a
 

Model  Unstandardized   

Coefficients 

Standardize

d 

Coefficient

s 

t Sig. 

B Std. 

Error 

Beta 

1 (Constant) .290 .429  .675 .001 

Efficiency .175 .110 .152 1.585 .007 

System 

Availability  

-.029 .085 -.034 -.335 .038 

Fulfillment -.110 .123 -.099 -.893 .001 

PRVCY .538 .109 .511 4.940 .000 

Responsiveness .137 .086 .160 1.590 .115 

Compensation -.091 .050 -.164 -1.813 .003 

Contact .306 .080 .338 3.814 .000 

a. Dependent Variable: Customer Satisfaction  

 Source: Survey data, 2017 SPSS output 

 




