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Abstract

Purpose-The main purpose of this study is to assess the imp®rtant factors (dimensions)
affecting customers’ satisfaction in Automated dreMachines (ATMs) service of United Bank
S.C.

Design/methodology/approach- The study employed a quantitative methods baseda on
convenience sample consists mainly of responderd#ferent professions at the age of above
18 years. Self-administered questionnaire, whichsigis of demographic characteristics and
survey questions both in Amharic and English, wiagiduted to 379 United Bank ATM users.
20 ATMs were conveniently selected in order to meA@M users in different parts of Addis
Ababa. Instrument development was based on regerelated literatures and discussing with

concerned academicians and practitioners in theaarBATM service and customer satisfaction.

Findings- The researcher finds out that convenience, empaémgibility and speed are the

most significant customer satisfaction dimensidn&TdM service in United Bank S.C.

Research limitations Implications- the study employed convenience sampling technigue t
choose sample respondents who are ATM users cédJB&nk in ATMs located in Addis Ababa
The non-probability sampling technique was employee to lack of access to customers’ list
because of the bank’s policy. The sample was takdy from Addis Ababa and may not

represent the entire ATM service customers of driank S.C.

Practical implications- UB Managers in all levels will be benefited frone thndings of the
research in order to better off ATM service quabtyd increase customer satisfaction through

applying the identified service quality dimensions.

Originality/Value- The research is one of the few original studieshimm area of ATM service

particularly in the assessment of the importantefisions affecting customers’ satisfaction.
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CHAPTER ONE
INTRODUCTION

1.1. Background

Business organizations are aware that satisfietowess are the basis of their sustainable
profitability and ongoing productivity. Banks asngee providing institutions need to attract,
retain and satisfy their customers through utitizwvarious methods and tools to stay in the
industry they compete with their rivals. Electrobi@nking (e-channel) which includes; internet
banking, Automated Teller Machine (ATM), telephobanking and SMS is one way of
delivering their services to their respective coscs in addition to working through the

conventional one (traditional/ branch banking).

Automated Teller MachinATM) is a Computerized machine that permits bank cust®rnoe
gain access to their accounts with a magneticallyoded plastic card and a code number. It
enables the customers to perform several bankiegatipns without the help of a teller, such as
to withdraw cash, make deposits, pay bills, obtank statements, effect cash transfér6M

was invented in the early 1960y John Shepherd-Barron who was a Scottish natiooad in
India. Automated Teller Machine¢ATMs) were the first well-known machines to provide
electronic access to customers (Sultan Singh, Msnadd, 2009). With advent of Automatic
Teller Machines (ATM), banks are able to serve @usrs outside the banking hall. ATM is
designed to perform the most important functiorbanhk. It is operated by plastic card with its
special features. The plastic card is replacingqobe personal attendance of the customer,
banking hour's restrictions and paper based vetibn. ATMs have made hard cash just
seconds away all throughout the day at every cooheéhe globe. ATMs offer 24/7 banking
services to bank customers like cash withdrawald ftransfer, balance inquiry, bill payment,
accept deposits, fast cash delivery, cheque baplest, mobile recharging, access to loan/ credit
card statements etc - using a plastic, magnetr-card and personal identification number
issued by the financial institution(Vijay, 2011).

An Automated Teller Machine (ATM) (American, Australian, Singaporean, and Indian
English), also known as amutomated banking machine(ABM) (Canadian English)¢ash

machine, cash point cash line or hole in the wall (British, South African, Sri Lankan, and

1



Hiberno-English), is an electronic telecommunicasiodevice that enables the clients of a
financial institution to perform financial transexts without the need for a cashier, human clerk
or bank teller. However, ATM is most recognized asking channel as compare to other e-
channels in Ethiopian banking industry .Certainlye tbanking industry in Ethiopia is

underdeveloped in providing e-banking services u®wer infrastructure development in the

country.

Nevertheless, there is an all immediate need toaeknbn capacity building arrangements and
modernize the banking system by employing the stitlee art technology being used anywhere
in the world(Gardachew, 2009). With a growth of tomser knowhow, little developments in
telecom infrastructure and international relatiohswever, the current banking system is
changing and starts providing some electronic bankervices. Therefore all banks operating in
Ethiopia should recognize the need for introducghgctronic banking system to satisfy their
customers and meet the minimum technology basedceequality requirements by their
customers should understand the dimensions themes$’ value most in e-banking services
(Tewodros, 2011).

Customer satisfaction is defined as an "evaluatibthe perceived discrepancy between prior
expectations and the actual performance of the ymtdd(Tse and Wilton, 1988, Oliver
1999).Satisfaction of customers with products agrdises of a company is considered as most
important factor leading toward competitiveness andcess (Hennig-Thurau and Klee, 1997).
Customer satisfaction is actually how customer watals the ongoing performandcgustafsson,
Johnson and Roos, 200%According to Kim, Park and Jeong (2004) custoseisfaction is
customer’s reaction to the state of satisfactiord eustomer’s judgment of satisfaction level.
Customer satisfaction is very important in todalyisiness world as according to Deng et al.,
(2009) the ability of a service provider to creligh degree of satisfaction is crucial for product

differentiation and developing strong relationsiith customers.

Muzammil, Sehrish and Adnan(2010) found that Custosatisfaction is very important because
that would create sense of belongingness, emothonding and brand loyalty among customers.
Satisfaction was operationalized as “if needs analeds of customers are fulfilled through

particular product or service” or if customer fettlat he gets the desired benefits from the goods



or services for which they have paid to a partictilen. In recent years, the banking industry
around the world has been undergoing a rapid toamsition. Today, banking is regarded as a
consumer-oriented services industry and banks Istaeted realizing that their business
increasingly depends on the quality of the consuseevice provided and overall satisfaction of
the customer. Relationship marketing has becomenibs&t critical aspect to corporate banking
success. In addition, the deepening of informatemhnology has facilitated better tracking and
fulfillment of commitments, multiple delivery chagls for bank customers, and faster resolution
of issues (Ankit , 2012).

Customer satisfactionis a term frequently used in marketing. It is aaswe of how products
and services supplied by a company meet or suquetsmer expectation. Customer satisfaction
is defined as the number of customers, or percent#gtotal customers, whose reported
experience with a firm, its products, or its seegi¢ratings) exceeds specified satisfaction goals.
It is seen as a key performance indicator withirsitess and is often part of a Balanced
Scorecard. As Gustafsson, et al (2005) discover@dcompetitive marketplace where businesses
compete for customers, customer satisfaction is asea key differentiator and increasingly has

become a key element of business strategy.

Gaining high levels of customer satisfaction isyvenportant to a business because satisfied
customers are most likely to be loyal and to maleeat orders and to use a wide range of

services offered by a business.

Taylor and Baker (as cited in Ankit, 2012) suggasttomer satisfaction is widely recognized as
a key pressure in the formation of consumers’ Ritpurchase intentions. In today’s highly
competitive, increasingly consolidated world, offigrdifferentiating services can be critical to a
bank’s success. Pairot (as cited in Ankit, 2012ineéel Customer’s satisfaction as the company's
ability to fulfill the business, emotional, and pbglogical needs of its customers. In the words
of Oliver (1981, p.27), customer satisfaction isg‘summary psychological state resulting when
the emotion surrounding disconfirmed expectatiensoupled with the consumer’s prior feelings
about the consumption experience.” Customer satisfahas also been defined by Hunt (1977,
p.459) as “an evaluation rendered that the (consompexperience was at least as good as it

was supposed to be.”



Furthermore, Engel and Blackwell (1982, p.501) hapeed it to be “an evaluation that the

chosen alternative is consistent with prior beligith respect to that alternative.”

Ankit (2012) points out that customers have diffedevels of satisfaction as they have different
attitudes and experiences as perceived from thgoaoy In discussing the issue of Customer’s
satisfaction, Ankit also proposed that it is aféecby the importance placed by the customers on
each of the attitudes of the product/ service iestjon. Customer satisfaction measurement
allows an organization to understand the key dsiibat create satisfaction or dissatisfaction;
and what is really driving their satisfaction duyia service experience. Kotler (1998) posits that
the key to achieving organizational goals consistdetermining the needs and wants of target
markets and delivering the desired satisfactionsremeffectively and efficiently than
competitors. As Marjo (2009) found out that the mieuparts of satisfaction are always
expectations and experiences whereby level of ¢apens will create a basis and comparison
base for experiences, whenever experience is lems éxpectation, the customer will be
dissatisfied; when experience equals expectatibe, dustomer will be indifferent; when

experience is greater than expectation, the custaiidoe satisfied.

Despite an increased interest in conducting a resean the relationship between ATM service
and bank customers, little empirical research hasialy been conducted on the topic in
Ethiopia, especially from the perspective of fastaffecting ATM customers’ satisfaction; very
few studies have focused on studying determinah&sservqual assuming that service quality
has a direct impact on customer satisfaction. R iteason, the researcher believes that the
proposed study provided a unique contributionltdife literature gap and offer a remedy for the

existing bank management difficulties regarding@oeer satisfaction and ATM service. .

1.2. Statement of the problem

In today’s banking business the major challengeddry banks is how to satisfy customers and
identifying the core methods to attain high levetostomer satisfaction. In this modern age of
technology customers’ expectation is so high treatkis need to provide excellent services to
attract, retain, satisfy and create customer lgydfew of the major factors that dissatisfy
customers while using ATM in the case of one ofi@gitan privately owned banks, United Bank

S.C., includes;



dysfunction of ATM due to network, insufficient ¢as the ATM, electric power interruption,

delivering the PIN and ATM Card to the customerhwiit creating usage awareness, failure to
get ATM in the nearby location (accessibility predol), capture of Card by ATM and unable to
deliver the captured card to the customer timgbgésl problem), and the Bank’s failure to keep

promises (reliability problem).

The existence of these problems depicts failurth@fbank to address the role of service quality
dimensions and the researcher was inspired to cbradstudy in order to identify and evaluate
key service quality dimensions affecting customeatisfaction in ATM service and consult
Management of the bank the methods to minimizevamish the dissatisfying factors and work

for high level of customer satisfaction.

1.3. Basic research questions

The study tried to answer the following questions
» What are the most significant factors (dimensidgha) ATM users weighted most to their
satisfaction?
> Is there any considerable relationship among th®fa affecting customers’ satisfaction
of UB ATM banking?

1.4. Objectives of the study
1.4.1. General Objective
The main purpose of the study was to identify figaicant factors (service quality dimensions)

affecting customers’ satisfaction in ATM serviceoime of privately owned Banks in Ethiopia i.e.
United Bank S.C. the case in Addis Ababa.

1.4.2. Specific Objectives

To measure the overall level of customers’ satigfacin United Bank ATM banking, to
compare and contrast the weight of the factorsctiffg ATM users’ satisfaction in UB and to
benefit Management of the Bank to improve ATM seswjuality in order to enhance customer
satisfaction.



1.5. Significance of the Study

21st century customers are demanding more convaiéiom service industry and banking
sector is not an exception. In this regard ATMng of the best services offered by Banks which

offers a convenient way to customers to avoid faistg queues in banks.

Bank customers in Ethiopia are becoming accustameding ATM in time of need be it in the
normal bank working hours or when the banks arsedloATM users in UB are in the verge of
seeking quality ATM service. This study, therefoie significant to provide information that
would help the management of the bank to evaluadee-design its current marketing strategies
in order to improve the overall customer satistattievels and also the research is vital to fill

the literature gap that exists in this area of gti@specially in Ethiopia).

1.6. Scope of the study

While ATM banking offers a wide variety of servicdshiopian banks have limited the service
due to infrastructure, network, customer aware@skother constraints. Customer expectation
and experience are also limited to the service igealto them so that only major customer
satisfaction factors had been identified that affeost in ATM service. To manage the research
flow only ATM users in Addis Ababa were subjectdiué study.

1.7. Limitation of the study

The research aimed to develop an instrument thadsamed customer satisfaction in the
Ethiopian banking industry for which no earlier tmsnent developed. However, limited

experience happened to be significant constrairtetcelop real instrument and the study was
focused only on United Bank S.C. disregarding tifeiénce of other Banks’ ATM service on

ATM service of UB (since United Bank is doing ATMidiness through integration with Awash

and Nib bank).



CHAPTER TWO
LITERATURE REVIEW
2.1. Definition of ATM

Computerized machine that permits bank customergato access to their accounts with a
magnetically encoded plastic card and a code nunibemables the customers to perform
several banking operations without the help ofllertesuch as to withdraw cash, make deposits,
pay bills, obtain bank statements, effect cashstean. Another definition is Automated
Teller Machine (ATM) (American, Australian, Singaporean, and Indiamglish), also known
as anautomated banking maching(ABM) (Canadian Englishjash machinecash point cash
line or hole in the wall (British, South African, Sri Lankan, and Hibernagtsh), is an
electronic telecommunications device that enaltlexlients of a financial institution to perform

financial transactions without the need for a castiuman clerk or bank teller.

According to Sultan and Komapo09) Automated Teller Machines (ATMs) were the first
well-known machines to provide electronic accesscustomers. With advent of Automatic
Teller Machines (ATM), banks are able to serve @mugrs outside the banking hall. ATM is
designed to perform the most important functiorbanhk. It is operated by plastic card with its
special features. The plastic card is replacinggquobe personal attendance of the customer,
banking hour’s restrictions and paper based vetibn. ATMs have made hard cash just
seconds away all throughout the day at every coohehe globe. ATMs allow you to do a
number of banking functions — such as withdrawiaghcfrom one’s account, making balance
inquiries and transferring money from one accoordiriother — using a plastic, magnetic-stripe
card and personal identification number issuedhayfinancial institution. ATM does not mean
the plastic card and PIN (Personal IdentificatiaomMber) but the services for which you can use

it are the most important part.

In 1993 O’Hanlon and Rocha found out that origipatlanks offering an ATM service achieved

an advantage over their competitors. There wast soaterstanding of the customers’ needs or
expectations and the role of ATMs large in bank®it delivery system was vague. In the early
market stage, O’Hanlon and Rocha enlighten that AWkk a product based on a radical
technological innovation, and did not represenplateon to a customer need at that point in
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time. In the mid-1970s, features like cash balamgpiiry, deposits and funds transfer that
permitted these customers to conduct the majofitiar routine transactions without visiting a

bank branch.

A study conducted by Asma (n.d.)depicts that bylabe 1980s, ATMs were viewed as a generic
service, a commodity with no competitive advantapes means that ATM banking services
definitely have managed to make a majority plagetfiemselves with regards to the other e-
banking services — internet banking, tele-bankamg) manual banking. In regard to the ATM
services respondents who are in favor of ATM sengaid that they have access to their money
24X7, time-saving, less taxing than going to thakhalo not have to face sometimes impolite
bank employees. The Author shows that ATM bankmgerceived to be very important by
majority of the respondents (98%) where by conssniemand it, Economics drives it and

Banks must exploit it.

2.2. Evolution of ATM

There has been much debate about the history oATiM, and who the inventor was. The

following time line depicts the historical progses ATM.

1960 — ATM predecessor installed — In 1960 New York'sst-iNational City Bank (now
CitiBank) installed a Banko-graph in several bratmbbies. The concept of this machine was
for customers to pay utility bills and get a re¢eythout a teller.

1967- First Cash Dispenser installation — In 1967 actBgs Bank branch near London debuted
the first cash dispenser, made by De La Rue Ingtnisn It used paper vouchers bought from
tellers in advance. The machine was called the ®&ue Automatic Cash System, or DACS.
According to an interview with the inventor, Johhepherd-Barron, the paper vouchers were
actually checks impregnated with Carbon 14.AccaydmJohn Shepherd-Barron, the reason we
have ATMs is his love of chocolate and him runnaig one Saturday. He managed to miss the
midday closing time of his local bank on a Saturaa$965, meaning he couldn’t take out any
cash for the weekend. He got thinking that casthbtmgbe as easy to get as chocolate bars from
a dispensing machine. Shepherd-Barron’s inspiradtamck in the bath, where he was relaxing

after a long day working for De La Rue, a globalrency printer. Switching out chocolate bars
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for cash, the laborer took his idea to his bosa#®, in turn presented them to Barclays Bank.
The company was keen, and on June 27, 1967, theldErfigh Street branch of Barclays began
dispensing cash, £10 at a time. Users insertechglesuse paper voucher (which would be
mailed back to the customer to prevent fraud) agye# in a four-digit code that we know now

as a PIN, and they were given their money.

1968- Card-eating machine — In 1968 Barclays and adiner banks introduced a machine that
encoded cash on plastic cards purchased fromea.t€he problem was the machine always ate

the card and you had to buy another one if you @aahother transaction.

1969 — First use of ATM magnetic stripe cards — In 1988cutel installed its Docuteller
machine at New York's Chemical Bank — This is tingt use of magnetically encoded plastic.
Chemical Bank's ad campaign said: "On Septemb&®8@9, our branch will open its doors at

9:00 a.m. and we'll never close again !

Of course other manufacturers got into the gameDimgutel was the first to apply for a patent
and is therefore credited by the Smithsonian Musasnmventor of the ATM, even though to us
in the industry we see it primarily as the firstadeon magnetic stripe machine. Donald C. Wetzel
is given credit for developing the machine for DietuDocutel met initial resistance, though,
from bankers — their first concern was that theuahicost was higher than the cost of a human
teller by about $8,000. And secondly, they thougigtomers would probably be afraid to let a

machine handle their money.

1971 - First true bank ATMs — In 1971 Docutel introduaged Total Teller, the first true full-
function bank ATM. About the same time, Dieboldtalked its first TABS machine at a bank
branch in the U.S., and Fuijitsu installed one pada

1973- Proliferation begins — By 1973, 2,000 ATMs — miostn Docutel and Diebold —operated
in the U.S. They sold for about $30,000 each.

1974- On-line ATMs introduced — The newly connected maes soon led to the modern-day

networks we’re all familiar with.



2.3. Networked ATMs

Attaching ATMs to an internet connection becameparunt to enable bank balances to update
automatically and dynamically. The added complaratof this caused the market to narrow
somewhat in the coming decades, with two compamedold and NCR, becoming the front
runners and providing most of the machines useayThere replaced by other, nimbler
manufacturers with better-looking and performingchiaes, and today ATMs are everywhere,
always on, and constantly being used.

Children can buy toy versions of ATMs to play widnd though we often bank online through
our web browsers, there’s still a need, early @duaday morning or late on a Friday night, for
the glowing slot of the ATMThe ATMs of a bank are connected to the accourglagiorm of
the bank through ATM switches. Inter-bank ATM netlgare created by setting up apex level
switches to communicate between the ATM switcheditéérent banks. The inter-bank ATM
networks facilitate the use of ATM cards of one lban the ATM(s) of other banks for basic
services like cash withdrawal and balance enquBgnks owning the ATMs charge a fee for
providing the ATM facility to the customers of otheanks. The ATM deploying bank from the
card issuing banks recovers this fee referred tmtschange fee’. However the interchange fee
is not fixed across banks and depends on the tefim&ateral / multilateral arrangements. Banks
with larger ATM network treat interchange fee adraportant stream of revenue. UB, NIB and
AIB have created Share Company named PSS to maneigA TM business so that a customer
of one bank can use the ATM of the other with d@arcthange fee of 0.40 cents per 100 birr cash

withdrawal

2.4. Service Quality Dimensions in ATM

Automated service quality is defined as the custtsmverall evaluation of the excellence of the
provision of services through electronic networkgls as the internet, Automated Teller
Machine (ATM), and telephone banking (Santos, 20&&searches, Davies et al., (as cited in
Vijay, 2011); Mcandrews, 2003; Komal& Singh, 200@Jating to especially ATM service
quality, realized that the Automated Teller Mach{(Ad M) is one type of innovation that can
mechanically accept deposits, issue withdrawads)sfer funds between accounts, and collect
bills and It has altered the relationship betweankis and their depositors, as well as the level of
10



service quality of banking services. The ReseascitEntified secure and convenient location,
adequate number of ATM, user-friendly system, anttfionality of ATM plays important role
in customers’ satisfaction. While, Joseph and St(#893); Mobarek (2007) and Dilijonas,
Sakalauskas & Simutis (200®entioned that adequate number of ATMs, converaadtsecure
location and user-friendly system, speed, minimurors, high uptime, cash backup, cost, and

service coverage are essential service qualitycéspé ATM service.

Quality and customer satisfaction in ATM serviceswaund that the perceived service quality of
ATM service provided by banks is related to thecpered satisfaction customers in the banking
industry. A result of data analysis and hypothéssts, according to a research conducted by Vijay
(2011) indicates that overall results show cost@ifeness of ATM service was core service quality
dimension and it was significantly affecting on mlecustomer satisfaction in ATM service. Many

literatures in the area indicate that System asitia Easiness, Security & Responsiveness is,
Convenience, cost effectiveness, Fulfillment anficiehcy, Problem Handling and Contact are the

common service quality dimensions of customer fsation in ATM service settings.

In his extensive study on ATM service quality San(@003) defined automated service quality
as the customer’s overall evaluation of the exoeleof the provision of services through
electronic networks such as the internet, Automafetler Machine (ATM), and telephone
banking. Shamsdoule al, 2005 (as cited in Vijay, 2011) found that 24 fsservice, accuracy,
and convenient locations were the main predictbisustomer satisfaction. Literatures discover
a large number of studies that highlight the satisbn of customers with ATMs). Sabita (2013)
recommends that banks should focus on importanecéspof user friendliness, ATM
functionality and availability of transaction repts, security and privacy as well as frequent

monitoring and maintenance of ATMs.

2.5. Functions of ATM

Dharmesh and Devendra (2012) assert that undezdfes of ATM the following services are
offered by Banks:-

1. Accessing Accounts (Mini Statement / Balancely¢éCash Withdrawal)

2. Paying Bills

3. Cheque book request
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4. Mobile recharging

5. Fund Transfer

6. Access to loan / credit card statements
7. Mobile Banking

8. Deposit cash & cheque

Al-Hawari (2006) verifies that efficient ATM funicins positively affect customers’ perception

of service quality. All those leads to greater 8@l giving rise to higher customers’ satisfaction
along with greater banking performance. A reseamiducted in India by Sabita (2013) shows
that out of total respondents more than 50% adrakit is convenient and time saving to use
ATM as it acts like a “mini bank” providing cash tilee needy customers at anytime, anywhere

whenever and wherever there is an ATM counter.

2.6. Factors Contributing to Poor ATM Services

- dysfunction of ATM due to network failure

- inadequate cash in the ATM

- Electric power interruption

- delivering the PIN and ATM Card to the customerhwiit creating usage awareness

- Unable to get ATM in the nearby location(shortagaumber of ATMs)

- Capture of Card by ATM and failure to deliver theptured card to the customer timely

- The Banks incompetence to keep promises(relialplibplem)

- Lack of dispute handling problem such as customsayg not get cash timely after the
ATM deducts money from the customers’ account

- The core banking system and the ATM system arepacdllel (offline/disconnection
between the core banking and ATM systems)

- There is no online support available to customensugh technological channels

- Notification is not given to the customer whenAllIMs are down due to bank’s system

failure.
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2.7. ATM in Ethiopia

Recent ten years evidenced that electronic basethdss models are replacing conventional
ones and organizations are rethinking businessepsodesigns and customer relationship
management strategies. Banks are no exceptionstoréimsformation; a use of Information and
Communication Technology (ICT) is revolutionizinget banking services through various
unthinkable innovations (Islam, Biswas, & Kumar0Zp Now Ethiopian banks are spending
money in ICT infrastructure to offer e-banking sees to their customers. It provides various
alternative e-channels to using banking servicgsA&TM, debit card, internet banking, mobile

banking, electronic fund transfer, electronic dlegrservices etc. Vijay (2011) declares that
“recently banking industry in different countrieashshown their interest transition in improving
SQ from traditional branches to electronic channAlscordingly, many of them have relied

more on EBS (Electronic Banking Services) with gigant growth in electronic facilities such

as Internet, computer, ATMs, telephone and mobililengs”. However, as per Ethiopian e-
banking scenario ATM is most acknowledged e-bankihgnnel as compared to other e-

channels.

2.8. ATM versus Other e-banking Channels

E-banking is the term that signifies and encommatise entire sphere of technology initiatives
that have taken place in the banking industry. Adiogy to the literatures reviewed, E-banking is
a generic term making use of electronic channetsutih telephone, mobile phones, internet etc
for delivery of banking services and products. Thacept and scope of e-banking is still in the
transitional stage. It increases efficiency in gphere of effective payment and accounting
system thereby enhancing the pace of delivery oikipg services considerably. It allows
customers to access banking services electronisaltyh as to pay bills, transfer funds, view
accounts or to obtain any banking information awidiGe. E-banking also facilitates new
relationships with customers, regulatory authasiteuppliers and banking partners with digital-
age tools. For example, customers and bank rekdtips will become more personalized,
resulting in new modes of transaction processing) service delivery. Now, banks are faced
with a number of important issues, for example howake full advantage of new technology,
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how e-banking change the ways customers relate téhservice provider, etc. The banking

industry has been considerably influenced by exparaf technology.

Million (2013) affirms that e-banking has improvemistomer satisfaction than ordinary
banking, enabled customers to control their acctatter than the ordinary banking, there is
high opportunity in expanding the service and thaks have not taken any empirical study or
customer survey to measure customer satisfactiaimantechnology. If a bank already has a
reputation for technical innovation, its customare likely to feel comfortable with more
technology. But if a large share of its profitsgpowth comes from older customers who prefer
personal service, it could be unwise to push ATbts hard. Bank marketing managers need to
continuously assess the customer's decisions-magingess as well as the formation of
attitudes, preferences and satisfaction of autamawvices. Asma (n.d.) defined Electronic
banking as the automated delivery of new and it banking products and services directly
to customers through electronic, interactive comication channels. E-banking includes the
systems that enable financial institution customiadividuals or businesses to; access accounts,
transact business, or obtain information on finahproducts and services through a public or

private network, including the Internet.

E-Banking is also called Internet banking, on-lin@nking or PC banking. E-Banking may
include ATMs, wire transfers, telephone bankingcebnic funds transfers and debit cards.
Nowadays, internet banking sites process custoareice inquiries, allow transactions from one
account to another, take loan applications, opem aecounts etc. Banks began to look at e-
banking as a means to replace some of their tomditibank functions, for 2 reasons. Firstly,
branches were very expensive to set up and maidtarto the large overheads associated with
them. Secondly e-banking product/services like AdiMl electronic fund transfer were a source
of differentiation for banks that utilized themitially, ATMs were not sophisticated, and served
only as cash dispensers. According to a reseanstiucted in Nigeria, customers prefer ATM
services for cash withdrawal and balance enquigntbther e-banking services, ("KPMG”,
2013).
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2.9. Benefits of e-banking

Himani (2011) proposes that e-banking helps usserapming the drawbacks of manual system,
as computers are capable of storing, analyzingsal@ating, searching and presenting the data
as per the user requirements with lot of speedamadracy. Number of benefits accrues to the

various parties with the development of e-banking;

2.9.1. To the Banks

“le-banking services help in increasing profits.

“le-banking provides competitive advantage with baumpdess network to the banks.

"ldue to e-banking banks carry on business lesspaier money and more with plastic money;
have online transfer of funds, thus economizingtlo® cost of storage of huge stocks of
currency notes and coins.

“1by connecting with ATM and POS terminals, risk aslb overdraw can be eliminated in case

of ATM credit and debit cards.
BANKERS' PERSPECTIVES...

‘le-banking websites can act as a revenue earneigthits promotional activities.

"lcustomers can avail e-banking facility from anyveheherefore saving the need not to invest
more on building infrastructures.

“lwebsites that offer financial convergence for thsteamer will create a more involved banking

customer who will more frequently utilize the bamiiwebsites.

2.9.2. To the Customers

"le-banking provides 24 hours service to the custsriogrcash withdrawal from any branch.

1 quick and steady access to information.

“lonline purchase of goods and services and payrnantbe made for various purposes.

_the customer can view his account balance, cama géatement of his account, can apply for
loans, check the progress of his investments reunsvest rates and collect other important

information.
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2.9.3. To the Merchants, Traders, etc.

it ensures assured quick payment and settlememiheovarious transactions made by the
traders.

it provides a variety of services to the businessorepar with the international standards with
low transaction cost.

"lcost and risk problems involved in handling cashcivlare very high in business transactions
are avoided.

"lit leads to the growth of global and local cliertbhse with the development of e-Banking.

"lother benefits include improved image, improvedt@ugr service, eliminating paper work,

reduced waiting costs and enhanced flexibility.

2.10. Customer Satisfaction

Kotler (2002) defines customer satisfaction by mgvidetails on the attributes of a highly
satisfied customer. According to him, a highly siéd customer stays loyal, lingers, and buys
more as the company introduces new products anchdeg existing products; talks favorably
about the company its products and upgrade exigtioducts; pays less attention to competing
brands and is less sensitive to price, offers serar product ideas to the company and costs less
to him than new customers because transactionsoatime. Several factors affect customers’
satisfaction that is the kind of products that swkfer to its customers can cause customer

satisfaction or dissatisfaction. Consumers do ngtdbproduct or service for their own sake.

Customers bought product to acquire benefits tafproduct offers. They bought it to satisfy a
need. Products therefore exist for what they 1uifilterms of consumer needs. Vijay (2011)
states that it is the essential feature of berbkét the buyer expects to receive from savings
account is not buying a passbook, or a card, teeomer is buying a safe deposit that earns an
interest and so comparatively, when the interetst offered by one bank in relation to other
banks is low, it will cause dissatisfaction to thastomer. Such a customer may leave the bank
and open an account with the other bank. The esifilthe study conducted by Mesay (2012)
proves all service quality dimensions are posiyivebrrelated with customer satisfaction
indicating quality banking service as a prereqgeidior establishing and having a satisfied

customer. According to the correlation result, ethpaand responsiveness are the dominant
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determinants of customer satisfaction. This indisdahat banks required initializing provision of
caring, individualized attention given to the cus&rs. Moreover, managers should encourage

service recovery and problem solving attitude pitangain their banks.

The key to business survival and success is bgildind maintaining strong customer
relationships (Bergeron, 2001). To make certaintacusr satisfaction, trust, and loyalty,
businesses must pay attention on service qualitgl,ia an online banking context, e-service
quality is the focus. Zeithaml, Parasuraman, andthdtea (2000) developed e-SERVQUAL as
an efficient version of the traditional SERVQUAL dw® to quantify electronic service quality in
the setting of the Internet. This multi-item scales seven dimensions; efficiency, reliability,
fulfillment, privacy, responsiveness, compensatiang contact. Zeithaml, Parasuraman, and
Malhotra (2002) defined e-service quality as thécieincy and effectiveness purchased by
customers of electronic services. In the curréatdiure concerning Internet consumer behavior
profits generated by better-service quality have een fully analyzed in terms of customer
satisfaction, customer trust, and loyalty.

Satisfaction is a person‘s feeling of pleasure agpointment resulting from comparing a
product's performance (outcome) in relation to dtrisher expectation Kotler and Keller (2006,
p.144) .CS has been recognized as an importantaletimat drives customer retention, loyalty
and post-purchase behavior of customers. A keywabbin for the increasing emphasis on
customer satisfaction is that higher customer feati®n can lead to have a stronger competitive
position resulting in higher market share and pabflity (Fornell, 1992), reduced price
elasticity, lower business cost, reduced failurestc@and mitigated cost of attracting new
customers (ChienChang& Su, 2003). Customer satisfaction constradicates how much
customers are satisfied, and how well their expiecta are fulfilled. This construct evaluates
overall satisfaction level of customers, fulfillmef their expectations, and company’s
performance versus the ideal provider. The key dacumanaging customer satisfaction is to
identify the core satisfaction determinants fromne thser’'s perspective and then to assess the
company’s performance in addressing each of thes&rdinants. A customer satisfaction is an
ambiguous and abstract concept. Actual manifestatfdhe state of satisfaction will vary from
person to person, product to product and servieemaice. The state of satisfaction depends on a

number of factors which consolidate as psycholdgieaonomic and physical factors. The
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quality of service is one of the major determinanitdshe customer satisfaction (Parasuraman,
Zeithaml and Barry, 1985; 1998; Cronin and Tayb®94;; Zeithaml et al 2002; Loiacono,
Watson and Goodhue, 2002). Many researchers arettexpentioned that, service quality can
be enhanced by using advanced information and conmamion technology (ICT). “e-customer
is an individual or corporate one who are usingodgls to purchase, ordering, receiving
information and paying price / charges throughaasitypes of e-channels” i.e. internet banking,

mobile banking, ATM, POS, credit cards, debit caadd other electronic devises.

Customer is a stakeholder of an organization whaviges payment in exchange for the offer
provided to him by the organization with the aim foffilling a need and to maximize
satisfaction. Sometimes the term customer and coesare confusing. A customer can be a
consumer, but a consumer may not necessarily bhestroer. Another author explained this
difference that a customer is the person who deeduying of the products and the consumer is
the person who ultimately consumes the productof8oh, 2009, p. 34.). Levy (2009, p. 6) in
his studies, suggested three ways of measuringrogstsatisfaction:

* A survey where customer feedback can be trangdiimo measurable quantitative data:

 Focus group or informal where discussions orchesd by attained moderator reveal
what customers think.

* Informal measures like reading blocs, talkingedily to customers.

In 2001Balachandher states that a bank has totgbfi meet the needs of customers and
continuously improve its ability to do so. It has be accurate, reliable, helpful and
understanding. The goal is not simply to satisfgtomers but to positively delight them. The
specific things that delight the customer vary frardustry to industry and from product to

product.

But most customers want the same things;

1. Customers are interested in quality

2. They desire good and effective service delivery

3. They want flexibility so that the specific pradwr service is obtained

4. They covet value by not wanting to pay a pricat texceeds the value received from the

product
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Banks in particular, need to rebuild a customeus$ed banking with new improved processes,
modern technology, a competitive range of delivergnnels and focusing services on the best
customers. This of course requires the radical daimg of the banks delivery channels and
business process engineering resulting in sigmfigamproved: process excellence, speed of
delivery, and value to customers. According tordteres reviewed, many academicians reach
agreement that Customer satisfaction is the custrfezling or attitude towards a product or
service. Customer satisfaction is the result of mm&rketer’s activity who acts as a bridge
between different stages of the consumer’s buyelgabior. Kurdnaidj (2003) proposed that if
customers are satisfied with a particular servicepduct, they will probably repeat their
purchase. Satisfied consumers probably talk torgiheple about their favorite business and the
result of such dialogues is a sort of positive pwoaon for the company, organization or agency

by word of mouth, or vice versa.

Peter, Danuta, and Ellen (1999) declare that Sergigality, developed over time, relates to
customer expectations, whereas satisfaction isa@ion-specific, is amore short-term measure,
and focuses on a personal, emotional reactionri@seAccording to Hansemark and Albinsson
(2004), satisfaction is an overall customer atgtwolwards a service provider, or an emotional
reaction to the difference between what custometigipate and what they receive, regarding
the fulfilment of some need, goal or desire. Oliy&997) defined satisfaction as a judgment
following a consumption experience - it is the agngr’'s judgment that a product provided (or
is providing) a pleasurable level of consumptiolatel fulfillment. Kotler (2000) defined
satisfaction as a person’s feelings of pleasureisappointment resulting from comparing a

product’s perceived performance (or outcome) iatreh to his or her expectations
2.10.1. Customer Satisfaction in e-banking

During the recent years, the development of e-acblanmas dramatically changed the rules and
operation in the banking industrgunasekaran and Love, 1999). Aladwani (2001) mentioned
that while the industry has moved instantly to dgphnd offer new banking services via e-
channels for customers and in consequence the leAgaservices have boomed promptly.
Today, several financial institutions are endeavpto emphasize customer —oriented services.
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For this sake, it is crucial to implement new bagkservices in order to develop and keep better
relationships with customers. Hence building up petitive predominance almost depends on
customers’ satisfaction with banking service. ltdsognized that banks gaining higher customer
satisfaction will have a conspicuous marketing adaacy because the higher customer
satisfaction is associated with greater revenusseased cross-sell rations; higher customer
retention and bigger market share (Aladwani).Bankt@mers’ taste and desire have begun to

raise the stakes of expectation of exceptionalicesy

Customers want to transact their banking transastet any time and location convenient for
their life style. Wise and Ali (2009) argued thaamy banks want to go invest in ATMs to
reduced branch cost since customers prefer tohase instead of a branch to transact business.
According to Joseph and Stone (2003), the abitityider to deliver services via technology
appears to be correlated with high satisfactionhwservices deemed most important to
customers. These include high start-up investmestscof computers and telecommunication
and licensing requirements. Absences of finanosvarks that link different banks, frequent
power interruption: Lack of reliable power supp$ya key challenge for smoothly running e-
banking in Ethiopia. Resistance to changes in teldgy among customers and staff due to lack
of awareness on the benefits of new technologess, df risk, lack of trained personnel in key
areas, tendency to be content with the existingctires and people may be resistance to new

payment systems(Gardachew,2010).

Customer satisfaction is one of the most importaetrics in marketing, since firms regard
customer satisfaction as one of the key busineats dor evaluating the effectiveness of their
business operations. In addition, customer satisfads a starting metric of the value chain
between customer satisfaction, customer loyaltyn foroduct - marketplace performance and
financial performance, and shareholder wealth, emahstrated by recent studies. Customer
satisfaction has been shown to positively impa&rajing margins (Anderson, Eugene, Fornell,
Sanal, Mazvancheryl, 2004; Gruca and Rego, 200&)uating returns, returns on investment
(Anderson, Fornell, & Lehmann, 1994).), and casiwfand shareholder value (Anderson et al;
Gruca and Rego). Many researchers point out the tfeat satisfied customers share their
experiences with other people to the order of geshfve or six people. On the contrary,

displeased customers are more likely to tell anatide people of their experience with product
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or service. Building customer relationship is aMWimme for all organizations in general, and
companies in service industries in particular. ésslike: customer satisfaction, service quality,
customer perception, customer loyalty, are the meomcerns of the nowadays service
companies, which improves organization’s perfornearand translates into more profits.

Customer satisfaction leads to repeat purchasgsfycand to customer retention.

The increase of customer satisfaction can congilsignificantly to performance (Blodgett,
Wakefield, and Barnes, 1995; Parasuraman, Zeithamd, Berry, 1985). They contribute to
economic growth of the country by making funds klde for investors to borrow as well as
financial deepening in the country. But in orderstovive in the competitive banking industry
and to increase their financial performance bard&geo improve the business service quality
level continuously that will satisfy their custoraggiving a direct boost to enhance their banking

performance in all spheres.

2.10.2. Two general Conceptualizations of Custom&atisfaction

There exist two conceptualizations of customers&attion namely; transaction-specific and
cumulative (Boulding, William, Ajay, Richard , adalarie ,1993; Andersen, 2000).

While some authors perceive satisfaction as a catinal others view it as transactional.

Transactional-specific perspective, CS is based one time, specific post-purchase evaluative
judgment of a service encounter Oliver(1993a) Oa thher hand, in the cumulative CS
perspective, CS is conceptualized as an overaiboes evaluation of a product or service based
on purchase and consumption experiences over a pene®d ( Anderson, Fornell, and

Lehmann,1994).

It is argued that since cumulative satisfactiobased on a series of purchase and consumption
experiences, it is more useful and reliable asagraistic and predictive tool than the transaction
perspective that is based on a one-time purchadecamsumption experience. Following the
transaction-specific, customer satisfaction is \@dvas a post-choice evaluation judgment of as
specific purchase occasion. Until present dategaretiers have developed a rich body of

literature focusing on this antecedents and coresemps of this type of customer satisfaction at
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the individual level (Oliver, 1980). Cumulative toer satisfaction is an overall evaluation

based on the total purchase and consumption exgesevith a product or service over time.

Prior research has portrayed customer satisfaasamansaction-specific. Using this framework,
customer satisfaction is seen as a post-consumetialnative judgment of a particular purchase
experience or activity (Bearden and Teel, 1983;nr@and Taylor, 1992; Oliver 1980, 1993;
Oliver and DeSarbo, 1988). The theoretical ratierhind this framework is a variation of the
expectancy-confirmation/disconfirmation paradigm liy& and Swan, 1989). Another
formulation to measure customer satisfaction, wideded in recent studies, including studies
Utilizing the satisfaction metric in the ACSI dats,overall or cumulative satisfaction, which is,
in other words, relationship-specific. With thigrfaulation, overall satisfaction can be viewed as
a customer’s overall satisfaction experiences (OE#02), and is gauged as the cumulative post-
purchase evaluative judgment of a group of discpetechase activities or transactions for a
particular brand or firm over duration of time (Rel et al. 1996; Johnson and Fornell 1991;
Oliver1997; Rust and Oliver 1994).

Of these two formulations of customer satisfactioverall or cumulative satisfaction has been
widely used with regard to the association betwagstomer satisfaction and customer loyalty.
On one hand, transaction-specific satisfaction epha@lizes customer satisfaction as the
outcome of a single transaction. Thus, this traimaspecific satisfaction formulation may be

too restrictive — i.e., the transaction-specifiisfaction approach has a very limited predictive
power (Anderson and Narus 1990; Fornell et al. 1@#hesan 1994). Oliver (1999) maintains
that overall satisfaction is more appropriate far analysis of the satisfaction-loyalty

relationship, inasmuch as the cumulative satisfactonstruct is capable of aggregating or
blending individual satisfaction episodes. Likewide overall satisfaction formulation is better
at predicting consequent behaviors and econommomes (Johnson et al. 2001).

2.10.3. Customer Satisfaction and service quality

Anderson, Fornell, and Lehmann (1994) have showhdérvice quality has a positive effect on
customer satisfaction and, subsequently, on companijtability. Nunnally (1978) studied the
relationship between perceived service qualityscomer satisfaction, and purchasing intentions,

arriving at the conclusion that service qualityedetines consumer satisfaction that consumer
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satisfaction has a significant effect on purchasirigntions, and that service quality has less of
an effect on purchasing intentions than on consusagisfaction. The relationship between
expectation, perceived service quality and custensatisfaction have been investigated in a
number of researches (Zeithaml, et al, 1988). Beaasan et al, (1985; 1988) found that, there is
very strong relationship between quality of senaoel customer satisfaction. Increase in service
quality of the banks can satisfy and develop atiital loyalty which ultimately retains valued

customers (Nadiri, Kandampully and Hussain, 2009).

The higher level of perceived service quality resuh increased customer satisfaction. When
perceived service quality is less than expectedaeqguality customer will be dissatisfied (Jain
and Gupta, 2004). According to Cronin and Tayl®@9a) satisfaction super ordinate to quality-
that quality is one of the service dimensions fedoin to customer satisfaction judgment.
Service is defined as any intangible act or pertoroe that one party offers to another that does
not result in the ownership of anything (Kotler &lker, 2009, p.789). Quality can also be
defined as the totality of features and charadtesioof a product or services that bear on its
ability to satisfy stated or implied needs (Kotkr al., 2002, p. 831).The original study by

Parasuraman et al., (1988) presented ten dimensi@gsvice quality.

» Tangibles: the appearance of physical artifact stadf members connected with the
service (accommodation, equipment, staff uniforamg] so on).

» Reliability: the ability to deliver the promisedrsie.

» Responsiveness: the readiness of staff memberdpgarha pleasant and effective way.

» Competence: the capability of staff members in eieg the service.

» Courtesy: the respect, thoughtfulness, and pok®e&hibited by staff members who are
in contact with the customer.

> Credibility: the trustworthiness and honesty of sleevice provider.

» Security: the absence of doubt, economic risk,@ngical danger.

» Access: the accessibility of the service provider.

» Communication: an understandable manner and useag@dage by the service provider.

» Understanding the customer: efforts by the serpiowider to know and understand the

customer.
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After refinement, these ten dimensions above watrr Feduced to five dimensions as below:

Tangibility: physical facilities, equipment, and appearanggep$onnel

Reliability: ability to perform the promised service depenganid accurately

Responsiveness: willingness to help customers and provide prosgvice

Assurance: knowledge and courtesy of employees and theilityltio inspire trust and
Confidence

Empathy: caring individualized attention the firm providesits customers

Since customer satisfaction has been considerbeé tzased on the customer’s experience on a
particular service encounter, (Cronin & Taylor, 299t is in line with the fact that service
guality is a determinant of customer satisfactlmgause service quality comes from outcome of
the services from service providers in organizaioRegarding the relationship between
customer satisfaction and service quality, Oli&93) first suggested that service quality would
be antecedent to customer satisfaction regardfesbether these constructs were cumulative or

transaction-specific.

In relating customer satisfaction and service dquatesearchers have been more precise about
the meaning and measurements of satisfaction andcesequality. Satisfaction and service
quality have certain things in common, but satisfecgenerally is a broader concept, whereas
service quality focuses specifically on dimensiafisservice. “Customer satisfaction is based
upon the level of service quality that is provideg the service providers” (Saravana & Rao,
2007, p. 436).Satisfying the customers by makinmg $kiey obtain good quality services is the
latest strategy for organizations in today's bussnenvironment. That is why companies are
going in for total quality management to improve tfuality because quality has a great impact
on customer satisfaction (Kotler, et al., 20028p.Dogarawa A (2005) depicts that the success
of electronic banking, as argued by many reseascldepends probably on bank service quality,
customer preferences and satisfaction. Banks havepgrade and constantly think of new
innovative customized packages and services toinecampetitive. The invasion of banking by

technology has created an information age and reddsnking services more appealing.
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2.10.4. The Distinction between Customer Satisfaction and Service Quality

Table 2.1 customer satisfaction versus service quigl

Customer Satisfaction Service Quality

Customer satisfaction can result from anghe dimensions underlying quality
dimension, whether or not it is quality Judgments are rather specific.

related.

Customer satisfaction judgments can be| Expectations for quality are based on ideals
formed by a large number of non-quality| or perceptions of excellence.
issues, such as needs, equity, perceptions

of fairness.

Customer satisfaction is believed to have Service quality has less conceptual

more conceptual antecedents. antecedents.

Satisfaction judgments do require Quality perceptions do not require

experience with the service or provider. | experience with the service or provider.

Source: Yap S. and Kew M (n.d.)

Service quality has a significant impact on a barddccess and performance (Zeithaml et al,
2000).Nowadays, service quality has received mtigmion because of its obvious relationship
with costs, financial performance, customer satisfa, and customer retention. Quality is
defined by various Authors as; "Quality is preduidity” (Deming, 1982), “conformance to
specification or requirements” and “fitness for 'ugduran, 1988) and "customer's opinion"
(Feigenbaum, 1945).

Gronroos (1978) suggests that service quality idexad two components — technical quality and
functional quality. Technical quality refers to whie service provider delivers during the

service provision while functional quality is hoWwet service employee provides the service.
Parasuraman et al (1988) define service quality ddéference between customer expectation of
service and customers’ perceptions of the actualcge Kasper et al. (as cited in Mesay, 2012)
defines service quality as the degree to whichstreice offered can satisfy the expectations of

the user. SERVPERF measures service quality by ikaperceptions of customers.
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Cronin and Taylor argued that only perception wa#figent for measuring service quality and
therefore expectations should not be included ggesied by SERVQUAL (Baumann 2007).
Kotler et al (2002) preach that satisfaction ispet-purchase evaluation of products or services
taking into consideration the expectations.

To achieve a high level of customer satisfactionsiresearchers suggest that a high level of
service quality should be delivered by the seryicevider as service quality is normally
considered an antecedent of customer satisfadi®service quality improves, the probability of
customer satisfaction increases. Clemes (2008)rad$ehat Quality was only one of many
dimensions on which satisfaction was based; satisfa was also one potential influence on
future quality perceptions. Hazlina et al (2010spanoted that service quality is an important
tool to measure customer satisfaction. Empiricadlists show that the quality of service offered
is related to overall satisfaction of the custonMesay (2012) found out that there exists a
positive relationship between all service qualityjensions and customer satisfaction. Although
his research provides some significant insights s&rvice quality in Ethiopian banking industry,
there is still a chance to extend the findingsama@ more comprehensive understanding of the
nature of banking services. Mesay recommends tliate research may highlight the service
quality in banking in total, comparative analysis SERVPERF scores in different types of
banks and comparative analysis on SERVQUAL and SEHERF scores in banking industry.

Biljana and Jusuf (2011) discovered that servicaliguand customer satisfaction are very
important concepts that companies must understatidey want to remain competitive and
grow. In today’s competitive environment, the Authcascertained in their study of the
relationship between Customer Satisfaction and iSsmuality using ACSI model, delivering

high quality service is the key for a sustainaldmpetitive advantage.

Customer satisfaction does have a positive effecaim organization’s profitability. Satisfied
customers form the foundation of any successfuingss as customer satisfaction leads to repeat
purchase, brand loyalty, and positive word of mouRahim (2010)stated that in satisfaction
literature, expectations for goods is “would”, whih service quality literature, expectations for
goods is “should”. Service quality is of utmost ionfance in analyzing the performance of bank
branches, since their survival depends on thevigemquality levels they provide (Portela &

Thanassolis, 2006).
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2.10.5. Perceived Quality

Perceived quality has been customarily defined res af the key determinants of customer
satisfaction (Anderson et al., 1994; Rust& OIlivE®994). There is evidence that this relationship
is valid in the banking sector as well (Muioz-Gatl& Cruz, 2005), and the same conclusion
has been achieved specifically in e-bank studiesait®Vv & Harrison, 2002).Recent

findings(Cristobal, Flavian, &Guinaliu, 2007) giygoof of a positive relationship between
customer satisfaction and e-loyalty. Erkan et @12 argued that perceived quality is

evaluation of recent consumption experience by nttagket served. This construct evaluates

customization and reliability of a given productservice.

Customization is the degree to which a producteovise meets a customer’s requirements, and
reliability is the degree to which firm’s offering reliable, standardized, and free from
deficiencies. Perceived quality is expected to hawveositive effect on customer satisfaction
(Fornellet al., 1996).In their study, Parasuramamlge (1985), proposed that when perceived
service quality is high, then it will lead to inese in customer satisfaction. Mohammad et al
(2013) recommends companies have to improve tleefopnance to keep customers satisfied so
as to achieve a sustainable competitive advantagehighly competitive business environment,

because the main result is customer satisfactidriamalty.

Given the intensification of competition in thelfieof service throughout the world, retaining
customers and increasing their loyalty in such ahere becomes more difficult day by day.
Customer satisfaction is undeniably one of the mtyategic issue in recent decades. Now that in
the global economy, customers determine a compawgtainability, the companies can no
longer be indifferent to the expectations and dedeanf their customers: They must direct all
their activities and capabilities towards custorsatisfaction because the only source of return

on investment is the customers.

Biljana and Jusuf (2011) describe that PercepBoan opinion about something viewed and
assessed and it varies from customers to custorasrgyvery customer has different beliefs
towards certain services and products that playingportant role in determining customer
satisfaction. In many cases, customer perceptionulgective, but it provides some useful

insights for organizations to develop their mankgtstrategies.
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Providing high level of quality service has becothe selling point to attract customer’s
attention and is the most important driver thatdtéedo satisfaction. Therefore, as many
Academicians and Practitioners agree, custom@epgon and customer satisfaction are very
closely linked together, because if the perceivedise is close to customer’s expectations it

leads to satisfaction.

2.11. Customer Expectation

According to Rotondar@2002) Customer expectations are the consequemngeBpexperience
with the company’s products. This construct evasatustomer expectations for overall quality,
for product and service quality, and for fulfillntesf personal needs. The customer expectations
construct is expected to have a direct and positelationship with customer satisfaction
(Anderson, Fornell, &Lehmann, 1994).Therefore, adow to vijay (2011) banker and e-
banking service designers should think over thisedlision and make possible changes in the e-

banking services according to the customers’ egpiects and need of the time.

Other researchers saw the need of additional coemsnof service expectations that is
functional and technical dimensions. (Gronroos,3)9e idea is that, consumers make service
evaluations based on the technical dimension thavhat is delivered and on the functional
dimension that is how, why, who, and when it isiakd (Gronroos). In the contrast, in the
service gquality literature, such as Biljanaand 84§2011), it is defined as desires and wants,
what a service provider should offer rather thanuMdooffer. According to Kotler (2000)
Customers form their expectations from their pagieeience, friends’ advice, and marketers’
and competitors’ information and promises. Expéatat serve as reference points in customer’'s

assessment of performance (Cronin& Taylor, 1992).

2.12. Perceived value

Erkan et al (2012) defines Perceived value thiatthie perceived level of product quality relative
to the price paid by customers. While Fornell et(3996) noticecperceived value is the rating
of the price paid for the quality perceived ané@ng of the quality perceived for the price paid.
Perceived value structure provides an opportumitycbmparison of the firms according to their
price-value ratio (Anderson et al., 1994). In theA model, perceived value is expected to have

a positive impact on satisfaction.
28



Customer value can be broadly defined as the cesteroverall assessment of the utility of a
product based on perceptions of what is receivedvamat is given (Zeithaml, 1988).According
to Zeithaml, perceived value is a direct antecedainta purchase decision and a direct
consequence of perceived service qualitye results of a study conducted by Haemoon (1999)
show that perceived value is an immediate ante¢eddecustomer satisfaction and repurchase

intention.

2.13. Customer Satisfaction Models

Willard, H. (2000) collects various models pertamito customer satisfaction from different
sources and the researcher believes it is essémtthécuss some of the models in order to see
customer satisfaction from a range of perspecti@ganizations need to analyze customer
satisfaction with various customer satisfaction eiedDifferent models clarify different theories

of customer satisfaction.

2.13.1. SERVQUAL/E- SERVQUAL

The SERVQUAL instrument has been widely appliedaivariety of service industries. The

instrument was used to measure banks’ servicetgualiwell.

Parasuraman, Zeithamal and Berry (1988) built at&t®- instrument called SERVQUAL for
measuring consumer perceptions of service quAIBRVQUAL addresses many elements of
service quality divided into the dimensions of tihes, reliability, responsiveness, assurance,
and empathyAccording to the SERVQUAL model, service qualityndze measured by identifying
the gaps between customers’ expectations of theceeto be rendered and their perceptions of the
actual performance of service. SERVQUAL is modiftesked on the following nine dimensions of

service appropriate for this study:

1. Tangibility: Tangibility refers to the physical characteristiassociated with the service
encounter.
2. Reliability: The service provider's ability to provide acceraand dependable services;

consistently performing the service right.
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3. Responsivenesa firm’s willingness to assist its customers hyyiding fast and efficient
service performances; the willingness that emplsyeehibit to promptly and efficiently
solve customer requests and problems.

4. AssuranceDiverse features that provide confidence to austs (such as the firm’s specific
service knowledge polite and trustworthy behawont employees).

5. Empathy The service firm’s readiness to provide eacharst with personal service.

6. Access approachability and ease of contact. For exammeyenient office operation
hours and locations

7. Security the customer feeling free from danger, risk oultancluding physical safety,
financial security and confidentiality.

8. Conveniencesuitability of service delivery process(method)

9. Speedrate at which service is delivered

2.13.2. SERVPERF

The performance based service quality (SERVPERR udantified by Cronin and Taylor
(1992). Cronin and Taylor proposed the SERVPERFRrunsent, which is a more concise
performance-based scale; an alternative to the SERAM. model. The perceived quality model
postulates that an individual's perception of theldy is only a function of its performance.
Cronin et al. (1994) continue to debate between éffectiveness of SERVQUAL and
SERVPERF for assessing service quality. The authemsained unconvinced of both, that
including customer expectations in measures ofieeiyuality is a position to be supported, and
that SERVPERF scale provides a useful tool for meag overall service quality. Moreover,
Lee et al (2000) empirically compare SERVQUAL (pemiance minus expectations) with
performance-only model (SERVPERF). The authors edswlude that the results from the latter
appeared to be superior to the former. It has la@knowledged that such approach limits the

explanatory power of service-quality measurement.
2.13.3. KANO MODEL

The Kano model is a theory developed in the 80'®mfessor Noriaki Kano and his colleagues
of Tokyo Rika University. The Kano et al (1996) nebdf customer satisfaction classifies

attributes based on how they are perceived by met® and their effect on customer
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satisfaction. The model is based on three typedtaobutes viz. (1) basic or expected attributes,

(2) performance or spoken attributes, and (3) sse@nd delight attributes.
2.13.4. ACSI MODEL

The American Customer Satisfaction Index (ACSI) wasnched in 1994. The American
Customer Satisfaction Index uses customer intewiasvinput to a multi-equation econometric

model developed at the University of Michigan’s R&thool of Business.

The ACSI model is a cause-and-effect model withcesl for drivers of satisfaction on the left
side (customer expectations, perceived quality, @@rdeived value), satisfaction (ACSI) in the
center, and outcomes of satisfaction on the riglg &ustomer complaints and customer loyalty,
including customer retention and price toleranddle ACSI was based on a model originally
implemented in 1989 in Sweden called the ‘Swediskt@mer Satisfaction Barometer (SCSB)
(Barbara& Fornell, 2005).

The researcher found out from reviewing the litema$ that e-SERVQUAL Model is a better

frame work for the study conducted due to the foitm reasons;

A. the e-SERVQUAL instrument has been widely apple a variety of service industries and
banks are not exceptions

B. the Model is well proven conceptually as welpaactically

C. the Model is broadly accepted by well-known agskers in the area of service quality and
customer satisfaction

D. the researcher believes that the Model is a goedns to answer the research objective and
guestions of the study being undertaken

E. the researcher considers that the Model is d map to assess relevant response from
respondents

F. e-SERVQUAL/ SERVQUAL remain the most completeaipt to conceptualize and measure

service quality
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E-SERVQUAL Model

E-SERVQUAL Dimensions

Tangibles
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Assurance

Perceived Customer
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Source:

Figrd.. E-service quality model

Parasuraman, et al (2005),”E-S-QUAL”
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CHAPTER THREE
RESEARCH DESIGN AND METHODOLOGY

In this chapter research design, sample and sagnf@ochniques, sample size, participants of the
study, source of data, validity and reliability,t@aollection instruments, procedures of data
collection and methods of data analysis are distussdepth.

3.1. Research Design

The research is mainly about assessing the fa¢samrwice dimensions) affecting customer
satisfaction in ATM service in united bank S.C.,iethis one of the privately owned Banks in
Ethiopia. The study was focused on identifying deteants of ATM service customer
satisfaction, the relationship among the dimensiand their effect on service quality in the
Bank from which an insight was revealed to spot significant dimensions that determine
customers’ satisfaction in ATM banking. The studgswearried out at different ATM stations of
UB in Addis Ababa. Primary data through self-adsti@ied questionnaire at a given point in
time was collected from 379 UB ATM card (Hiber Caktblders.

The study was undertaken by using empirical ingasiton with causal design since the major
focus of the research is assessing the serviceitygudimensions that affect customers’
satisfaction most. As the relationship among therd@nants along with their effect on service
guality through measuring customer expectationerdeption towards ATM service offered by
the Bank was also the center of attention of tikeaech. Employing empirical research seems to
be noteworthy among other research designs. Theiumstrument consisted of 37 items which
were identified through a comprehensive review ¢ te-service quality literature. The
instrument was divided into two main sections; finst section was related to demographic
information of the respondents and the secondeel&d survey of ATM overall satisfaction.
Statements in the second section represented aacipsgof items measuring a particular

dimension.
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3.2. Population, Sample and Sampling Techniques
3.2.1. Population

ATM users whose accounts are maintained in UB laegpbpulation of this study and found to
be 27,300 at the end of March 2014 (the first dagmvquestionnaire has begun distributed).

3.2.2. Participants

Those Hiber card Holders who used the Bank’s ATMarthan one time and whose accounts
have been maintained in the Bank’s different brasalere considered to be participants of the
study (up on their consent to participate in thelg}.

3.2.3. Sample

Due to the bank’s policy of keeping its customdist’ confidential, the samples of this study
have been selected by convenience sampling methbér@ limited to the United Bank ATM
users of Addis Ababa .Since the number of populatioder study continues each day, a cutoff
point was made in order to determine the sample aixd it was determined to be 379 by
applying the sample size determination calculaéiboonfidence level of 95% and 5% margin of
error for a total population of 27,300 as at MaBdh 2014 through the statistical approach based

on precision rate and confidence level.

3.2.4. Sampling Techniques

Selection of the sample from the population was enddough convenience. 379 structured
guestionnaires were distributed to customers oflthek at 20 conveniently selected ATM
premises from the total of 37 ATM venues locateddifierent parts of Addis Ababa. 308
guestionnaires were responded which represented@l#sponse rate and only 291 as actual

sample were found to be usable for analysis.

3.3. Types of Data and Tools/ Instruments of data @lection

3.3.1. Types of Data

Employing primary data for the study was prefersaite the items in the questionnaire were
selected by assessing related literatures in #ie &f customer satisfaction and service quality
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for electronic banking. The researcher also betlghat in order to collect valid and reliable data

making use of primary data was relevant.

3.3.2. Instruments of Data collection

By employing Self-administered questionnaire, pgtints of the study were contacted in
person and support was given in time of need tofglthe concepts in the items. A total of 54
items for 9 categories of customer satisfactioneatisions each consists of 6 items and 1 for
overall customer satisfaction were primarily distiied to employees and customers of UB and 2
items from each dimensions (a total of 18 itemsewfeund to be inappropriate after analyzing
the pre-test results). So that the final questiorr@onsisted of 37 fitting items for the study.

3.3.3. Validity and Reliability

Validity is the most critical criterion and indieat the degree to which an instrument measures
what it is supposed to measure while reliabilitg bha do with the accuracy and precision of a
measurement procedure (A measuring instrumentiagble if it provides consistent results). The
validity of the instrument was established usingebfployees of United Bank from E-banking
Department at the Bank’s head office and Custoneevi& officers in two large as well as 15
customers. Another approach for the validity of@asuring instrument to be supported is it must
be demonstrably reliable. Testing the thirty seNems in the questionnaire had been conducted
in order to check the instrument’s reliability ugi€ronbach’s Alpha and found to be 0.908
which is significantly higher than the generallycepted value of greater than or equal to 0.7
(Nunnally and Bernstein 1994).It indicates high ralleinternal consistency among the thirty

seven items as shown in Table 3.1

Table 3.1. Reliability Statistics

Cronbach's| Cronbach's Alpha No. of
Alpha Based on ltems
Standardized ltems
.908 910 37

Source:Own Survey, 2014
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3.4. Procedures of Data Collection

In order to remove difficulty to handle, raisingoptems of interpretation, and interviewer bias;
Respondents were asked to give their perceptidheo$ervice quality level of ATM services on

a 5-point Likert scale (1=Strongly Disagree, 2=gisa, 3=Neutral, 4=Agree and 5= Strongly
Agree) and a totadf 291 useable surveys were collectEde researcher conveniently selected the
participants (both internal and external custonuérthe Bank), delivered the questionnaires in

person and collected within two weeks.

3.5. Methods of Data Analysis

Both descriptive and inferential statistics wereplegal. Descriptive statistics was used to
describe a set of data in terms of its frequencyafurrence, its central tendency, and its
dispersion. Factor analysis, regression, corralatinalysis and reliability test were examined

through employing inferential statistics.
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CHAPTER FOUR
RESULTS AND DISCUSSION

In this chapter both results and discussion aensively discussed from the analysis output and
literatures reviewed. Descriptive statistics togethwith inferential statistics have been

appropriately applied in order to come up with aerall better result of the research studied.
The general information and survey questions resate plainly discussed here under by

applying frequencies, percentages, correlatiomsofanalysis and multiple regression outputs.

4.1. Results

This section presents all the relevant outputhefdata analyzed from the usable questionnaires
collected through self-administered primary datathBables and figures are used to discuss the

results obtained from SPSS version 21.0.

4.1.1. Customer profile and use of ATM services

In this sub section Demographic variables are ms®@é and analyzed using mean, frequencies

and percents by using tables and figures.

Gender- the following table depicts that from among the 284pondents 58.1% or 169 were
males while the remaining 41.9% (122) were females.

Table 4.1. Gender

Frequency| Percent|  Valid Cumulative
Percent Percent
Male 169 58.1 58.1 58.1
. Female 122 41.9 41.9 100.0
Valid
Total 291/ 100.0 100.0

Source: Own Survey, 2014

Age-the table here under explains the age between @#4@wronsists of the highest percentage
(41.9%) from among all other respondents in the pamThe remaining users are 33.7%
(26-30), 10% (18-25), 7.2% (41-50), 6.2 % (51-600 the lowest percentage goes to the age of
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above 60(only 1%). The outcome of this demographitable describes younger people of the

age 18-30 are leading ATM users (43.7%).

Table 4.2. Age
Frequency Percent| Valid Percent| Cumulative
Percent

18-25 years 29 10.0 10.0 10.0
26-30 years 98 33.7 33.7 43.6
31-40 years 122 41.9 41.9 85.6

Valid 41-50 years 21 7.2 7.2 92.8
51-60 years 18 6.2 6.2 99.0
Above 60 years 3 1.0 1.0 100.0
Total 291 100.0 100.0

Source: Own Survey, 2014

Education- As shown in the table below first degree holdess thie foremost users of ATM
banking which accounts for 76.3% of the total usabkpondents and next to it Master’s degree
holders covers 12.4% while the remaining 8.9%,1.@%d 1.7% goes to diploma, high school

and others respectively.

Table 4.3. Education

Frequency| Percent| Valid Cumulative
Percent Percent
High school 5 1.7 1.7 1.7
Diploma 26 8.9 8.9 10.7
Degree 222 76.3 76.3 86.9
Valid Master's 36 12.4 12.4 99.3
Degree
Other 2 v g 100.0
Total 291| 100.0 100.0

Source: Own Survey, 2014

Profession-people who are employed covers 73.5% or 214 ofata¢ respondents whereas
self-employed and retired people represent 22.3% 4i% respectively. This shows that

employed people are the foremost users of UB ATMise.
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Table 4.4. Profession

Frequency Percent| Valid Cumulative
Percent Percent
Employee 214 73.5 73.5 73.5
Valid Self-employed 65 22.3 22.3 95.9
Retired 12 4.1 4.1 100.0
Total 291 100.0 100.0

Source: Own Survey, 2014

Monthly Income- respondents of the sample who earn monthly incbeteveen 5001 and
10000 (56.7%) are dominant customers of UB ATM lxagkvhile 15.8% of respondents earn
3001-5000, 11.3% lies in above 10000 income cajegbhese group together accounts for
83.8% which shows high income earners are mainsuselJB ATM service. The remaining
10.3% and 5.8% goes to income category of 1001-a@d0up to 1000.

Table 4.5. Monthly Income

Frequency Percent Valid Cumulative
Percent Percent

up to 1000 17 5.8 5.8 5.8
1001-3000 30 10.3 10.3 16.2
Valid 3001-5000 46 15.8 15.8 32.0
5001-10000 165 56.7 56.7 88.7
above 10000 33 11.3 11.3 100.0

Total 291| 100.0 100.0

Source: Own Survey, 2014

Status of ATM usage-this variable indicates how long the respondentd ATM banking
since they hold UB ATM card. The following tablesally portrays those respondents who used
ATM service from 6 months to 2 years accounts ®B% of the total sample whereas the other
two categories cover only 24.7%. Considering the @gATM service of the Bank, customers

are using the service well.
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Table 4.6. Status of ATM usage

Frequency| Percent| Valid Cumulative
Percent Percent
less than 6 months 28 9.6 9.6 9.6
6 months -1 year 63 21.6 21.6 31.3
Valid more than 1 year -2 yeal 156 53.6 53.6 84.9
Above 2 years 44 15.1 15.1 100.0
Total 291 100.0 100.0

Source: Own Survey, 2014

Frequency of ATM usage per Month-this variable shows how frequently respondents used
ATM service within a Month. According to the follomg table respondents use UB ATM
service 4-8 times (55.7%) where as 19.2% usedith&st 13.1% over 12 times and 12.0% 9-12

times per month. This depicts that customers argubke service 6 times on average.

Table 4.7. Frequency of ATM usage per Month

Frequency Percent Valid Cumulative
Percent Percent
1-3 times 56 19.2 19.2 19.2
4-8 times 162 55.7 55.7 74.9
Valid 9-12 times 35 12.0 12.0 86.9
Over 12 times 38 13.1 13.1 100.0
Total 291 100.0 100.0

Source: Own Survey, 2014

40



Title

frequency of ATM usage per Month

W 1-3times

W 4-8times
9-12times

W Over 12 times

Fig.4.1. Frequency of ATM usage per Month

Type of Account linked with ATM card- Table 4.8. Depicts that the majority of respondents
accounts linked with their ATM card is saving aceb(85.6%), this is due to user convenience
of the stated type of account and more numberwhgaccount holders in the bank than the
other two types. 7.9% goes to current account heddmaining 6.5% is for special saving

account.

Table 4.8. Type of Account linked with ATM card

Frequency Percent| Valid Cumulative
Percent Percent
Current Account 23 7.9 7.9 7.9
Valid Saving Account 249 85.6 85.6 93.5
Special Saving Account 19 6.5 6.5 100.0}
Total 291 100.00 100.0

Source: Own Survey, 2014
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Preferable local time to use ATM servicethis variable shows the favorable time respondents
chose to use ATM service within 24 hours in a dBye table below shows that respondents
preferred to use ATM banking in time of off-workitgller hours which totals 54.3% (41.6%in
the night time and 12.7% in the afternoon). As meespondents as 40.2% also preferred using
ATM in the afternoon which might be due to boredofmwaiting time in the conventional

banking services. Only 5.5% of the respondents B3éd in morning hours.

Table 4.9 preferable local time to use ATM service

Frequency Percent| Valid Cumulative
Percent Percent
Morning(12:00-6:00) 16 5.5 5.5 5.5
Afternoon(6:01-12:00) 117 40.2 40.2 47.1
Valid Night(12:01-6:00) 121 41.6 41.6 87.3
Midnight-Noon(6:01-11:59) 37 12.7 12.7 100.0}
Total 291 100.0 100.0

Source: Own Survey, 2014
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4.1.2. Survey Questions

Under this subsection, outputs of the analysisrdigg items in nine dimensions are analyzed

and interpreted.

4.1.2.1 Frequency and percentage

Table 4.10 Tangibility dimension items

Frequency Percen{ Valid Cumulative
Percent Percent
Appearance of the ATM is Attractive
Strongly Disagree 12 4.1 4.1 4.1
Disagree 26 8.9 8.9 13.1
., Neutral 42 14.4 14.4 27.5
Valid
Agree 164 56.4 56.4 83.8
Strongly Agree 47 16.2 16.2 100.0
Total 291 100.0 100.0
Mini statement printing is available
Strongly Disagree 10 3.4 3.4 3.4
Disagree 30 10.3 10.3 13.7
.. Neutral 67 23.0 23.0 36.8
Valid
Agree 156 53.6 53.6 90.4
Strongly Agree 28 9.6 9.6 100.0
Total 291 100.0 100.0
The currency note received from ATM is of good quaty
Strongly Disagree 10 3.4 3.4 3.4
Disagree 39 13.4 13.4 16.8
. Neutral 50 17.2 17.2 34.0
Valid
Agree 146 50.2 50.2 84.2
Strongly Agree 46 15.8 15.8 100.0
Total 291 100.0 100.0
The card design is attractive and easy to hold
Strongly Disagree 14 4.8 4.8 4.8
Disagree 31 10.7 10.7 155
Valid Neutral 42 14.4 14.4 29.9
Agree 87 29.9 29.9 59.8
Strongly Agree 117 40.2 40.2 100.01
Total 291| 100.0 100.0

43



In regard to Appearance of the ATMs are Attract6e4% of the respondents agreed and 16.2%
strongly agreed that UB has attractive ATMs. OnB@dlof the respondents perceive that the
ATMs are not attractive. Though more than 50% efréspondents admire the appearance of the

ATMs, UB should consider the negative perceptions.

The item of the tangibility dimension, Mini statemieprinting is available earned 53.6%
agreement, 23% neutrality,10.3% disagreement, 9s8%ng agreement and 3.4% strongly
disagreement which shows large number of resposdam@ happy with availability of mini
statement. UB need to bring neutral states to ¢wellof agreement through availability of

statements all the time.

United Bank uses 50 and 100 birr notes in its ATibtsthe reason of ease of cash handling and
security reason. Respondents are 50.2% agreede toutinency note received from ATM is of
good quality item and the remaining respondentd @r2% neutral, 15.8% strongly agree, 13.4%
disagree and 3.4% strongly disagree to this ite@% ®&f the sample respondents positively
perceived the quality of the denominations in tHeVis.

40.2% of the respondents strongly agreed with #rd design is attractive and easy to hold item
and 29.9% agreed which together summed up 70.1%. IB15% of the respondents observed

the item negatively and 14.4% were neutral in themision.

44



Table 4.11 Reliability dimension items

Frequency Percent | Valid | Cumulative
Percent| Percent

ATM service practices involve consistency of perfeanance and dependability

Strongly Disagree 23 7.9 7.9 7.9
Disagree 106 36.4 36.4 44.3
.. heutral 82 28.2 28.2 72.5
Valid
Agree 64 22.0 22.0 94.5
Strongly Agree 16 5.5 5.5 100.0}
Total 291 100.0 100.0

Cash withdrawal limit from a specific account in aday is sufficient

Strongly Disagree 26 8.9 8.9 8.9
Disagree 64 22.0 22.0 30.9

Valid neutral 101 34.7 34.7 65.6
Agree 83 28.5 28.5 94.2
Strongly Agree 17 5.8 5.8 100.0}
Total 291 100.0 100.0

UB ATM banking provides power backup and data recoery system to avoid
interrupted transactions in case of electric powefailure

Strongly Disagree 29 10.0 10.0 10.0
Disagree 114 39.2 39.2 49.1
Valid neutral 66 22.7 22.7 71.8
Agree 67 23.0 23.0 94.8
Strongly Agree 15 5.2 5.2 100.0}
Total 291 100.0 100.0
Cash is available in the ATMs at any time
Strongly Disagree 38 13.1 13.1 13.1
Disagree 72 24.7 24.7 37.8
Valid neutral 68 23.4 23.4 61.2
Agree 93 32.0 32.0 93.1
Strongly Agree 20 6.9 6.9 100.0{
Total 291 100.0 100.0

Source:Own Survey, 2014
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From the total sample 36.4% responded that theggdeed to ATM service practices involve
consistency of performance and dependability an8%8vere neutral while 22% agreed. This
shows that only 27.5% were positive to this itentrst UB should endeavor to make its ATM
performance consistent and dependable.

Though 34.3% were positive to the item of relidpjliCash withdrawal limit from a specific
account in a day is sufficient, 34.7% were neutoatlecide the adequacy of cash withdrawal
limit from ATM in a day which might show respondsmwere not sure about the cash limit of
6000 from UB ATMs in a specific day.30.9% of thealcsample negatively perceived the cash
withdrawal limit set by the bank.

49.2% of the respondents perceived the item UB Adaviking provides power backup and data
recovery system to avoid interrupted transactiongase of electric power failure negatively
while 23% agreed and only 5.2% strongly agreed2th@d% respondents were neutral. As many
as 71.9% of the total sample were unhappy and aletitat the bank do not provide power
backup and data recovery system to avoid interdupri@nsactions in case of electric power

failure.

To the item Cash is available in the ATMs at amyeti32% agreed up on it while the remaining
24.7%, 23.4%, 13.1% and 6.9% goes to disagreeratestrongly disagree and strongly agree
respectively. Of the total respondents only 38.@#ich is highly less than 50%, were delighted

about availability of cash in UB ATMs any time.
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Table 4.12 Responsiveness dimension items

Frequency Percen{ Valid | Cumulative
Percentf Percent
United Bank makes the effort to understand the cusimer’s needs
Strongly Disagree 19 6.5 6.5 6.5
Disagree 28 9.6 9.6 16.2
_, heutral 52 17.9 17.9 34.0
Valid
Agree 156 53.6 53.6 87.6
Strongly Agree 36 12.4 12.4 100.0
Total 291 100.00 100.0
There is quick response and the ability to get helf there is a problem or
Jguestion
Strongly Disagree 16 5.5 5.5 5.5
Disagree 33 11.3 11.3 16.8
Valid neutral 61| 21.0 21.0 37.8
Agree 156 53.6 53.6 91.4
Strongly Agree 25 8.6 8.6 100.0}
Total 291 100.0] 100.0

United Bank provides timely help-desk se
its ATM service customers

rvices andnline help facilities for

Strongly Disagree 13 4.5 4.5 4.5
Disagree 41 14.1 14.1 18.6
Valid neutral 73| 25.1 25.1 43.6
Agree 134 46.0 46.0 89.7
Strongly Agree 30 10.3 10.3 100.0}
Total 291 100.00 100.0
There is Willingness or readiness of employees toqvide ATM services
|(timeliness of service, giving prompt service)
Strongly Disagree 11 3.8 3.8 3.8
Disagree 28 9.6 9.6 13.4
Valid neutral 58 19.9 19.9 33.3
Agree 147 50.5 50.5 83.8
Strongly Agree 47 16.2 16.2 100.0{
Total 291 100.00 100.0

Source:Own Survey, 2014
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The Bank’s effort to understand the customer’s nigsealccepted by 53.6% of the respondents
while 17.9% were neutral and 12.4% were Stronglye&gOnly 9.6% and 6.5% lie in disagree
and strongly disagree scale. 66% of the respondeate happy with the Bank’s effort to

understand their needs.

53.6% of the total respondents claimed they agveiéid the question ofjuick response and the
ability to get help if there is a problem or questas were true in the above construct while 21%
could not decide and 16.8% perceived negativelye fidmaining respondents agreed strongly

that there is quick response and the ability tohgdp if there is a problem or question.

56.3% of the total respondents were optimistic @/oihly 18.6% were unhappy with receiving
timely help-desk services and online help facitim time of need. As many as 25.1%

respondents abstained from putting their decision.

More than 66% of the sample agreed with the itegandingwillingness or readiness of employees

to provide ATM services (timeliness of servicesigg prompt serviceand the rest of the respondents

either disagreed or neutral as per the above tdtis. shows that Employees are ready and
willing to give prompt ATM service to their customse
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Table 4.13 Assurance dimension items

Frequency

Percent

Valid
Percent

Cumulative
Percent

Employees of United Bank possess the required
perform the service

sldland knowledge to

Strongly Disagree 12 4.1 4.1 4.1
Disagree 34 11.7 11.7 15.8
_, heutral 52 17.9 17.9 33.7
Valid
Agree 159 54.6 54.6 88.3
Strongly Agree 34 11.7 11.7 100.0
Total 291 100.0 100.0
There is respect, Politeness, consideration andéndliness of contact
personnel
Strongly Disagree 13 4.5 4.5 4.5
Disagree 22 7.6 7.6 12.0
Valid neutral 58 19.9 19.9 32.0
Agree 159 54.6 54.6 86.6
Strongly Agree 39 13.4 13.4 100.01
Total 291 100.0 100.0

|United Bank S.C provides
services that need immed

late support

24/7 e-based monitoring ahassistance for ATM

Strongly Disagree 18 6.2 6.2 6.2
Disagree 36 12.4 12.4 18.6
Valid neutral 127 43.6 43.6 62.2
Agree 78 26.8 26.8 89.0
Strongly Agree 32 11.0 11.0 100.01
Total 291 100.0 100.0
Employees are always willing to help you
Strongly Disagree 9 3.1 3.1 3.1
Disagree 23 7.9 7.9 11.0
Valid neutral 53 18.2 18.2 29.2
Agree 167 S57.4 57.4 86.6
Strongly Agree 39 134 13.4 100.0§
Total 291 100.0 100.0

Source:Own Survey, 2014
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More than 66% of the total respondents agreedeim itegarding employeesf United Bank
possess the required skills and knowledge to partbe service while 17.9% were neutral and
the remaining perceived negatively. The above tableals the Employees of the Bank are

claimed to have possessed the required skills aod/ledge to perform ATM service.

Only respondents of 12.1% identified the item conicey respect, Politeness, consideration and
friendliness of contact personnel pessimisticaly @he rest of the total sample (68%) agreed

while the remaining stays neutral.

As many as 43.6% of the respondents were neuta8%@ agree, 12.4 disagree, 11% strongly
agree and 6.2% strongly disagree about the iteateictlto provision of 24/7 e-based monitoring

and assistance for ATM services that need immedigteort.

From the total respondents more than 70% enjoyedwitiingness of the employees to help
them though 18.2% were impartial and the rest warieappy with employees’ readiness for

help.
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Table 4.14 Empathy dimension items

Frequency

Percent

Valid
Percent

Cumulative
Percent

Provision of caring and individualized attention tocustomers provided
by call-center are available in time of request

Strongly Disagree 7 24 2.4 2.4
Disagree 30 10.3 10.3 12.7
_, heutral 148 50.9 50.9 63.6
Valid
Agree 85 29.2 29.2 92.8
Strongly Agree 21 7.2 7.2 100.0
Total 291 100.0 100.0
Information is available regarding types of ATM sewices at personal
llevel
Strongly Disagree 14 4.8 4.8 4.8
Disagree 31 10.7 10.7 155
Valid neutral 48 16.5 16.5 32.0
Agree 181 62.2 62.2 94.2
Strongly Agree 17 5.8 5.8 100.0{
Total 291 100.0 100.0
Specific individual needs are understood
Strongly Disagree 10 3.4 3.4 3.4
Disagree 31 10.7 10.7 14.1
Valid neutral 174 59.8 59.8 73.9
Agree 62 21.3 21.3 95.2
Strongly Agree 14 4.8 4.8 100.0}
Total 291 100.0 100.0
The bank gives you individual attention in regard © ATM service
Strongly Disagree 15 5.2 5.2 5.2
Disagree 37 12.7 12.7 17.9
Valid neutral 48 16.5 16.5 34.4
Agree 173 59.5 59.5 93.8
Strongly Agree 18 6.2 6.2 100.0{
Total 291 100.0 100.0

Source:Own Survey, 2014
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50.9% of the total respondents, which representee rtttan half of the total sample, refrained
from revealing their decision about Provision ofitg and individualized attention to customers
provided by call-center are available in time ofjuest and only 36.4% agreed and strongly
agreed up on it. Only 12.7% disagreed to the albosmetioned item.

62.2% of the total respondents claimed that thegeyto availability of Information regarding
types of ATM services at personal level. 16.5%7%).5.8% and 4.8% lied on neutral, disagree,
strongly agree and strongly disagree respectivefys shows that information is available at

personal level regarding types of UB’s ATM services

Neutral respondents covered 59.8% of the total ssmpegard to specific individual needs are
understood while 21.3% and 4.8% agreed to the nmisiThe remaining total went to negative

perception by the sample respondents.

The constructthe bank gives you individual attention in regacd ATM service, had been
positively perceived by 59.5% agree and 6.2% styoagree where as 12.7% disagreed and
5.2% strongly disagreed with the item. Neutral oggfents of the total sample accounted for
16.5%.
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Table 4.15 Convenience dimension items

Frequency] Percent| Valid [ Cumulative
Percen Percent
ATMs of United Bank S.C are conveniently located
Strongly Disagree 13 4.5 4.5 4.5
Disagree 31 10.7( 10.7 15.1
_, heutral 52 179 179 33.0
Valid
Agree 168 57.7f 57.7 90.7
Strongly Agree 27 9.3 9.3 100.0
Total 291 100.0| 100.0
ATM banking transaction is easy to use
Strongly Disagree 11 3.8 3.8 3.8
Disagree 15 5.2 5.2 8.9
Valid neutral 25 8.6 8.6 175
Agree 83 28.5| 285 46.0
Strongly Agree 157 54.0f 54.0 100.0}
Total 291 100.0| 100.0
There is no queue while using ATM services
Strongly Disagree 10 3.4 3.4 3.4
Disagree 20 6.9 6.9 10.3
Valid neutral 33 11.3 11.3 21.6
Agree 203 69.8| 69.8 91.4
Strongly Agree 25 8.6 8.6 100.0}
Total 291 100.0| 100.0
ATM services save time as compared to conventionainking
Strongly Disagree 13 4.5 4.5 4.5
Disagree 13 4.5 4.5 8.9
Valid neutral 20 6.9 6.9 15.8
Agree 57 19.6/ 19.6 354
Strongly Agree 188 64.6) 64.6 100.0{
Total 291 100.0| 100.0

Source:Own Survey, 2014

53



Many of the respondents agreed upon the itaiiyis of United Bank S.C are conveniently
located (57.7%), while 17.9% became abstain frorkimgadecision. The remaining number of
respondents disagreed (10.7%) strongly agreed {9&% strongly disagreed (4.5%). This
depicts that more than 50% of the ATMs are convetydocated.

54% of the total sample strongly agreed that ATMMUKiag transaction is easy to use, 28.5%
agreed and the remaining respondents fall on eliberg neutral or perceived negatively. This
result agrees with many research findings.

Only 21.6% of the total sample responded eithetrakar negative whereas more than 78% of
the respondents agreed positively to the item tlsen® queue while using ATM services as can

be seen from the table. This may be due to effayieri ATM service.

From the findings of many researches in the fialtivi banking saves more time than traditional
banking. The above table also depicts that 64.6%hefrespondents strongly agreed to the
construct ATM services save time as compared tovextional banking and only 8.9%

perceived negatively.
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Table 4.16 Security dimension items

Frequency

Percent

Valid
Percent

Cumulative
Percent

| perceive that United Bank’s information are secued and that nobody
can access my accounts

Strongly Disagree 16 55 5.5 5.5
Disagree 24 8.2 8.2 13.7
_, heutral 36 12.4 12.4 26.1
Valid
Agree 176 60.5 60.5 86.6
Strongly Agree 39 134 134 100.0
Total 291 100.0 100.0
I have freedom from danger, risk and doubt about seurity
Strongly Disagree 18 6.2 6.2 6.2
Disagree 24 8.2 8.2 14.4
Valid neutral 36 12.4 12.4 26.8
Agree 186 63.9 63.9 90.7
Strongly Agree 27 9.3 9.3 100.0}
Total 291 100.0 100.0
| believe that United Bank’s infrastructure is reliable in correcting
lerroneous transactions
Strongly Disagree 14 4.8 4.8 4.8
Disagree 26 8.9 8.9 13.7
Valid neutral 46 15.8 15.8 29.6
Agree 184 63.2 63.2 92.8
Strongly Agree 21 7.2 7.2 100.0]
Total 291 100.0 100.0
United Bank S.C. compensate for any losses due tecsirity reason or
infringements related to its ATM banking services
Strongly Disagree 11 3.8 3.8 3.8
Disagree 10 3.4 3.4 7.2
Valid neutral 198 68.0 68.0 75.3
Agree 54 18.6 18.6 93.8
Strongly Agree 18 6.2 6.2 100.0]
Total 291 100.0 100.0

Source:Own Survey, 2014
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More than 73% of the sample respondents perceivedtém about their perception towards
United Bank’s information security and that nobathn access accounts positively where as
12.4% were neutral and 13.7% perceived negatividlis showed that information is secured in
United Bank ATM service.

The above table depicts that respondents are fome danger, risk and doubt regarding ATM
transactions. Only 14.4% perceived that they ddemltsecured in time of using ATM service.

More number of agreement is reached by sample melgmis of United Bank ATM users in
regard to a correcting transactions errors as Iperabove table (63.2% agree, 15.8% neutral,
8.9% disagree, 7.2% strongly agree and 4.8% styafigagree).

As many respondents as 68% could not ascertairitbdiank compensate for any losses related
to its ATM banking. Only 24.8% of the sample agredxut the compensation. This might be

due to less scene of such an event regarding ladsn&ingements respondents faced in their

ATM banking.
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Table 4.17 Accessibility dimension items

Frequency

Percent

Valid
Percent

Cumulative
Percent

ATM services provided by United Bank S.C. allow eas access {(
transaction data both recent and historical

Strongly DisagreJ 19 6.5 6.5 6.5
Disagree 38 13.1 13.1 19.6
_, heutral 40 13.7 13.7 33.3
Valid
Agree 182 62.5 62.5 95.9
Strongly Agree 12 4.1 4.1 100.0
Total 291 100.0 100.0

There are sufficient number of ATM at a reasonablalistance to access
financial transaction in time of need

Strongly Disagreel 13 4.5 4.5 4.5
Disagree 95 32.6 32.6 37.1
Valid neutral 70 24.1 24.1 61.2
Agree 97 33.3 33.3 94.5
Strongly Agree 16 5.5 5.5 100.0{
Total 291 100.0 100.0
Customers can access ATM services at anytime andyamhere
Strongly Disagreq 20 6.9 6.9 6.9
Disagree 55 18.9 18.9 25.8
Valid neutral 29 10.0 10.0 35.7
Agree 175 60.1 60.1 95.9
Strongly Agree 12 4.1 4.1 100.0}
Total 291 100.0 100.0
|Customers have access to provide service feedback
Strongly DisagreJ 13 4.5 4.5 4.5
Disagree 28 9.6 9.6 14.1
Valid neutral 169 58.1 58.1 72.2
Agree 65 22.3 22.3 94.5
Strongly Agree 16 5.5 5.5 100.0{
Total 291 100.0 100.0

Source:Own Survey, 2014
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Of the total sample 62.5% agreed, 13.7% neutral,%3lisagreed, 6.5% strongly disagreed, and
the rest strongly agreed about provision of ATMvE®ES’ easy access to transaction data both
recent and historical. The table revels that maspondents are happy for having access to
recent and historical transaction data of their Alliked accounts.

61.2% of the sample lied on either neutral or disagegarding sufficient number of ATMs at a
reasonable distance which implies that United Bdwds not have as many numbers of ATMs as

it should have been to enable its customers tosadbeir transactions anywhere they need.
More than 60% of respondents claimed that theyeagte the item-Customers can access ATM
services at anytime and anywhere while 35.7% weugral and disagreed.

Respondents were not sure about access to praetidieess feedback (58.1%) only 22.3% agreed
to the construct while more than 14% were unhappyutilack of access to provide service
feedback. This might be due to lack of informatadrout providing feedback to the Bank.
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Table 4.18 Speed dimension items

Frequency Percen{ Valid Cumulative
Percent Percent
Cash is dispensed from ATM promptly
Strongly Disagree 17 5.8 5.8 5.8
Disagree 27 9.3 9.3 15.1
. neutral 26 8.9 8.9 24.1
Valid
Agree 201 69.1 69.1 93.1
Strongly Agree 20 6.9 6.9 100.0
Total 291 100.0 100.0
Transaction is efficient/no waiting time
Strongly Disagree 15 5.2 5.2 5.2
Disagree 31 10.7 10.7 15.8
Valid neutral 31 10.7 10.7 26.5
Agree 83 28.5 28.5 55.0
Strongly Agree 131 45.0 45.0 100.0{
Total 291 100.0 100.0
Response speed to complaint is satisfactory
Strongly Disagree 9 3.1 3.1 3.1
Disagree 67 23.0 23.0 26.1
Valid neutral 87 29.9 29.9 56.0
Agree 101 34.7 34.7 90.7
Strongly Agree 27 9.3 9.3 100.0}
Total 291 100.0 100.0
Speed of card delivery after using ATM service is @jck
Strongly Disagree 14 4.8 4.8 4.8
Disagree 23 7.9 7.9 12.7
Valid neutral 32 11.0 11.0 23.7
Agree 201 69.1 69.1 92.8
Strongly Agree 21 7.2 7.2 100.0}
Total 291 100.0 100.0

Source:Own Survey, 2014
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Respondents positively perceived that cash dispensa prompt from the ATMs (76%) the rest
24% were either neutral or negative towards tleimitThe above table shows United Bank ATM
users are delighted about the prompt service delivio them.

45% of the total sample strongly agreed with thiciehcy of ATM banking together with
28.5% agreed while only 15.8% disagreed. The baokld consider the neutral respondents in
order to bring them to a happy situation regardragsaction efficiency during customers ATM

usage.

Many respondents were neutral and perceived negdgtiowards speed of complaint response
by the bank (56%). Only 34.7% agreed to the fagplyref the bank to their complaint. The
remaining covered strongly agreed sample resposad@rd%)

More than 76% of the sample respondents were happut the speed of card delivery after
using ATM service (69.1% agree, 7.2% strongly agrEgen though many of the respondents
are satisfied about the prompt service, the Baokilshconsider the rest of the sample responses.

Overall Customer Satisfaction

Table 4.19 | am satisfied with the overall ATM serice of United Bank S.C.

Frequency Percent Valid Cumulative
Percent Percent
Strongly Disagree 14 4.8 4.8 4.8
Disagree 20 6.9 6.9 11.7
. neutral 32 11.0 11.0 22.7
Valid

Agree 203 69.8 69.8 92.4
Strongly Agree 22 7.6 7.6 100.0

Total 291 100.0 100.0

The overall satisfaction of ATM customers table idepthat 69.8% of the total respondents
agreed that they are satisfied with the overalviser 7.6% strongly satisfied, 11% were
indifferent, 6.9% have moderate disagreement, as@nificant number of respondents (4.8%)

are strongly dissatisfied with the ATM service loé tbank.
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4.1.2.2. Reliability Analysis

The Cronbach’s alpha reliability test has been usedlentify the validity of items used in
survey. According to Hendrickson et al (1993) and@vaw and Wong (1996) the alpha of a
scale should be greater than .700 for items todeel tlogether as a scale. Therefore minimum
0.700 coefficient alpha values accepted to finalimeitem validity. As shown in Table 4.20 all

dimensions have appropriate reliability.

Table 4.20 Reliability Statistics for respective Dhensions

Dimensions in the | Cronbach's| Cronbach's Alpha] Number
Questionnaire Alpha Based on of Items
Standardized Iltems
Tangibility 0.734 0.737 4
Reliability 0.819 0.819 4
Responsiveness 0.815 0.815 4
Assurance 0.780 0.782 4
Empathy 0.804 0.803 4
Convenience 0.779 0.781 4
Security 0.818 0.812 4
Accessibility 0.765 0.763 4
Speed 0.780 0.784 4

Source:Own Survey, 2014

The reliability statistics for respective dimensomdicates high overall internal consistency
among the four items representing each dimensiodetiding which item to retain or delete, the
0.33 criterion can be used (an item-total corretatf 0.33 indicates that approximately 10% of
the variance in the scale is accounted for by iteat). Based on this criterion, all four items in

each dimension are retained.
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Examination of theCorrelation Matrix (see Table 4.21) reveals correlations among the nin

variables.

4.1.2.3. Correlations Analysis

Table 4.21 Correlations

Reliabi | Responsi| Assura | Emp | CONVe | Securi | Acces
lity veness | nce athy | nience| ty sibility Overalll
Tangibility | dimens | dimensio| dimens | dimen | dimen | dimens | dimens | Speed Customer
dimension ion n ion sion sion ion ion dimension | Satisfaction

Tangibility Pearson 1| 257 | 279" | 326 | 29| 3587 | 355" | 160" 387" 450"
dimension Correlation

Sig. (2-tailed) .000 .00 .000 .000 .0p0 .qoo 6.00 .000 .000
Reliability Pearson 257" 1| ass | 216 | 25| 206 | m27 | 258 | 202 203"
dimension Correlation

Sig. (2-tailed) .000 .002 .00d .00 .000 .000 .00 .go1 .000
Responsiveness Pearson 270" | 183 1| 263 | 31| 369 | 208 | 24 291" 318"
dimension Correlation

Sig. (2-tailed) .000 .002 .00d .000 .000 .000 .0p0 .qoo .000
Assurance Pearson 326" | 216" | 263 1] 239 | 239" | 207" | 188" 347" 309"
dimension Correlation

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .0p1 .goo .000
Empathy Pearson 201" | 258" | 314" | 239" 1| 476 | 206" | 284" 437" 487"
dimension Correlation

Sig. (2-tailed) .000 .000 .000 .00 .000 .000 .0p0 .qoo .000
Convenience | Pearson 355" | 206" | 368" | 239" | 470 1| 381 | 367 | 481 530"
dimension Correlation

Sig. (2-tailed) .000 .000 .000 .00 .00Dp .000 .0p0 .00 .000
Security Pearson 358" | 327° | 208 | 209" | 266 | 3gr” 1| .39% 335" 373"
dimension Correlation

Sig. (2-tailed) .000 .000 .000 .00 .00 .0Q0 .00 .qoo .000
Accessibility | Pearson 160" | 258" | 249" | 188 | 284 | z67 | 203 1| 239 252"
dimension Correlation

Sig. (2-tailed) .006 .000 .000 .001 .00Dp .000 .000 .00 .000
Speed Pearson 387 | 202 | 201 | 34z | 432 | asr | 3s% | 2ag 1 461"
dimension Correlation

Sig. (2-tailed) .000 .001 .000 .00 .00Dp .000 .000 .000 .000
Overall Pearson asd’ | 203 | a1 | s09 | 48T | sag | s73 | 252 | aer 1
Customer Correlation
Satisfaction Sig. (2-tailed) .000 .000 .000 .000 .00 .0Q0 .000 .0oo .000

**_Correlation is significant at the 0.01 leveH@iled). N=291

Source Own Survey, 2014
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Table 4.22 KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling .862
Adequacy.

Approx. Chi-Square | 4133.278
df 630
Sig. .000

Source:Own Survey, 2014

Bartlett's Test of
Sphericity

The Bartlett's test of sphericity can be used to test for the adequacy of the ctioelanatrix,

i.e., the correlation matrix has significant coatelns among at least some of the variables.
Bartlett’s test of sphericity tests the assumptiwat the correlation matrix is an identity matrix,
that is, all the diagonal terms are 1 and all adigdnal terms are 0. In the present analysis, the
Bartlett’s test of sphericity yielded a value 0f381278 and an associated level of significance
smaller than 0.001. As can be seen from the abale,t all the variables are positively
correlated. Thus, the hypothesis that the cormatatrix is an identity matrix is rejected so that
variables are highly correlated to proceed theofa@halysis. According to Nancy L. et al. (2005)
the KMO (Kaiser-Meyer-Olkin) Measure the samplirtiequacy and found to be 0.862 which is
higher than the minimum standard 0.7 designatict) é@anension has enough items.
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Table 4.23 Rotated Component Matrik

Component

1 2 3 4 5 6 7 8 9
Reliabilityl .822
Reliability 4 .799
Reliability 3 791
Reliability 2 .696
Responsiveness?2 .801
Responsiveness 3 .798
Responsiveness 1 .738
Responsiveness 4 724
Empathy 4 770
Empathy 2 767
Empathy 1 711
Empathy 3 .693
Security 2 .836
Security 3 .806
Security 1 795
Security 4 458
Speedl 754
Speed 2 751
Speed 4 .708
Speed 3 .620
Assurancel .828
Assurance 4 773
Assurance 2 .695
Assurance 3 .664
Convenience?2 .738
Convenience 4 .708
Convenience 3 .707
Convenience 1 573
Accessibility3 .784
Accessibility 2 753
Accessibility 1 .695
Accessibility 4 .664
Tangibility4 .75]
Tangibility 2 734
Tangibility 3 .664
Tangibility 1 .349 .620

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalizatidn
a. Rotation converged in 7 iterations.

The variables represent items of each dimensidhdrself-administered questionnaire with the

first letters in the acronyms corresponding to dattier of the items.
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Examination of the factor loadings presented in Wagimax Rotated Component Matrix
(Table 4.23) shows that thirty five of the thirtix yariables loaded highly on the nine factors
representing the nine dimensions. One variable,gibdityl (Appearance of the ATM is
attractive), cross-loaded significantly across &adt and Factor 9. According to one of the
general conventions (Examine the wording of thes#floaded variables, and based on their face-
validity, assign them to the factors that they amest conceptually/logically representative of
(Robert, H., 2006)the researcher was highly convinced that the desded variable appears to
be more conceptually relevant to Factor 9 (tanigybdimension) than to Factor 7 (convenience
dimension). In summary, it can be concluded thetiofaanalysis has identified nine factors from
the list of thirty six variables. In the main, tlee®ctors are represented by the specific statament

written to reflect the nine dimensions.
4.1.2.4. Standard Multiple Regressions Analysis

Multiple regressions is a statistical techniqueotigh which one can analyze the relationship
between a dependent or criterion variable and afsetlependent or predictor variables.

Multiple steps have been undertaken to come up thiéhbest fit prediction equation where
tangibility, reliability, responsiveness, assurgnesmpathy, convenience, security, accessibility,
and speed dimensions are the independent variablkéshe overall respondents’ satisfaction
with the Bank's ATM service is the dependent vdegalAll possible relevant steps such as
correlation among predictor variables, factor asiglyand multicollinearity diagnosis were

properly done to carry on analyzing multiple regress.
4.1.2.4.1.l1dentifying Multicollinearity

Multicollinearity refers to the situation in whidhe independent/predictor variables are highly
correlated. When independent variables are mulithealr, there is “overlap” or sharing of

predictive power. This may lead to the paradoxatédct, whereby the regression model fits the
data well, but none of the predictor variables &agnificant impact in predicting the dependent

variable.
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For this research, both the “tolerance” values ggre than 0.10) and the “VIF” (Varience
Inflation Factor) values (less than 10) are alltej@cceptable (se@oefficientstable) and also
there is no high correlation (r> 0.9) among theep®hdent variables. Thus, multicollinearity
does not seem to be a problem for this study @ivest tolerance is 0.595 and the highest VIF is
1.68).

Table 4.24 Coefficient’

95.0%
Unstandardized Standardized Confidence Collinearity
Coefficients Coefficients Interval for B Statistics
Std. Lower | Upper
Model B Error Beta t Sig. | Bound | Bound | Tolerance VIF
1 (Constant) - 4
-458| .300 1s0g| -128| -1.050 133
tangibility 214| .061 184 3.529  .000 094  .383 729  1B72
dimension
reliability 082| 050 08d 1642 102 -016  .1BO 830  1.po4
dimension
Responsivenespg L
dimension .044| .055 040 .801 424  -065  .153 795  1.p58
ﬁ.ssurar.‘ce .066| .059 058 1111 .27 -0%1  .183 797 1bs4
Imension
S.mpathy 265| .068 209 3.896 .000 131 .309 688  1.j54
Imension
dC.O”"e”.'ence 286| .067 248 4271 .040 154 418 895  1.580
Imension
S.e"””“.’ 096| .065 080 1.485 .139 -031 .2p4 686 1.j57
Imension
dA.Ccess!b"'ty -032| 061 021 -526 599  -181  .0B7 758 1519
Imension
j.peed. 128| .062 114 2.054 .041 005 250 844  1p54
Imension
a. Dependent Variable: Overall Customer Satisfactio
Source Own Survey, 2014
Table 4.25 ANOVA?
Model Sum of df Mean F Sig.
Squares Square
Regression 102.475 9 11.386 24.910 .00Q
1 Residual 128.440 281 457
Total 230.914 290

a. Dependent Variable: Overall Customer Satisfactio
b. Predictors: (Constant), Speed dimension, réifaliimension, Responsiveness dimension,
Accessibility dimension, Assurance dimension, thiligy dimension, Empathy dimension, Security

dimension, Convenience dimension
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4.1.2.4.2.Evaluating the Strength of Prediction Equation

In this study, the results from the study are pres®in theANOVA table (see Table 4.25). The

F value serves to test how well the regression in@dedel 1) fits the data. If the probability
associated with the F statistics is small, the bypsis that R-square = O is rejected. For this
study, the computed F statistic is 24.910, wittbbeerved significance level of P<0.001. Thus,
the assumption that there is no linear relationdleippveen the predictors and dependent variable
is rejected and that the independent variablesifsigntly predicts overall satisfaction. This
shows the regression equation is strong enougkptiaia the relationship between the dependent

and independent variables.

4.1.2.4.3. Evaluating the Regression Model

Table 4.26 Model Summary

Change Statistics

Adjusted| Std. Error R
R R of the | Square F Sig. F
Model| R | Square Square | Estimate | Change| Change| dfl df2 | Change|
1 .666' 444 426 .67608 444 24910 9| 281 .000

a. Predictors: (Constant), Speed dimension, réiliakiimension, Responsiveness dimension, Accedgiblimension,
Assurance dimension, tangibility dimension, Empatimension, Security dimension, Convenience dinmsi
b. Dependent Variable: Overall Customer Satisfactio

The R square value tells how much of the variandbe dependent variable (overall satisfaction
with the ATM service) is explained by the model {gfhincludes the nine variables stated

above). The model explains 44.4% of the variandbendependent variable. From the KMO and
Bartlett test, the sample is adequate enough tiatiridependent variables can explain the
dependent variable. The smaller the sample theddhg R square (over estimation of R square)
but the researcher has taken as many samples siblpad® make the dependent-independent
relationship better explained. The ANOVA table atdearly depicts the statistical significance

of the model explaining the dependent variable.

4.1.2.4.4. |dentifying Independent Relationships

Once it has been established that multicollineasityot a problem, multiple regression can be
used to assess the relative contribution (indepgnddationship) of each predictor variable.

Since all the variables are measured on the sareepbint scale, it is possible to make Beta
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values (see coefficient table) as a basis for comgahe variables’ (the nine dimensions)

independent relationship with the dependent vagié®lerall customer satisfaction).

The size of the Beta weights indicates the streofttmeir independent relationships. From the
coefficients table it can be seen that conveniafiogension has the highest Beta (B=0.246,
t=4.271, p<0.001), empathy dimension has the sehaitest Beta coefficient of 0.209(t= 3.896
p<0.001), tangibility is ranked third (B=0.184, t539, p< 0.001), speed dimension (B=0.114,
t=2.054, p<0.05). The direction of the coefficierdtso shed light on the nature of the
relationshipsThe positive coefficient associated with the foariables show that the more the
respondents interpreted the overall satisfactiobeasg due to the stated variables. The other
dimensions do have significant p> 0.05 so that thaye less relationship with the dependent

variable (overall customer satisfaction).

Therefore, from the coefficients table and theteslgpreconditions for regression analysis, the
regression equation for the overall customer satigdn is
Y=-0.458+0.286C+0.265E+0.214T+0.1288here Y= Overall customer satisfaction -0.458=B,

C=convenience dimension, E=zempathy dimension, Tg#éity dimension, S=speed dimension

4.2. Discussion

This section explains the relationship betweeniserguality dimensions with overall customer
satisfaction using graphs and tables. The 291 esddla obtained from the self administered
guestionnaire has been analyzed through SPSS né%i6 and various outputs were interpreted
in the results section. The discussion part is malevoted to provide detail explanation about

the association among the dimensions, servicetguald customer satisfaction.

Table 4.27 Descriptive Statistics
Std.
Mean Deviation N
Convenience dimension 3.9725 .76800| 291
Tangibility dimension 3.6967 .87429| 291
Speed dimension 3.6237 .80593| 291
Empathy dimension 3.3608 73924| 291

Source:Own Survey, 2014
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Descriptive statistics (Table No.4.27) shows thaamof perception relating to various service
guality aspects is ranging between 2.88 to 3.97er@V perception indicates that customers’
perception regarding convenience, tangibility, ethpaand speed are higher than other

dimensions of ATM service.

4.2.1. Normality of Regression Model

Normal P-P Plot of Regression Standardized Residual

Dependent Variable: Overall Customer Satisfaction
1.0

o
o
!

Expected Cum Prob

0.0 T T T T
oo 02 04 o6 os 1.0

Observed Cum Prob

Figure 4.2 Normality of Regression Model

Even though the regression line depicted in thevalfigure is inflated in the lower left side it is
a sign of linear relationship between service dquatiimensions and customer satisfaction

considering the partial regression plots discusszd under.
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4.2.2. Graphical presentation of the significant seice quality dimensions versus
customer satisfaction

4.2.2.1. Convenience dimension versus customer sédiction

Partial Regression Plot

Dependent Variable: Overall Customer Satisfaction
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Figure 4.3 Convenience Regression Plot

From the correlation coefficient table we can seat tconvenience dimension is positively
correlated with overall customer satisfaction (B3), which shows that the larger the
convenience the larger the overall customer satisfa Regression is another test for this
relationship with the highest B=0.246(t=4.271, ®€1). The plot also confirms the higher
independent explaining power of the service qualitpension against the dependent variable

customer satisfaction.
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4.2.2.2. Empathy dimension versus customer satistamm

Partial Regression Plot

Dependent Variable: Overall Customer Satisfaction
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Empathy dimension

Figure 4.4 Empathy Regression Plot

The second most significant predictor is empathyise quality dimension with a Beta value of
0.209 (t=3.896, p<0.001) and r=0.487. From theasgjon coefficient beta we can deduce that
this dimension strongly explains the dependentakdei next to convenience dimension. The
positive beta value indicates the higher explainpayver of the dimension on the overall
customer satisfaction. This also verifies the pasitelationship between service quality and

customer satisfaction.
4.2.2.3. Tangibility dimension versus customer satiaction

Partial Regression Plot
Dependent Variable: Overall Customer Satisfaction
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Figure 4.5 Tangibility Regression Plot
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This dimension is positively correlated with cuseynsatisfaction (correlation coefficient,
r=0.45); such that as tangibility increases, sosdmeerall satisfaction .It also has Beta value of
0.184 (t=3.529, p<0.001) which indicates the dinmms independent relationship with
dependent variable. As can be seen from the paréigiession plot, there was a high
concentration of respondents’ reply for each iteintlee dimension against the overall
satisfaction. Tangibility is the third most importavariable to explain overall customer

satisfaction.

4.2.2.4. Speed dimension versus customer satisfacti

This dimension is one of the influential factors g service quality dimensions in
technological banking services such as ATM, mobé#eking and internet banking. According to
the results in this study (see fig.4.7) speed s ainthe most essential determinants of customer
satisfaction. The correlation and regression coieffits (r=0.461, B=0.114(t=2.054, p<0.05))
depict that service quality and customer satisbactare significantly related through speed

dimension.
Partial Regression Plot
Dependent Variable: Overall Customer Satisfaction
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Figure 4.6 Speed Regression Plot
Source:Own Survey, 2014
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4.2.3. Relationship between Service Quality and Ctemner Satisfaction

Komal and Singh, (2009); Mobarek (2007) and Dilgeret al., (2009) mentioned that service
quality has significant relationship with overalistomers’ satisfaction in ATM service. The
present research also proves that all the nine rdimes of service quality are positively
correlated with customer satisfaction (see coinaatable). However, further analysis of the
data conveys the result that only four dimensiores significant enough to establish high
relationship between service quality and customagéisfaction in ATM service of United Bank
S.C. (see coefficient table). Convenience, empatipeed and tangibility service quality
dimensions are found to be the most significantofacthat affect customers’ satisfaction in
ATM service of United Bank S.C. In the order of tdamensions’ correlation coefficient,
convenience stands first empathy second speedahddangibility was ranked fourth. Whereas
the regression coefficient places tangibility onrdhplace and speed fourth due to higher
significance coefficient p of tangibility dimensitiman speed (see coefficient table).

From the regression equation Y= -0.458+0.286C+E265214T+0.128S the four dimensions
represent ATM service quality, such that the equmatcan be rearranged to explain the
relationship between service quality and custoragsfaction.

Y=-0.458+ 0.893X; where Y= overall customer saiision and X= overall service quality
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CHAPTER FIVE
CONCLUSION AND RECOMMENDATIONS

5.1. Summary of Findings

United Bank ATM banking is a recent product deleckto its more than 27,000 customers since
2012 by using 37 ATMs located at different partstted country. This research examines the
important ATM service quality dimensions which affecustomer satisfaction via service
quality. A cross-sectional survey method was emgdognd primary data was collected using
self-administered questionnaires from a sample78fiBdividual customers of United Bank. The
study has been done through applying primary dadeamalyzed all the way through descriptive
and inferential statistics to come up with enhancegllt. The descriptive statistics produces
magnificent results using frequencies, means anckptages of both demographic variables and
survey questions. Male saving account holders atatie of 31-40 who earn 5001-10000 per
month were found to be prominent users of ATM bagkof United Bank S.C. A number of
these individuals are first degree Holders andAiBE! service 4-8 times per month usually at
night (12:01-6:00 local time). Mean of each dimenswas analyzed and found to be ranging
between 2.88 to 3.97.

The researcher identified nine dimensions fromteelditeratures and through discussion with
concerned academicians and practitioners in the dieATM banking and customer satisfaction.
Reliability test was done before proceeding furthealysis of elements of inferential statistics
and found to meet much higher than the requiredmqmim standard. The correlation, factor
analysis and regression results of the data asatgseal that among the nine identified service
quality dimensions four of them were found to beyvenportant factors of ATM service in
United Bank S.C.. These factors are convenienceaty, tangibility and speed in that order of
their significance. Convenience dimension stands fimong the other factors and this is in
agreement with the finding of Sabita P. (2013) wdmommended the application of her research
findings to Ethiopian banks.
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5.2. Conclusion

It is well known that all banks in Ethiopia are qoeting head-to head in order to win the heart
and minds of bank customers. ATM service is ontheftools used for strategic battling against
one another in the banking industry. United Barkoae of the competing banks, has started
ATM banking to reach its customers beyond time apdce limitation. As a new entrant in
introducing the ATM service the Bank is performimgderately well in regard to satisfaction of

ATM service customers.

Among the nine service quality dimensions only fawe found to be the most important
dimensions for overall customer satisfaction. Respeness, reliability, and security
dimensions are not significant enough to have gexplaining power on overall customers’
satisfaction. The researcher concludes that UnBadk has not yet been achieving these
determinants as essential ones due to:

» new entry of the bank in ATM banking

» less familiarity of respondents in their ATM usageroperly measure the items in each

dimension
» low experience of the concerned staffs
» low infrastructure related to the service

» absence of important feedback from customers

The above points are among the few that deterbahk from accomplishing what it is supposed

to do.

Another important dimension that the bank failsneet is accessibility which consists of
significant items that determine level of custosatisfaction. Whenever customers fail to access
their banking needs in time of urgent need, thefgorto leave the Bank once and for all. This
has a major influence on the Bank’s future image raputation.

The study answered basic research questions rhiséide researcher and meet the general as
well as the specific objectives of the researcle pbsitive correlation between each dimension

and customer satisfaction indicates that the Bamloing moderately good in its ATM banking.
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So it is vital to take proper measure by the bahk&agement in order to take in other service
guality dimensions as determinants of its custosagéisfaction to stand in the leadership position

in today’s lucrative ATM banking business.

5.3. Recommendations

Assessing all the important e-service quality digiens in this study reveals that all identified
factors are positively correlated with overall aumser satisfaction. However, the regression
analysis designates that only four dimensions reddgtermine United bank’'s ATM service

quality which in turn influences overall customatisfaction. Other important dimensions such
as reliability, security and accessibility have ipes beta weights at the lowest significant
coefficient. Such that, the bank should endeavonéet high level customers positive perception
towards these vital service quality dimensions siadly its operation in Addis Ababa. The

Bank’s management should also encourage femalagntwand special saving account holders
and those customers who monthly earn below 3,00s60ATM banking through advertising

and other promotional techniques. Reliability andessibility earn the least positive correlation

as well as insignificantly regressed with custossdisfaction.

The Researcher, therefore, recommends Managemérd bank:
v’ to utilize all the necessary human and materiaueses towards achieving high level of
ATM service quality to satisfy its customers.
v’ to take every proper action throughout the entirganization to focus on increasing
ATM service quality

<

to deliver the ATM service as promised

<

to locate as many number of ATMs as possible ate&oent premises

v To implement better security devices in order tegkés customers protected from any

kind of risk or danger

v’ To promote intensively about its ATM banking seesc

Therefore, United Bank should always strive to emghat its customers who are using ATM
service in Addis Ababa are very satisfied. Custosagisfaction is potentially one of the most

powerful weapons that the Bank can employ in ghtfito gain a strategic advantage and survive
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in today’s ever-increasing technology based cortipetenvironment. Moreover, the Bank needs

to develop techno focused strategies that enhaaisagtion of its customers.

5.4. Further Area of Study and practical implications

The present study mainly focuses on customers whoegidents in Addis Ababa from selected
ATM premises. The sampling coverage might reprbssgeneralizability of the study so that
other such studies can extend to a better compseleerstudy that incorporates regional
customers outside Addis Ababa. The focus of thdystuas only on ATM banking rather other

similar studies can be undertaken to include othleanking services.

UB has started doing ATM banking business togethign other Banks through forming an
integrated firm called Premium Switch solution (PS®hereas the findings of the present
research only represents ATM service of UB the ¢as&ddis Ababa without considering the
impact of other Banks’(NIB and AIB) ATM service dB customers’ satisfaction. Therefore,
the Researcher believes that other all-inclusivdysheeds to be undertaken in this area to come

up with superior results.

Cost—benefit analysis should be done through the fwarketing mixes by Top management of
the Bank in order to capitalize this Bank producetl @mploy it as a strategic weapon against
competitors. Promotion should be made in orderréate awareness on non-ATM users, the
purchase price of ATMs is a material expense, th#&As used as channel/mini-branch, and the
ATM service is a product. Promotion and purchaseepare costs whereas ATM as a channel

and as a product is a benefit to the Bank.

Since adequate sample was taken to enhance tharBl@sereliability, Management of United
Bank S.C. will be benefited from the result of gtady to meet the ever increasing demand of

customers’ expectation.
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APPENDIX I

ADDIS ABABA UNIVERSITY SCHOOL OF COMMERCE
MASTERS IN MARKETING MANAGEMENT
Questionnaire on
Assessment of Factors Affecting Customers’ Satisfaon in ATM Service
(To be filled by Addis Ababa Residents who are mhiBank ATM card Holders)

Dear Respondent;

The purpose of this questionnaire is to collecadatr the study on Assessment of
Factors Affecting Customers’ Satisfaction in ATM Sevice-The Case of United bank
S.C in Addis Ababa” to be used for partial fulfillment of the requirembidor MA in
Marketing Management. Kindly devote some of youecmus time and fill up the
enclosed set of questionnaires to the best of kpawledge. Please be assured that your
responses; will be kept strictly confidential, wilbt be transferred to any third party and
will be used for the stated purpose only. The netea sincerely requests you to answer
each and every question carefully so that youraesgs will be valuable input for the
findings to meet the purpose of the study beingeuiagten.
Please contact me @911-150460/getyonathan@gmail.céon any query regarding this
guestionnaire.
General Instruction:

» There is no need of writing your name

> Please put (') Mark to indicate your preference
Thank you for your valuable response and timely caperation

1. General Information
a.Gender

Male |:| Female |:|

b. Age
18 - 25 years |:| 41 -50 year:]:l
26 - 30 years |:| 51-60 year:i:|

31 — 40 years |:| Above 60 yearl:|

c. Education

High school |:| Degree I:I
Diploma |:| Master’s Degre|:|

Other (please specify)

d. Profession

Employee I:I Retired I:I

Self-employed I:I Other (please gpec
e. Monthly Income(in birr)

Upt0o1,000 [ ] 5,001-10,00[ |
1,001-3,000 [ | Above 10,00 |
3,001-5000 | |




f. Status of ATM usage
Less than 6 Month|:|

1-2years I:I

6 Months — 1 year Above 2 years|:|
g. How frequently do'you use ATM card per month?

1-3 times I:I 9-12 times I:I
4-8 times I:I Over 12 times I:I

h. Type of your account linked with ATM card

Saving Account |:|
Current Account I:I

Special Saving Accou
I. Your preferable local time to use ATM service

12:00 - 6:00 (morningD 12:01 —6:00 (Night)

6:01 -12:00 (afternoor] |

[ ]

6:01 —11:59(midnight-noonD

2. Survey Questions-The following section contains nine customer $attson

dimensions, please evaluate your experience inmaégaeach item

Tangibles dimension

>8] 3| = >

S.no ltems 251 5| 8| o | 2o
og| ®| 5| 2| o0
S0 2| o o | =5 O
nwoc |0 | 2| << nawo

1. Appearance of the ATM is Attractive

2. Mini statement printing is available

3. The currency note received from ATM is of good dqyal

4. The card design is attractive and easy to hold

Reliability dimension

>0 | 3 >
52| 2|3 IS
= 25|39

S.no ltems e AR 2! 5|8 =4
nwoc |0 | 2| << | nawo

1. ATM service practices involve consistency offpenance and

dependability

2. Cash withdrawal limit from a specific accoungimlay is sufficient
3. ATM banking provides power backup and data recpgystem to
avoid interrupted transactions in case of elegower failure

4, Cash is available in the ATMs at any time

2




Responsiveness dimension

>9 8| = >
S.no ltems 259 £ | g 29
o®| ®| S 2l o9
s0n|l 2 o o S5 O
nwo| Oz < N ®©
1. United Bank makes the effort to understand trstaner’s needs
2. There is quick response and the ability to g#t If there is a problem
or question
3. United Bank provides timely help-desk serviced anline help
facilities for its ATM service customers
4. There is Willingness or readiness of employegqwovide ATM
services (timeliness of service, giving prompi/se)
Assurance dimension
>0 9 >
S.no ltems 25| o S @ 2 o
o®| ®© S 2l o9
S0l 2 0| o 55
no| 0Ol 2| <N
1. Employees of United Bank possess the requirgid skd
knowledge to perform the service
2. There is respect, Politeness, consideratiorfregmtlliness of contact
personnel
3. United Bank S.C provides 24/7 e-based monitoaimd) assistance for
ATM services that need immediate support
4. Employees are always willing to help you
Empathy dimension
>uw 9 )
='0 9 —_ =
S.no ltems == = g @ D
O © S et o9
s0n 2 0| o 55
ngNn | Z2| <N
1. Provision of caring and individualized attenttorcustomers provided
by call-center are available in time of request
2. Information is available regarding types of ABErvices at personal
level
3. Specific individual needs are understood
4, The bank gives you individual attention in reter ATM service
Convenience dimension
Q >
S.no Items 38 % S|l o |24
RN
59 = QO 5D
no 0| Z2 | < |0 a
1. ATMs of United Bank S.C are conveniently located
2. ATM banking transaction is easy to use
3. There is no queue while using ATM services
4, ATM services save time as compared to conveatioanking

3




Security dimension

>80 3| = >
S.no ltems 251 5| 8| o | 2o
og| | 5| 2| o0
S0 2| o o | =5 O
nwo| 0| Z|<|0nc
1. | perceive that United Bank’s information arewsed and that
nobody can access my accounts
2. I have freedom from danger, risk and doubt akeatrity
3. | believe that United Bank’s infrastructure efiable in correcting
erroneous transactions
4, United Bank S.C. compensate for any lossesalgedurity reason ol
infringements related to its ATM bankirgrvices
Accessibility dimension
>0 | 3 >
S.no ltems o5 5| S 2| 2o
o @ g S L o9
S0 2|0 o | 5 O
nwos| 0| Z2|<|0nac
1. ATM services provided by United Bank S.C. alleasy access to
transaction data both recent and historical.
2. There are sufficient number of ATM at a reasonaldéance to access
financial transaction in time of need
3. Customers can access ATM services at anytimeayahere
4, Customers have access to provide service fekdba
Speed dimension
>0 | _ >
S.no ltems DL 5|8 | ¢ | Oy
S B|S|C|5Q
s .9 = @ o | 5 O
nwo| 0| Z| < nac
1. Cash is dispensed from ATM promptly
2. Transaction is efficient/no waiting time
3. Response speed to complaint is satisfactory
4. Speed of card delivery after using ATM serveeguick
Overall Customer Satisfaction
Strongly | Disagree| Neutral | Agree Strongly
1. | am satisfied with the overall ATM disagree agree

service of United Bank S.C.

THANK YOU
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