Addis Ababa Unlver5|ty.
AR RLACT

SEEKWISDOM, ELEVATE YOUR INTELLECT AND SERVE HUMANITY !

ADDIS ABABA UNIVERSITY
SCHOOL OF GRADUATE STUDIES
College of business and economics

Department of management specialisation in quality
management and organisational excellence

The effect of ATM service quality on customer satisfaction the case of
wegagen bank Addis Ababa branches

By: Banteamlak Menweye Bekele
Advisor: Meskerem M. (PhD)

A thesis submitted to Addis Ababa University College of Business and Economics,
Graduate Studies in Partial Fulfilment of the Requirements for the Degree of Master of
Management in Specialization of Quality Management and Organizational Excellence

Addis Ababa, Ethiopia

January, 2023



ADDIS ABABA UNIVERSITY
SCHOOL OF GRADUATE STUDIES

The effect of ATM service quality on customer satisfaction the case of
wegagen bank Addis Ababa branches

Prepared by: Banteamlak Menweye

Approved by the Board of Examiners:

Advisor Signature Date

Examiner Signature Date

Examiner Signature Date



Acknowledgments
First and foremost, | would like to thanks the Almighty God who is the Master Creator of the

Universe for giving me the strength to accomplish this research paper.

| want to express Dr. Meskrem M. (Ph.D.), my advisor, to convey my sincere thanks for her
unwavering support, supervision, advice, and encouragement extended to me during the entire

work of this paper and thus who enabled me to complete this research.

| would also like to extend my heartfelt appreciation to my wife Birtukan Eyasu for her
continuous assistance.
Finally, 1 would like to express my thanks to them who helped me morally and materially in the

successful completion of this study.



Table of Contents

Contents page
F o 10111V (=0 o 1Y £ SRR i
TADIE OF CONTENTS ...t bbb ettt b bt n e e I
LIST OF TADIE......eeee bbbttt v
ST OF FIQUIES ...ttt bt b e s et b bbbt n et e s Vi
List of Acronyms and ADBDIEVIALIONS .........cccviiiiieiiiiic et ans vii
AADSTTACT ...t b et R et b n et are s viii
CHAPTER ONE ...ttt sttt bbb s bt bt e ke st e e e b b e e st e e be e nbe e sbeesbeennbeants 1
INTRODUGCTION ...ttt sttt b ekt b et b bt e bt e bt e sbe e she e shb e ea b e e b e e b e e ab e e et e e ebneenneenbee e 1
1.1, Background Of the STUAY ..........ccoiiiiiiieiiiciee e 1
1.2. Statement Of the ProDIEM ...........ci i 2
1.2, RESEAICH QUESTION ...ttt bbbttt 4
1.3, ODJeCtive OF the STUAY ....ccviiiiiecc ettt s re e be e sreeres 4
1.4.1. GENEIAl ODJECLIVE .....cvieeiieiiciieie sttt b bbbttt ettt b b 4
14.2. SPECITIC ODJECHIVES . veivieieciece ettt sttt s beete e be s reebesbe e e e sreares 4
1.4, Significance OF the STUAY .......ccocviiiiiiieee e 4
1.5, SCOPE OF TNE STUAY ...ttt bbbttt b 5
1.6, Limitation Of the STUAY ..ottt s re e be e sreees 5
1.7.  Organization OF the STUAY ........ccooiiiiiiiieee e 5
1.8. Operational DEfINITIONS.........c.ciiiiiieiiiice ettt be et be e e tesbe e e e sreeres 5
CHAPTER TWO .ttt sttt bttt ettt b bt s bt n e e skt e bt e ke e s b e e e b e e e st e e be e nbeenbeenbeennbeants 7
2. LITERATURE REVIEW. . ..ottt ettt 7
2.1 INEFOTUCTION ...tttk bbb ettt bbb b 7
2.0, 0. SBIVICE. ..ttt R Rttt 7
2.1.2. SEIVICE QUAITLY ...ttt bbb bbbttt bbb 8
2.1.3. Service QUAlity DIMENSIONS. ......c..oiiiieieieieise sttt bbbt b b enes 8
2.1.4. CUSLOMET SALISTACTION ......veiiiiiiiie s 9
2.1.5. Relationship between Service Quality and Customer Satisfaction ..............coceovvvinieninenenene 9
2.1.6. The Distinction between Customer Satisfaction and Service Quality .......c.ccccccevvviviiveiieernnnne, 10



N A = o 14 1o PSS 11

2.1.8. E- SEIVICES QUANITY ..c.vecveiiicie ettt et sr et et a et te e nreanes 11
2.1.9. ATIM SEIVICE QUAITLY ......eiueiiiitiieiiteiee ettt 12

2.2.  Definition and EVOIULION OF ATM ..o 13
2.2.1 History of ATM in EthIOPIA........ooiiiiiecee e 13

2.3, FUNCLION OF ATIM ..ttt 14
2.4.  Factors contributing t0 POOr ATM SEIVICES .....cccveiiiiiiieiieitecie et ste e ste ettt sresre s 14
2.5, CoNCEPLUAL FrAMEWOIK .........oiiiieiieiteiei ettt 15
T o Y/ 01011 1= £ S OSRSPSN 16
CHAPTER THREE ...ttt bt bttt ettt e e sbe et e e be e e sbeenbe e nbe e e 17
3. RESEARCH DESIGN AND METHDOLOGY ..ottt 17
3.1, DeSCription OF STUAY ATBA........ciiiiireieieieiiee sttt bbbttt b et e 17
3.2, RESEAICH DESION....ciiiticii ittt ettt et et sbeere e besae et e te e e e sreetaebenre s 17
3.3, RESEAICN APPIOACK ...ttt 18
3.4, Data type and Jata SOUICTE ........cceiiiireieieieiisie sttt sttt bbbttt sb bbb 18
3.5, population and SAMPIE SIZE .......cceeiviiiiie ettt nre s 18
SAIMPIE SIZE ..ottt bbb Rt 18
T Taa] o] [0 I=Ted 1T [N SR 19

3.6.  Methods Of Data ANAIYSIS. .......cceiiiririeieieiei ittt sb e 19
3.7. Datamodeling and SPECITICAtION...........c.ciiiiiii e e e 19
3.8.  Validity and Reli@biliTy .......ccocouiiiiiiiiiieee e 21
3.9, EthIiCal CONSIABIALION ...ttt 21
CHAPTER FOUR ..ottt ettt sttt et et be e s b e sb e sb b e s st e et e e beenbe e et e e ebeeeraeenbeenbee e 23
4. RESULT AND DISCUSSION ...ttt sttt st s snee et sbe et snne s 23
AL INEFOTUCTION .....ceitieiitc bbb bbb bbbttt b bbb 23
4.2, RESUILS (OULPUL) ...ttt bbbttt bbb 23
4.3.  Demographic characteristics Of reSPONAENLS..........ccueiiiiiii i e 23
4.3.1. SUIVEY QUESTIONS ......evitiitiite ittt b ettt bbbttt ettt ettt 29

S o 1 =] P U o] S AN -1 L] [ RS S 44
4.4.1. Standard Multiple Regressions ANAIYSIS ..........coeiiieiiiiinisesese s 44
4.4.2. Identifying MUlti COIINEAITTY ..........ooieiiiiee e e 45
4.4.3 Evaluating the Regression MOdel ..o s 47

4.5. Normality of Regression IMOGEL............ccuiiiiiiiiiieeee s 48



4.6.  DiSCUSSION OF FINGINGS. ... .iiteiiie ittt sttt esaeere e tesreeneeseeeneeseeenes 54

CHAPTER FIVE ...ttt bt bbb bt bbbt bt bt st s bt ekt e st sbeeb e e benbeeneenbe e 60
5. SUMMARY FINDINGS, CONCLUSION AND RECOMMENDATION........ccoceniiriiiiiiieeiee i 60
5.1 INEFOTUCTION ...ttt b bt 60
5.2, SUMMANY FINGINGS ...t sb b e 60
5.3, CONCIUSTON ...ttt bbb ettt bbb e 60
5.4, RECOMMENUALIONS.......cviiitiiiitiiiiteiit ittt b bbbt b et er e 61
REFERENCES ... .ottt h e bbb a bt e bt e b e e sb et e b et e ab e et e e ebe e sbeesaeesnbeants 63
APPENDIX ..o E R R Rt bRt aR e sRe e e Rr e s b Re e beenrrennne s 68



List of Table

Table 1: customer satisfaction versus service quality...........cccoocvevcverieiiniinnnnnnn, 12
Table 2. Demography of reSpoNdents..........ccccocvviieiie s, 28
Table 3. MoNnthly INCOME .....ooviiiec e 30
Table 4. Status OFf ATM USAQE ......ccoveiiiiiieciee et 30
Table 5. Frequency of ATM Usage per Month..........cccccoveeieniiiiienie e, 31
Table 6. Types of Account Linked with ATM Card.........ccccooeevviivevieviciiecen, 32
Table 7. OCCUPALION ......cciiiieei et 32
Table 8. BASIC FBASON .....ovviueeiiieiesiieiesiee ettt sttt sttt st sne s 33
Table 9. Reliability dimension iteMS .........ccccoveiiiiii e, 33
Table 10. RESPONSIVENESS.......ccueiieiieiiieieesieesee e eieeseeste e e nee et e sreesneeanee e 36
Table 11. EMPAthy .......oooiiiccc e 39
TaDIE 12, ASSUIANCE......ciieiiieieesiie e eie ettt ae et sraesneeanee e 41
Table 13. Tangibility dimension ItemMS..........ccceiiiii e, 44
Table 14. Overall customer satiSfaction ...........cccocvvveeiiieniie s, 47
Table 15. HYpothesSis reSUlL ...........covv i 57



List of Figures

Fig 2.1. conceptual framework ...........

Fig 4.1. Identifying Multi collinearity

List of Figures

Fig 4.2. Normality of Regression MOl .............ccooiiiiiiiiiiecc e

Vi



ANOVA

ATM

CS

E-banking

EBS

E-service quality
E-service

SQ

VIF

List of Acronyms and Abbreviations

Analysis of variance
Automated teller machine
Customer Satisfaction
Electronic banking
Electronic Banking Services
Electronic service quality
Electronic services
Service Quality

Variance inflation factor

Vii



Abstract

The main goal of this study is to assess the effect of ATM service quality on customer satisfaction
in wegagen bank S.C. Addis Ababa branches. To this end, the users’ level of customer
satisfaction and perception of the quality of service being provided by the bank were
investigated. To achieve the objectives of this study, the study adopted descriptive research
methods by obtained data from primary and secondary source. The primary data was collected
through questionnaires from a Sample of 396 ATM customers wegagen bank Addis Ababa branches.
These respondents were selected using convenient sampling method. The data collected from the
questionnaire were analysed using Statistical tools such as through descriptive statistics,
correlation and regression analysis and presented in the form of table, graph and pie chart. The
secondary data were collected from reviewing magazines, different books, official bank manual,
online sources, and other documented materials that provide relevant information to study. The
major problems faced by the customers while using the services includes few number of ATM
terminals in the branch and different business environments, ATM Machine cannot be properly
functioned and cannot provides immediate response to the customers when cash withdraws
without tendering of payments and the ATM card often appears to malfunction in the Banks own
branch’s as well as other Banks ATM Machine which keeps the Bank at disadvantage position
as compared to the other private and government Banks. The collected data were analysed
using descriptive and inferential statistics and presented in the form of table, graph and pie
chart. The descriptive result shows overall customer satisfaction is lower to ATM customers. In
addition, inferential result of this study shows all service quality dimensions have positive
significant relationship except empathy. Regarding the effects, the researcher recommends to
wegagen bank to improvements has to be done on ATM service quality by providing efficient and
sustainable network system, maximizing number of ATMs in convenient areas for service and

considering high progress on service quality dimensions included in this study.
Therefore, this study only focus on the ATM services of wegagen bank S.C. situated in Addis
Ababa branches.

Key words: Service quality, customer satisfaction, ATM service quality
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CHAPTER ONE

INTRODUCTION
1.1.  Background of the study

A service is an act or action performed for the benefit of another person. Throughout history, many
scholars have attempted to define service in various ways. There is no universally agreed-upon
definition of service at this time. They are, nonetheless, well-known service Any intangible act or
performance that one party can provide to another without resulting in ownership of something is
defined as a service. Additionally, Gronroos (2001) defined service as an activity or sequence of
activities of a more or less intangible nature that take place through contacts between customers
and service staff or the service provider's system, and are supplied as solutions to customer
problems. For most countries around the world, services are the largest part of their economies, and
the service sector is growing rapidly. The real reasons for the service sector's growth are increased
urbanization, privatization, and increased demand for intermediate and final consumer services.

The availability of quality services is vital for the wellbeing of the economy (Chillimuntha, (2011).

Customer satisfaction is the expectation of a person that satisfied by the service provided by
another person. Customer satisfaction is critical in determining whether a business will survive or
fail in a competitive market. Therefore, financial institutions are trying to improve their service
quality to satisfy customers and be profitable in the market. And business organizations use
technology to deliver the service easily and to attract customers. Good customer service quality is
the main factor that will determine; in the future whether the business will survive or fail
(Thompson &Bokma 2000). Due to rapid technology change and market competition service
quality becomes an increasingly important issue.

An automated teller machine allows a bank customer to conduct their banking transactions from
almost every other ATM in the world. The developments of technologies have enabled
organizations to provide superior services for customers’ satisfaction (Surjadjaja et al., 2003). The
availability of several ATMs country wide has greatly improved the quality and convenience of
service delivery however, the Study made by Amelowerk (2016) assurance, responsiveness,
empathy and tangibility has significant and positive relationship even though reliability has

positive correlation, there is no significant relationship with customer satisfaction.
1



Similarly, the study made by Simon (2016) except assurance the four service quality dimensions
(tangibility, reliability, responsiveness and empathy) have positive and significant effect on
customer satisfaction. The finding of this study also indicates that customers were most satisfied

with the responsiveness dimensions of E Banking service quality.

Globalization and information technology also bring new threats to domestic business firms:
Because of global communication and management systems, customers now can shop in a
worldwide marketplace, obtaining price and quality information reliably 24 hours a day. In order to
remain competitive edge most companies invest a lot of money in modern ICT infrastructure,
because it has applicable positive effects on banks productivity, banking hall transaction, bank
service delivery (Balachander et al, 2001, Yasuhru 2003).

Even though Ethiopian commercial banks are taking advantage of the technological advancements
and introducing automated teller machines, there was a general outcry from commercial bank of
Ethiopia. And wegagen bank ATMs also introduced at the end of 2008 by signing an agreement
with Technology Associates, a Kenyan based IT firm, for the development of solutions for the
payment of bills and the installation of a network of ATMs (Gardachew, 2010). Despite the fact
that the chosen bank faces a variety of ATM-related challenges and result dissatisfaction among
customers who use ATM banking. But customer satisfaction is an important tool to increase the

productivity of the bank.

Therefore, the goal of this study is to examine the effect of ATM service quality on customer
satisfaction in wegagen bank Addis Ababa branches using reliability, responsiveness, assurance,

tangibility, and empathy as service quality dimensions.

1.2. Statement of the Problem

Although Ethiopia's financial system has advanced significantly since that time, it is still weak
when compared to other countries' banking systems. In Ethiopia, where cash is still the most
popular means of payment, electronic payment systems are still in their infancy. E-banking has

several advantages for both banks and their retail clients. Banks can provide their customers with

2



convenient, low-cost access to their services 24 hours a day, seven days a week, by utilizing

alternative e-banking channels.

In today’s banking business, the major challenge faced by banks is how to satisfy customers and
identify the core methods to attain a high level of customer satisfaction. According to Mekonnen
(2013), ATMs have their own set of issues, such as the fact that the system that allows them to
function is not always available, there is no internal system connection, there is a lack of customer
awareness in relation to ATMs, there is a lack of cash, and ATMs break down, which are the main
challenges facing ATMs in Addis Ababa. In today's technological age, customers’ expectations are
so high that banks must deliver exceptional services by understanding the customer’s needs or
perceptions in order to attract and satisfy new customers, use technology effectively and efficiently
to create good customer loyalty. Quality of service is a key activity for differentiation in the market
and as a means of outshining competitors, satisfying customers, and attracting new customers in

the banking industry.

In Ethiopia, however, banking service is underdeveloped, and cash is still the dominant medium of
exchange (Gardachew, 2010). Even though Wegagen Bank recognizes and utilizes the benefits of
automated teller machines, there is dissatisfaction among ATM users due to a lack of ATM
terminal availability, poor machine functionality, a lack of an immediate system response to

customers, and other factors.

Although a few studies were conducted with banks related with customer satisfaction until now.
Even so, there have been no similar studies done related to ATM service quality and its effect on
customers. Furthermore, they did not include issues such as the availability of few ATM terminals
in the branch and in various business environments, poorly functioning ATM machines, and a lack
of an immediate system-generated response to customers that exists in the selected banks. So it
shows there is a gap that needs another empirical study in the selected bank context. Thus, based on
the aforementioned premises, the problem studied is what the effect of ATM service quality

dimensions on customer satisfaction is in wegagen bank Addis Ababa branches.



1.2.  Research questions
To address the above problems, the study attempted to answer the following research questions.

» What is the effect of reliability, responsiveness, assurance, tangibility and empathy on

customer satisfaction one by one in the case of Wegagen Bank Addis Ababa branches?

1.3.  Objective of the study

1.4.1. General objective
The general objective of this study is to assess the effect of ATM service quality on customer
satisfaction in the case of Wegagen Bank Addis Ababa branches.

14.2. Specific Objectives

The study were the following specific objectives;

» to examine the effect of reliability, responsiveness, assurance, tangibility and empathy on
customer satisfaction in the case of Wegagen Bank Addis Ababa branches.

» To analysis customer perception of ATM service quality satisfaction of wegagen bank A.A.
branches

» To identify the dominant service quality dimension that has strong relation with customer

satisfaction in wegagen bank Share Company Addis Ababa branches.

1.4.  Significance of the Study
The fastest growth of new technologies in the banking industry has led to the introduction of e-
banking and other modern core banking services in the Ethiopian banking industry. In this regard,
ATMs are one of the best services offered by banks and offer a significant way for customers to
avoid challenges or problems in banks. Therefore, this study intended to provide information that
would help the management of the bank evaluate and measure its current marketing strategies in
order to improve overall customer satisfaction levels. The study is also essential to fill the literature
gap that exists in this area of study. Additionally, the study will be used as reference for next
researcher and contribute additional knowledge for society related to banks' customer service

satisfaction and service quality.



1.5.  Scope of the Study

This study was delimited to:

Conceptually, this study was focused on the relationship between service quality dimensions
(tangibility, responsiveness, reliability, empathy, and assurance) and customer satisfaction in
relative term. The results of the research would be in a position to address the problem areas of all
wegagen bank share company ATM stations across Ethiopia, if it had been conducted on larger
scale. However, as including all wegagen bank ATM users in this study is practically impossible,
then the study geographically limited to wegagen bank ATM card holders who are in Addis Ababa
city only.

1.6.  Limitation of the study
The researchers expected to face the following challenges while conducting this research: time
constraints, budget constraints, inability to obtain relevant documents, and people's unwillingness
to provide the researchers with the information they require are the major challenges that have
likely hampered the researchers' ability to conduct this study in depth, but the researchers have

attempted to overcome these challenges by exploring alternative options.

1.7.  Organization of the Study
The research paper has five chapters. The first chapter contains an introduction, which includes the
background of the study, a statement of the problems, a research question, the objective of the
study, the significance of the study, the scope of the study, the limitations of the study and
operational definition of terms. Chapter two includes a review of relevant related literature and
hypotheses. Chapter three encompasses research design and methodology, which mainly include
the type and design of the research, the subject or participant of the study, the sources of data, the
data collection methods that are employed, the procedures of data collection, the method of data
analysis that is used, and the ethical considerations of the study. Chapter four includes the result

and discussion, and chapter five encompasses the conclusion and recommendation.

1.8. Operational Definitions



ATM: "an automatic teller machine which is used to save the cost and reach-ability of a bank by
satisfying customer needs"(Vasumathi and Dhanavanthan,2010:469).

E-Service quality: is any banking service which is rendered by employing computer -
controlled systems based on the application of IT without involvement of banks usual branch
Allen and Barr (1996) cited in Zaman and Chowdhury (2012).

Internet banking: a type of banking service delivery by using networked computers via
internet.

Mobile banking: a type of banking service delivery thorough the application of mobile phone.
Traditional service quality: means the quality of all non-electronic based customers that have
interactions and expectations with companies (Parasurman etal. ,2005)



CHAPTER TWO

2. LITERATURE REVIEW

2.1.  Introduction
The aim of this chapter is to review the available literature written on this topic and the other
related area in this chapter. Under the objectives of this study, this chapter covers concepts related
to service excellence, service quality, service quality and core-banking service quality and also

include customer satisfaction.

2.1.1. Service

Banks, hotels, and airlines are examples of services. Services are defined as "a type of product that
consists of activities, benefits, or satisfactions offered to, for sale, that are essentially intangible and

do not result in the ownership of anything™ (Kotler and Armstrong, 2006:233).

According to the above definition of "service," services are any economic activities that are
intangible and not physically visible, such as products, and that deliver value to the consumer. Due
to the transition from farm to industry, the increase in the number of elderly people, doubled
income, and a desire for leisure time, service has become extremely important in all business
industries (Clow and Kurtz’s, 2002).

Services may now be found in practically every aspect of our lives, from the most basic needs, such
as eating, to various forms of pleasure, such as sports, travel, and so on. Service is becoming a

strategic instrument for creating a competitive edge for all businesses.

Nowadays, products rely largely on their services to get a competitive advantage and to meet the
expectations of customers (Kotler & Armstrong, 2012).



2.1.2. Service quality

Before going to concept of service quality, it is better to define quality. The term "quality"” refers to
the standard or specification that a service provider promises. It also entails being courteous,
respectful, and putting on a good face for customers. Service quality and excellence are crucial
activities in the banking sector for satisfying customer expectations and meeting customer needs in
order to attract new customers, accomplish banking industry objectives, and obtain a competitive

economic advantage.

Service quality as a process that customers evaluate has become a crucial strategic component for
firms to differentiate their products and services from other competitors. According to studies that
link customer satisfaction with good service quality, it is the most important goal of service
industries to maintain customer satisfaction as an alternative to retaining and expanding the
customer base, sustaining customer satisfaction and it is critical for banks to survive without loyal

customers.

According to Hassan, Saha, and Uddin (2014) service quality is derived from the interaction
between customers and service providers and is it into process quality and output quality, with
process quality being the customers' subjective remark on services and output quality being the
customer's measurement of service achievement. Dimensions used by consumers to measure
service quality include tangibles, responsiveness, empathy, assurance, and reliability. (Oladele
,2016)

2.1.3. Service Quality Dimensions
The term dimensions a measurement of something in particular direction, especially its height,
length or width and measure satisfaction of the customers on the banking industry. According to
the original study by Parasuranman et al., (1988) presented ten dimensions of service quality. After
refinement, these ten dimensions were later reduced to five dimensions by Parasuranman,

Zeithaml, and berry, 1988 as below:

Tangibility: physical facilities, equipment, and appearance of personnel



Reliability: Ability to deliver the promised service with dependability and accuracy.
Responsiveness: readiness to assist clients and render speedy service.

Assurance: the ability of personnel to inspire confidence and trust via their expertise and manners.
Empathy: the considerate, one-on-one service the business offers to its customers.

However, the traditional service quality dimensions cannot directly apply to ATM banking,
because it represents a different and unique service delivery process. Nevertheless, the studies of
Parasuranman (1988) offer particularly strong service quality dimensions for measuring traditional

services and could be serve as a good starting point for further research.

2.1.4. Customer satisfaction

Customer satisfaction is the most important competitive advantage in the banking industry for
meeting the bank's objectives of deposit and profit maximization by maintaining customer
satisfaction in banking services excellence and coordinating customer perception, service
excellence, and new technology. Customer satisfaction is a critical issue in the success of any

business system, let alone one in the financial sector.

Customer satisfaction is determined by a cognitive and emotional evaluation in which some
comparison standard is compared to the performance as it is really experienced. If perceived
performance falls short of expectations, customers will be dissatisfied. On the other side, a
customer will be happy if the perceived performance meets or surpasses expectations (Lee and Lee,
2003). A satisfied customer is also able to positively communicate their experiences with potential
customers (Narteh and Kuada, 2014). In addition, attracting new customers is usually costlier, and

this creates the necessity to satisfy customers so as to retain them (Kaura, 2013).

2.1.5. Relationship between Service Quality and Customer Satisfaction
Customer satisfaction and service quality are the main concepts in marketing theory and practice.
However, the two concepts are distinct (Zeithaml and Bitner, 2003), though obviously related.
There are some similarities between satisfaction and service quality; however, satisfaction is often
a broader notion, whereas service quality focuses solely on service aspects (Wilson et al., 2008).

Although it is stated that other factors such as price and product quality can affect customer
9



satisfaction, perceived service quality is a component of customer satisfaction (Zeithaml et al.,
2006). This theory complies with the idea of Wilson et al. (2008) and has been confirmed by the
definition of customer satisfaction presented by other researchers. Research has found that service
quality in banks is critical for satisfaction and retention of customers (Jabnoun & AlTamimi, 2003).
Keeping in view the significance of service quality as a means of competitive advantage and
organizational sustainability, the banks are pursuing multidimensional approaches to improvement
in service quality to attract and retain customers (Newman, 2001). The quality and the use of
automated channels as a means of delivering banking services have become an important way of
maintaining customer ‘commitment and loyalty and increasing market share (Joseph and Stone,
2003).

2.1.6. The Distinction between Customer Satisfaction and Service Quality
Table 1 customer satisfaction versus service quality

Customer Satisfaction Service Quality

Customer satisfaction can result from any

dimension, whether or not it is quality related.

The dimensions underlying quality judgments

are rather specific.

Customer satisfaction judgments can be formed
by a large number of non-quality issues, such as

needs, equity, perceptions of fairness.

Expectations for quality are based on ideals or

perceptions of excellence.

Customer satisfaction is believed to have more

conceptual antecedents.

Service quality has less conceptual antecedents.

Satisfaction judgments do require experience

with the service or provider.

Experience with the service or provider.

Quality perceptions do not require experience

with the service or provider.

Sources; Yap S. and Kew M
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2.1.7. E-banking
Electronic banking is the computer and telecommunication use to enable the banking transaction to
be done by the telephone or computer rather than through human interaction. It is the base for

different core banking systems.

E-banking includes internet banking, mobile banking, pos, and ATM etc. The terms PC banking,
online banking, internet banking, telephone banking and mobile banking refer to a number of ways
in which customers can access their banks without having to be physically present in the bank
branch (Leow, 1999).

Both banks and customers have reaped several benefits from e-banking services. Cost savings,
reaching new sectors of the population, efficiency, improving the bank's reputation, and greater
customer service and satisfaction are the key benefits for banks that offer e-banking services
(Brogdon, 1999). The most significant advantage of e-banking from the standpoint of customers is
that it is inexpensive or even frees (Sathye,1999). E-banking provides 24 hours’ service to the
customers for cash withdrawal from any branch. Online purchase of goods and services and
payments can be made for various purposes. The customer can view his account balance, can get a
statement of his account, can apply for loans, check the progress of his investments review interest
rates and collect other important Information. In general, e-banking is not bound by time or

location.

According to Himani (2011), e-banking also helps us overcome the advantages of manual systems
since computers are capable of storing, analyzing, aggregating, finding, and presenting data
according to user requirements with great speed and precision. Customers can manage their
banking affairs whenever they choose, and they can interact with their bank in a more private

manner.

These advantages, however, are not without risk. Strategic, operational, technological, reputational,
and legal risks are all associated with e-banking activities. So, customers should know advantages

of e-banking with their risks.

2.1.8. E- Services quality
E-service quality is defined as providing excellent services to customers in terms of delivery,

reliability, ease of use, and cost and time savings that exceed customer expectations for best service
11



excellences in order to attract new customers and gain competitive advantages in the banking

industry.

Researchers have hypothesized that electronic service quality is a key determinant in differentiating
service offers and gaining competitive advantage because the cost of comparing alternatives is
relatively low in online environments (Santos, 2003). To begin, Zeithaml et al. (2002) defined
electronic service quality as the extent to which a web site facilitates efficient and effective product

and service shopping, purchasing, and delivery.

The study of electronic service quality has taken two major paths. Some academics have applied
traditional service quality dimensions to their research into electronic service quality, while others
claim that the electronic service environment is entirely different, dominated by the human-
machine interaction, and necessitates a new set of quality dimensions (Lee and Lin, 2005). The
study of e-quality baking’s dimensions began recently and is still ongoing. Traditional service

quality dimensions cannot be fully imported to measure electronic service quality, it appears.

2.1.9. ATM Service quality
The use of ATM's has become extremely popular among customers as convenient mode of transactions.
Banks are aggressively adopting this mode in order to satisfy the customers need for attracting new
customers. Customers' impressions of ATM service quality will be measured by the ATM's ability to
perform these functions to their satisfaction. In Ghana, Narteh and Owusu-Frimpong (2011) ATM service
quality is defined by reliability ease of use, correctness, convenience, and responsiveness. And in Uganda,
Katono (2011) identified the most essential e-service quality evaluation factors, concentrating on automated
teller machines in particular (ATMs). The study established that tangibles, card issues, reliability and

location are the most important student service quality evaluation dimensions of ATMs in Uganda.

Therefore, this study defines and measures ATM service quality of wegagen bank S.C. in order to
increase the level of overall customer’s satisfactions by using the following ATM service quality

evaluation dimensions.

A. Reliability: The reliability dimension is critical because it embeds the dynamic capability to
perform the promised service dependably and accurately.

B. Tangibility: refers to the physical characteristics associated with the service encounter.
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C. Responsiveness: A firm’s willingness to assist its customers by providing fast and efficient

service performances.

D. Assurance: Diverse features that provide confidence to customer’s privacy at ATMs, ATM
usage and security advice and security at ATM station

E. Empathy: The service firm’s readiness to provide each customer with personal service that is

employee friendliness, ATM fees, ease of application processes and employee accessibility.

2.2.  Definition and Evolution of ATM

ATM is an Automated Teller Machine (ATM) (American, Australian, Singaporean, and Indian
English), also known as an automated banking machine (ABM) (Canadian English), cash machine,
cash point, cash line or hole in the wall (British, South African, Sri Lankan, and Hiberno-English),
is an electronic telecommunications device that enables the clients of a financial institution to
perform financial transactions without the need for a cashier, human clerk or bank teller. It enables
the customers to perform several banking operations without the help of a teller, such as to
withdraw cash, make deposits, pay bills, obtain bank statements, effect cash transfers. According to
Sultan and Komal (2009), Banks may now service consumers outside of the banking hall thanks to
the introduction of Automatic Teller Machines (ATMs).

The concept and evolution of ATM started in 1960, Citibank placed a Banko-graph in many branch
lobbies as an ATM precursor. In 1967 First Cash Dispenser Installation produced by De La Rue
Instruments, was installed at a Barclays Bank branch near London. And the first ATM magnetic
stripe cards are used — Docutel's Docuteller machine was deployed at New York's Chemical Bank
in 1969, marking the first time magnetically encoded plastic was used. Docutel created the Total
Teller, the first true bank ATM, in 1971. About the same time, Diebold installed its first TABS
machine at a bank branch in the U.S., and Fujitsu installed one in Japan. 1973 — Proliferation
begins and in 1974 On-line ATMs introduced — The newly connected machines soon led to the

modern-day networks we’re all familiar with.

2.2.1 History of ATM in Ethiopia
ATM firstly introduced in 2001 by the commercial bank of Ethiopia. It gives service by eight ATM
located in Addis Ababa. And then after dashen bank start to pay through electric payment system and

become the first Ethiopian bank that acquire E-commerce and mobile transactions. Then after other
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private banks accept and apply to their banks. By the end of 2008 wegagen bank signed an agreement
with technology associates, a Kenyan based IT firm, for the development of the solutions for the

payment system and installation of a network of ATM (Gardachew,2010)

2.3.  Function of ATM
The primary purpose of an ATM is to provide an electronic banking outlet for completing simple
transactions without the assistance of branch employees or tellers. According to Dharmesh and
Devendra (2012), banks provide the following services under the hood of ATMs: -Getting to Know
Your Accounts (Mini Statements, Balance Inquiries, and Cash Withdrawals), Bill Paying, Request
for a cheque book, recharging of mobile phones, transfer of Funds, banking on the go, make cash

and check deposit.

According to a study performed in India by Sabita (2013), more than half of all respondents say
that using an ATM is handy and time-saving since it works as a "little bank," offering cash to

needed consumers at anytime, anywhere, whenever and wherever an ATM counter is present.

ATM also very beneficial to travelers. They need not to carry large amount of cash with pocket.
They can withdraw cash from any city across the country and even from outside the country with
the help of ATM (Khan, 2010).

2.4.  Factors contributing to Poor ATM Services
= Dysfunction of ATM due to network failure
= |nadequate cash in the ATM
= Electric power interruption
= delivering the PIN and ATM Card to the customer without creating usage awareness
= Unable to get ATM in the nearby location (shortage of number of ATMs)
= Capture of Card by ATM and failure to deliver the captured card to the customer timely
= The Banks incompetence to keep promises (reliability problem)
= Lack of dispute handling problem such as customers may not get cash timely after the
=  ATM deducts money from the customers’ account
= The core banking system and the ATM system are not parallel (offline/disconnection
between the core banking and ATM systems)

= There is no online support available to customers through technological channels
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= Notification is not given to the customer when all ATMs are down due to bank’s system

failure.

2.5. Conceptual Framework

The conceptual framework for this study is based on Barnes and Vidgen (2001), structural model
which has five dimensions. These dimensions are reliability, tangibility, responsiveness, assurance
and empathy. The conceptual framework of the study was focused on the major factors that
dissatisfy customers while using ATM in wegagen bank. The factors are; few number of ATM
terminals in the branch and different business environment, ATM machine cannot be properly
functioned and cannot provides immediate response to the customers when cash withdraw without
tendering of payments and the ATM card often appears to malfunction in the Banks’ own branches
as well as on other banks.

To solve the above problems of the study will use both primary and secondary source of data and
also uses both descriptive and inferential statistics will be applied. The conceptual framework
basically intends to illustrates the dependent and independent variables of the study and also
illustrate tangibility, reliability, responsiveness, assurance and empathy that affect the dependent

variables of customer satisfaction.

Source : Figure 2.1:Conceptual Model(Barnes and Vidgen (2001

Independent
Variable

Dependent Variable
Reliability

Customer Satisfaction

Assurance
Empathy

Responsive

Tangibility
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2.6. Hypothesis
As researcher explained this study was designed to investigate the relationship between the service
quality dimensions and customer satisfaction. In order to test these relationship, the following

hypotheses have been developed.

H1: Reliability has a strong positive relationship with customer satisfaction.

H2: Responsiveness has a strong positive relationship between customer satisfaction
H3: Empathy has a strong positive relationship with customer satisfaction.

H4: Assurance has a strong positive relationship with customer satisfaction.

H5: Tangibility has a strong positive relationship with customer satisfaction
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CHAPTER THREE

3. RESEARCH DESIGN AND METHDOLOGY

This chapter details the research design and methodology of the study. It elaborates the research
design, data type and source target population, sample size, data collection, data analysis and
Ethical Consideration of the study. The methods selected below are found to be suitable
because of their appropriateness for situations in the selected study area, analyzing major issues

and forwarding sound recommendations.

3.1. Description of Study Area
The research was focused on ATM service users of Wegagen Bank Addis Ababa branches.
Addis Ababa is the capital city of Ethiopia and Africa as well. Currently, the town has one
public commercial bank and more than 27 private commercial banks. The current total E-
banking user customers of Wegagen Bank Addis Ababa branches are 53525 of which 396

customers drawn as a sample.

3.2.  Research Design

This study was mainly focused on the effect of ATM service quality on customer satisfaction at

wegagen bank S.C. A descriptive and explanatory research design was used in this study.

The descriptive method of research design helps to clearly describe relevant aspects of a
phenomenon of interest about a particular individual, group, or situation (Sekaran, 2003). It
seeks to describe in detail the state of service quality and customer satisfaction at wegagen bank
S.C.

For a better understanding of the reality of customer perceptions of service quality and the
relationship between ATM service quality and customer satisfaction, the researcher used an
explanatory research design. ATMs service a correlation is used to identify the relationship
between ATM service quality dimensions and customer satisfaction. This study primarily

adopted a quantitative research approach.
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3.3. Research Approach
The study used quantitative research approach. The quantitative research approach makes use
of statistics and numbers which are mostly presented in figures. Quantitative research involves
large samples and planned questionnaire that is then numerically and statistically analyzed
(Areeba et al., 2016). The quantitative data enables the researcher to analyze objectively by
using descriptive and inferential statistics.

3.4, Data type and data source
The data were collected from primary and secondary data sources. The primary data were
collected through closed ended and open ended questionnaires because primary data source is
helping the researcher to collect first hand and accurate information from selected population.
In addition to this, the secondary data were collected from reviewing magazines, different
books, official bank manual, online sources, and other documented materials that provide
relevant information to the achievement of the objective of the study and that contribute to a

better understanding of service quality and customers’ satisfaction.

3.5. population and sample size

Sample size

The target population of the study includes the customers of wegagen bank in Addis Ababa.
The study area was focused on Addis Ababa because of the high number of wegagen bank
ATM users are located in the city. In addition, large number of daily ATM transactions in the
bank are exist in the city. Therefore, this study also focused on wegagen bank S.C. ATM's
cardholders that are situated in Addis Ababa.

The sample size for this study is 396 given a population of 53525 customers. Under the bank’s
policy of keeping its customers’ list confidential, the samples of this study have been selected
by convenience sampling method and are limited to the wegagen bank ATM users of Addis
Ababa branches.
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According to Yamane (1967:886) n =sample size  N=total population e =acceptable
sampling errors 0.05 n= N/1+N*e2

n = 53525/1+53525*.0025
n = 53525/135
n =396

3.5.2. Sampling Technique
The sampling technique of the study was non-probability sampling since the respondents don't
have an equal chance of being selected. In non-probability sampling, since respondents are
chosen nonrandom, there is no way to estimate the probability of any one respondent’s being
included in the sample. In addition to that, no assurance is given that each item has a chance of
being included; but it is quick, inexpensive and convenient. For this the study used convenience
sampling in which members of the population are chosen based on their relative ease of access
and availability. To sample friends, co-workers, or shoppers at a single mall, are all examples of

convenience sampling.

3.6. Methods of Data Analysis
The data were processed (both primary and secondary) manually. The processing stage
involved edition, classification, coding, transcription and tabulation. In the analysis of data,
descriptive and Inferential analysis was employed to determine the currently customer
satisfaction in wegagen bank ATM. It based on the relationship of ATM Service quality and
customer satisfaction in wegagen bank by the use of computer employed SPSS are used
for this purpose. After being analyzed it was presented in the form of tables, graphs and pie
chart. That clearly indicted with important variables from the major study themes related to

the Effect of ATM service quality on customer satisfaction.

3.7. Data modeling and specification
Data modeling is the act of developing a visual representation of a whole information system or
a specific component of it in order to express connections between data point and structures. It
is also the specification of data structures and business rules representing business

requirements. There are different types of data modeling applications are there from this
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different application this study used modeling applications. Statistical package for social
science (SPSS) software model allows combining equation from all these sources inside a
single object, which may be used to crate deterministic or stochastic joint forecast for all the
variables in the model. The model specification is that description of the process by which the

dependent variable is generated by the independent variables.
True model is Y =a + BXi +¢
Where

y- Dependent variables

a is constant term

B coefficient which represents the slope of variables.

Xi is explanatory variables (independent variables)

e is error term
The true model of this study is that
Cs=a+B1(T)+B2(R)+B3(R)+p4(A)+p5(E)
Where:

Cs is customer satisfaction

a Constant term

B is coefficient which represents the slope of variables

T is tangibles

R is reliability

R is responsiveness

A is assurance
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E is empathy

3.8. Validity and Reliability

The precision with which things are measured in a study is expressed in terms of validity and
reliability. While reliability is concerned with the accuracy and precision of a measurement
technique, validity is the most important criteria and reflects the extent to which an instrument
measures what it is intended to measure (a measuring instrument is reliable if it provides
consistent results). Validity is concerned with whether the results actually relate to what they
seem to relate to (Saunders et. al., 2003). Validity defined as the extent to which data collection
method or methods accurately measure what they were intended to measure (Saunders et. al.,
2003). Validity is concerned with whether the findings are really about what they appear to be
about. A number of different steps will use to ensure the validity of the study.

The first data were collected from reliable sources, from respondents who are more experience
in using ATM banking; survey question are made based on literature review and frame of
reference to ensure the validity of the result; questionnaire has been pre-tested by pilot test
before starting the survey. The validity of the instrument was established by using few
employees of wegagen bank from E-banking Department at the Bank’s head office and
Customer Service officers in two large as well as customers. Another approach for the validity
of a measuring instrument to be supported is it must be demonstrably reliable. Testing the
questionnaire have been conducted in order to check the instrument’s reliability using
Cronbach’s Alpha and found to be which is significantly higher than the generally accepted
value of greater than or equal to or not (Nunnally and Bernstein 1994). It indicates high overall

internal consistency among the collected research question from the selected respondents.

3.9. Ethical consideration
The ethical consideration of the study was the guiding principle of research design and practices
for protections of the right participants of the study, enhances validity of the study, and
maintain scientific integrity. The basic point of the ethical consideration of the study is cannot
be collect any personal identifying information, cannot be use psychological harm (sensitivity
question), social harm or social risk question, legal harm or legal risk questions and must be

check plagiarism. Therefore, the ethical consideration of the study was basically involved about
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only the study of research question and after collecting appropriate research questions must be
delete the individual information from the report of the study to save privacy of the individual

participants of the study.
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CHAPTER FOUR

4. RESULT AND DISCUSSION

4.1. Introduction

In this chapter, the collected data from the customers of wegagen Bank S.C ATM card users of
Addis Ababa Districts are presented and analyzed in order to achieve the ultimate objective of
the study. Descriptive statistics and inferential statistics have been appropriately applied in
order to come up with an overall better result of the research studied. The aim of this study is to
examine the service quality and customer satisfaction of the ATM service users. Accordingly,
the demographic characteristics of the respondents, reason for choosing wegagen Bank S.C
ATM’s, usage rate, types of accounts, service quality dimensions, customer satisfaction and

other related issues are discussed.

4.2.  Results (output)

This section presents all the relevant outputs of the data analyzed from the usable
questionnaires collected through self-administered primary data. Both tables and figures are

used to discuss the results obtained from respondents and SPSS software.

4.3.  Demographic characteristics of respondents

This section is designed to discuss the general demographic characteristics of respondents such
as gender, age, education level, occupation and income per month of the respondents which was
consisted in the first part of the questionnaire. The demographic variables are processed and

analyzed using frequencies and percent’s by using tables and figures.
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Table 2 Demography of respondents

Frequency | Valid Percent | Cumulative Percent

Male 216 59.34% 59.34%
Gender Female 148 40.66% 100.%

Valid total | 364 100.0%

18-25 53 14.56% 14.56%

26-30 89 24.45% 39.01%

31-35 94 25.82% 64.83%

36-40 64 17.58% 82.41%

- 0, 0,

Age 41-45 36 9.89% 92.3%

46-50 23 6.32% 98.62%

Above50 |5 1.38% 100

Total 364 100

High 6 1.65% 1.65%

school 76 20.88% 22.53%

Diploma 193 53.02% 75.88%

First 81 22.25% 97.80%
Education degree 8 2.20% 100%

Master 364 100%

Others

Total

Employee 283 77.75% 77.75%

Self- 79 21.70% 99.45%
Occupation | employed 2 0.55% 100%

Retired 364 100%

Total

Source: Own survey (2023)
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Gender: The above table describes that from among the 364 respondents 59.34% or 216 were
males while the remaining 40.66% (148) were females. The remaining 32 respondents cannot

be answered. This table shows that the majority of the respondents are men.

Age: the table here above explains the age between 31 and 35 consists of the highest percentage
(25.82%) from among all other respondents in the sample. The remaining users are 24.45% (26-
30), 17.58% (36-40), 14.56% (18-25), 9.89 % (41-45), 6.32% (45-50), and the lowest
percentage goes to the age of above 50(only 1.38%). The outcome of this demographic variable
describes younger people of the age 31-35 are leading ATM users (25.82%).

Education: As shown in the above table first-degree holders are the foremost users of ATM
banking which accounts for 53.03% of the total usable respondents and next to it Master’s
degree holders cover 22.25% while the remaining 20.88%, 1.65% and 2.20% goes to diploma,
high school and others respectively.

Occupation: People who are employed cover 77.75% of the total respondents whereas Self-
employed and retired people represent 21.70% and 0.55% respectively. This table shows that
employed people are the foremost users of wegagen bank S.C ATM service.

Table 3 Monthly Incomes

Frequency | Valid Cumulative

Percent Percent
Up to 1,000 31 8.52% 8.52%
1,001- 4,000 52 14.29% 22.81%
4,001-7,000 79 21.70% 44.51%
7,001-10,000 109 29.95% 74.46%
10, 001 -15000 | 85 23.35% 97.80%
Above 15000 8 2.20% 2.20%
Total 364 100% 100%

Source: Own survey (2023)
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Monthly Income: Respondents of the sample who earn monthly income between 7001 and
10000 (29.95%) are dominant customers while 23.35% ,21.70% of respondents earn 10001-
15000 and4001-7000, 2.20% lies in above 15000 income category. These group together
accounts for 77.20% which shows high income earners are main users of wegagen bank S.C
ATM service. The remaining 8.52% and 14.29% goes to income category of up to 1000 and
4000. Then, this table shows that respondents of the sample who earn monthly income between
7001 and 10000 (29.95%) are dominant customers of wegagen bank S.C ATM banking.

Table 4 Status of ATM usage

Frequency | Valid Cumulative Percent
Percent
Less than a Year 22 6.04% 6.04%
1- 2 years 57 15.66% 21.64%
2—3 Years 97 26.65% 48.35%
3—4 Years 81 22.25% 70.54%
4 -5 Years 59 16.21% 86.75%
Above 5years 48 13.19% 100%
Total 364 100%

Source: Own survey (2023)

This variable indicates how long the respondents were using ATM banking since they hold
wegagen bank S.C ATM card. The following table clearly portrays those respondents who used
ATM service from 2 to 3 years’ accounts for 48.35% of the total sample whereas the other two
categories cover only 38.46%. While the reaming 13.19% is that more than 5 years. In short the
table shows that respondents which have a status of 2 up to 3 years are the leader ATM users of

wegagen bank in Addis Ababa branches.

Table 5 Frequency of ATM usage per Month

Frequency Valid Cumulative Percent
Percent
1-4 times 75 20.60% 20.60%
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5-8times 133 36.54% 57.14%
9-12 times 112 30.77% 87.91%
Above 12 times 44 12.09% 100%
Total 364 100%

Source: Own survey (2023)

This variable shows how frequently respondents used ATM service within a Month.
According to the following table respondents use wegagen bank S.C ATM service 5-8 times
(36.54%) whereas 30.77% used 9-12 times, 20.60% 01-4 times and 12.09% over12 times per
month. This depicts that those customers are using the service 5 up to 8 times on average per

month are the leader.

Table 6 Type of account linked with ATM card

Frequency | Valid Percent | Cumulative Percent
Saving account 185 50.82% 50.82%
Women saving account | 93 25.55% 76.37%
Current account 32 8.79% 85.13%
Special saving account 54 14.84% 100%
Total 364 100%

Source: Own survey (2023)

Depicts that the majority of respondents’ accounts linked with their ATM card is saving
account (50.82%), and (25.55) women saving account this is due to user convenience of the
stated type of account and a greater number of saving account holders in the bank than the other
two types. 8.795 goes to current account and the remaining 14.84% is special saving account
that is poor performance as compared to saving account. This indicate that most of the ATM
users are saving account holders so the bank should be appreciating the other to use ATM cared

as the equal to saving account.

Table 7 Occupation
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Frequency | Valid Percent | Cumulative Percent
Student 63 17.30% 17.30%
Salaried Worker 219 60.16% 77.46%
Self-employed 79 21.70% 99.17%
Pensioner 3 0.83% 100%
Total 364 100%
Own survey (2023)

When we look at the occupation of the respondents the majority of them with a 60.16% are
salaried workers, 21.70% are self-employed, and 29.12% are students and 0.8% pensioner.
This means, the majority of the respondents are salaried workers. Therefore, the employees

could be more beneficiaries from this type of service in withdrawing their salary any time as

the need for cash arises.

Table 8 Basic reason

What was the most critical reason in your decision for choosing wegagen bank S.C? (You can

tick more than one if you want) Table 4.10

Frequency | Valid Cumulative

Percent Percent
Excellent service 127 34.89% 34.89%
The brand name of the bank | 183 50.27% 85.16%
Vision and mission of the 52 14.29% 99.45%
bank 2 0.55 100%
Other, please specify 364 100%
Total

Own survey (2023)

One can see from the above table is that 34.89% of the respondents chose this bank because of
excellent services of the bank; 50.27% of respondents replied because of the brand name of

banks; 14.29% because of vision and mission of the bank and 0.55% other reasons. Therefore,
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majority of the respondent prefer wegagen bank ATM services is due to brand name of the

wegagen bank.

4.3.1. Survey Questions

Under this subsection, outputs of the analysis regarding items in five dimensions are analyzed

and interpreted by using both Frequency and percentage.

Table 9 Reliability

NO | Dimensions or items Frequency | Valid | Cumulative
Percent Percent

1 Wegagen bank ATM is operational at all times
Strongly agree (5) 25 6.87 6.87
Agree (4) 67 18.41 25.28
Neutral (3) 106 29.12 54.40
Disagree (2) 135 37.08 91.48
Strongly disagree (1) 31 8.52 100
Total 364 100

2 Wegagen bank ATM provides accurate and
consistent services
Strongly agree (5) 13 3.57 3.57
Agree (4) 83 22.80 26.37
Neutral (3) 76 20.88 47.25
Disagree (2) 163 44.78 92.03
Strongly disagree (1) 29 7.97 100
Total 364 100

3 ATM banking provides power backup and data
recovery system to avoid interrupted
transactions in case of electric power failure
Strongly agree (5) 9 2.47 2.47
Agree (4) 72 19.78 22.25
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Neutral (3) 91 25 47.25

Disagree (2) 151 41.48 88.74
Strongly disagree (1) 41 11.26 100
Total 364 100

4 Cash is available in the ATM of wegagen bank

at any time

Strongly agree (5) 27 7.42 7.42

Agree (4) 102 28.02 35.44
Neutral (3) 84 23.08 58.52
Disagree (2) 98 26.92 85.44
Strongly disagree (1) 53 14.56 100

Total 364 100

5 ATMs of wegagen bank provides quality and

speed of transaction

Strongly agree (5) 18 4.95 4.95
Agree (4) 92 25.27 30.22
Neutral (3) 75 20.60 50.82
Disagree (2) 155 42.58 93.41
Strongly disagree (1) 24 6.59 100

Total 364 100

6 ATM of wegagen Bank provides sufficient and

appropriate services

Strongly agree (5) 21 577 5.77
Agree (4) 93 25.55 31.32
Neutral (3) 71 19.51 50.83
Disagree (2) 138 37.91 88.74
Strongly disagree (1) 41 11.26 100
Total 364 100

Own survey (2023)
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From the above total sample 37.08% responded that they disagreed to ATM service practices
involve consistency of performance (operations) and 29.12% were neutral while 18.41%
agreed. This shows that only 25.28% were positive to this item so that wegagen bank S.C
should attempt to make its ATM performance (operations) consistent. Though 44.78% were
disagreed to the item of accurate and consistence’s services and 20.88% were neutral while
22.80% agreed. This shows that 26.37% only were accurate and consistence’s ATM services.
Cash withdrawal limit from a specific account in a day is sufficient, 23.08% were neutral to
decide the adequacy of cash withdrawal limit from ATM in a day which might show
respondents were not sure about the cash limit of 10000 from wegagen bank S.C ATMs in a
specific day.41.18% of the total sample negatively perceived (disagreed) the cash withdrawal
limit set by the bank. 52.74% of the respondents perceived the item wegagen bank S.C ATM
banking provides power backup and data recovery system to avoid interrupted transactions in
case of electric power failure negatively while 19.78% agreed and only 2.47% strongly agreed
and 25% respondents were neutral. As many as 77.74% of the total sample were unhappy and
neutral that the bank does not provide power backup and data recovery system to avoid
interrupted transactions in case of electric power failure. To provide sufficient and appropriate
ATM services 49.17% were disagreed, the remaining 25.55% were agreed, 5.77% were
strongly agreed and 19.51% were neutral that the bank does not provide sufficient and

appropriate ATM service.

Generally, the table shows that in the first item is the majority of (45.6%) of the respondents
show that they are disagree with the operational of wegagen bank ATM done at all times. And
the second item of the table shows that majority of (52.75) respondents shows that they are
disagree with accurate and consistent services of ATM in wegagen bank Addis Ababa branches.
In third item of table majority (52.74) of the respondents shows that they are disagree with the
power backup and data recovery system to avoid interrupted transactions in case of electric
power failure of wegagen ATM banking. Moreover, the table shows that majority (41.38%) of
respondents disagree with the availability of ATM machine at any time. The table also shows
that 49.19% respondents disagree with the quality and speed of wegagen bank ATM machine.
Further the table describe that 49.17% of respondents disagree with the sufficient and

appropriate services of ATM banking.
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Table 10 Responsiveness

No | Dimensions or items Valid | Cumulati
Frequen Percen ve
Y t Percent

1 Wegagen bank makes the effort to understand the
customer’s needs
Strongly agree (5) 31 8.51 8.51
Agree (4) 185 50.82 59.33
Neutral (3) 46 12.64 71.97
Disagree (2) 83 22.81 94.78
Strongly disagree (1) 19 5.22 100
Total 364 100

2 There is quick response and the ability to get help if
there is a problem or question on ATM
Strongly agree (5) 23 6.32 6.32
Agree (4) 97 26.65 32.97
Neutral (3) 78 21.43 54.4
Disagree (2) 113 31.04 85.44
Strongly disagree (1) 53 14.56 100
Total 364 100

3 ATM contact person is available for rectify or correct
of problem
Strongly agree (5) 41 11.26 11.26
Agree (4) 92 25.27 36.53
Neutral (3) 61 16.76 53.29
Disagree (2) 123 33.79 87.09
Strongly disagree (1) 47 12.91 100
Total 364 100
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There is Willingness of employees to provide ATM

services (timeliness of service, giving prompt service)

33

Strongly agree (5) 32 8.79 8.79
Agree (4) 153 42.03 50.82
Neutral (3) 57 15.66 66.48
Disagree (2) 99 27.20 93.68
Strongly disagree (1) 23 6.32 100
Total 364 100
All wegagen bank employees are read to help or
support customer for any problem related to ATM
immediately?
Strongly agree (5) 43 11.81 11.81
Agree (4) 122 33.52 45.33
Neutral (3) 71 19.51 64.84
Disagree (2) 89 24.45 89.29
Strongly disagree (1) 39 10.71 100
Total 364 100
Wegagen bank provides immediate responses to the
customer when cash withdraw without tendering of
payments?
Strongly agree (5) 18 4.95 4.95
Agree (4) 87 23.90 28.85
Neutral (3) 73 20.05 48.9
Disagree (2) 126 34.61 83.51
Strongly disagree (1) 60 16.49 100
Total 364 100

Own survey (2023)

From the above total sample wegagen bank’s effort to understand the customer’s need is agreed
or accepted by 59.33% of the respondents while 12.64% were neutral, 22.81% were disagreed
and were 5.22%stronglydisagreed. Above 59.33% of the respondents were happy with the




Bank’s effort to understand their needs. 26.65% of the total respondents claimed they agreed
with the question of quick response and the ability to get help if there is a problem or question
as were true in the above construct while 21.43% could not decide (neutral), 31.04% were
disagreed, 14.56% strongly disagree and 6.32% were strongly agreed. 25.27% of the
respondents agreed on ATM contacted person of wegagen bank ratified or corrected customer’s
problem positively 11.26% were strongly agreed, 16.76 were neutral, 33.79 were disagreed and
12.91% were strongly disagreed. 42.03% of the total respondents were agreed(optimistic) while
the other is that 8.79% were strongly agreed, 15.66% were neutral, 27.20% disagree or unhappy
and 6.32 strongly disagreed or strongly unhappy with receiving timely help-desk services and
online help facilities in time of need. 33.52% the total respondents were agreed on all wegagen
bank S.C employees in the case of immediate response for the customer related to ATM
services the remaining one is that 11.81% were strongly agreed, 19.51 were neutral, 24.45 were
disagreed and 10.71 were strongly disagreed. More than 42% of the sample agreed with the
item regarding Willingness or readiness of employees to provide ATM services (timeliness of
service, giving prompt service) and the rest of the respondents either disagreed or neutral as per
the above table. This shows that Employees are ready and willing to give prompt ATM service
to their customers. 34.61% of the total respondent were (disagreed) pessimistic about
immediate response of cash withdrawal without tendering of payments, 20.05% were neutral
16.48% were strongly disagreed, 23.90% were agreed and 4.95% were strongly agreed.

Generally, in the first item of the table we can observe that majority (59.33%) of the
respondents responds positively about the effort of wegagen bank to understand the needs of
customers. In the second item shows that majority (45.6%) of respondents disagree with quick
response and ability of get help if there is problem or question on ATM. In third item of the
table the majority (46.7%) of respondents responds negatively. The fourth item indicates the
majority (50.82) of respondents responds positively about the Willingness of employees to
provide ATM services. The fifth item shows that 45.33% responds positively about All
wegagen bank employees are read to help or support customer for any problem related to ATM
immediately. Finally, in the sixth item of the table describe the majority (51.1%) of respondents
disagree with wegagen bank immediate responses to the customer when cash withdraw without

tendering of payments.
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Table 11 Empathy

No | Dimensions or items Valid Cumulative
Frequency Percent | Percent

1 | Wegagen bank gives you individual attention in
regard to ATM service
Strongly agree (5) 28 7.69 7.69
Agree (4) 133 36.54 44.23
Neutral (3) 82 22.53 66.76
Disagree (2) 87 23.90 90.66
Strongly disagree (1) 34 9.34 100
Total 364 100

2 | Ata personal level information about different
types of ATM services is available
Strongly agree (5) 46 12.64 12.64
Agree (4) 149 40.93 53.57
Neutral (3) 87 23.90 77.47
Disagree (2) 58 15.93 94.4
Strongly disagree (1) 24 6.60 100
Total 364 100

3 | Provision of caring and individualized attention to
customers provided by call-center are available in
time of request
Strongly agree (5) 21 5.77 5.77
Agree (4) 88 24.18 29.95
Neutral (3) 132 36.26 66.21
Disagree (2) 74 20.33 86.54
Strongly disagree (1) 49 13.46 100
Total 364 100

4 | Specific individual needs are appreciated
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Strongly agree (5) 67 18.41 18.41

Agree (4) 135 37.09 55.5
Neutral (3) 81 22.25 77.75
Disagree (2) 53 14.56 92.3
Strongly disagree (1) 28 7.70 100
Total 364 100

5 | Wegagen bank treats the customer according to
the interest of the customer?

Strongly agree (5) 46 12.64 12.64
Agree (4) 128 35.16 47.8
Neutral (3) 71 19.51 67.31
Disagree (2) 96 26.37 93.68
Strongly disagree (1) 23 6.32 100
Total 364 100

Own survey (2023)

From the above table 36.54% of the total respondents which represents (agreed) optimistic from
revealing their decision about Provision of caring and individualized attention to customers
provided by call-center are available in time of request, 22.53% were neutral, 7.69% were
strongly agreed, only 23.90% disagreed and 9.34%strongly disagreed up on it. 40.93% of the
total respondents claimed that they agreed to availability of Information regarding types of
ATM services at personal level. 23.90%, 15.93%, 12.64% and 6.59% lied on neutral, disagree,
strongly agree and strongly disagree respectively. This shows that information is available at
personal level regarding types of wegagen bank’s S.C ATM services. 36.26% of the total
sample of the respondent were neutral about Provision of caring and individualized attention to
customers provided by call-center are available in time of request. 24.18%, 20.33%, 13.46%
and 5.77% lied on agreed, disagreed, strongly disagreed and strongly agreed. 37.09% of the
total respondents about Specific individual needs are appreciated. The other one is that 22.25%,
14.56%, 18.41%, and 7.70% lied on neutral, disagreed, strongly agreed and strongly disagreed
respectively. The construct, the bank gives you individual attention in regard to ATM service,

had been positively perceived by 35.16% agree and 12.64% strongly agree whereas 26.37%
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disagreed and 6.32% strongly disagreed with the item. Neutral respondents of the total sample

accounted for 19.51%.

In short the table shows in the 1%item of table describe the majority (44.23) of respondents
disagree on individual attention of wegagen bank in regard to ATM service. The 2"%item
indicates the majority (53.57%) agree on the availability of information at personal level
regarding types of wegagen bank’s S.C ATM services. The 3" item shows that majority (36.26)
of respondents were neutral about Provision of caring and individualized attention to customers
provided by call-center are available in time of request. The 4™ indicates that the majority
(55.5) responds positively about Specific individual needs are appreciated in the selected bank
branches. And the final item in the above table shows the majority (47.8) respondents answer
the question of positively about the treats of wegagen bank to the customer according to the

interest of the customer.

Table 12 Assurance

No | Dimensions or items Valid Cumulative
Frequency
Percent | Percent

1 | Employees of wegagen bank are always

willing to help you

Strongly agree (5) 49 13.46 | 13.46
Agree (4) 136 37.36 | 50.82
Neutral (3) 98 26.92 | 77.74
Disagree (2) 62 17.03 | 94.77
Strongly disagree (1) 19 5.23 100
Total 364 100

2 | Wegagen bank S.C provides 24/7 e-based
monitoring and assistance for ATM services

that need immediate support

Strongly agree (5) 22 6.04 6.04
Agree (4) 87 23.90 |29.94
Neutral (3) 112 30.77 | 60.71
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Disagree (2) 119 32.70 |9341
Strongly disagree (1) 24 6.59 100
Total 364 100
Employees of wegagen bank possess the

required skills and knowledge to perform the

service

Strongly agree (5) 37 10.16 | 10.16
Agree (4) 129 35.44 | 45.6
Neutral (3) 95 26.10 | 71.70
Disagree (2) 89 24.45 | 96.15
Strongly disagree (1) 14 3.85 100
Total 364 100
Employees of wegagen bank respect,

Politeness, and friendliness of contact

personnel

Strongly agree (5) 58 1593 | 15.93
Agree (4) 145 39.84 | 55.77
Neutral (3) 93 2555 |81.32
Disagree (2) 52 14.29 | 95.61
Strongly disagree (1) 16 4.39 100
Total 364 100

All wegagen bank employees are skillful and

knowledgeable about any question related

with ATM services to support customers?

Strongly agree (5) 35 9.62 9.62
Agree (4) 173 4753 | 57.15
Neutral (3) 73 20.05 | 77.02
Disagree (2) 67 18.41 | 95.61
Strongly disagree (1) 16 4.39 100
Total 364 100
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6 | All wegagen bank employees are serving the
customer politely and honestly?
Strongly agree (5) 55 1511 | 15.11
Agree (4) 131 35.99 |511
Neutral (3) 107 29.40 |80.5
Disagree (2) 48 13.19 | 93.69
Strongly disagree (1) 23 6.31 100
Total 364 100
Own survey (2023)

From the above table 37.36% of the total respondents were agreed about willingness of
wegagen bank S.C employees about supporting the customer on ATM services. While the
remaining of the other is that 26.92%, 17.03%, 13.46% and 5.23% lied on neutral, disagreed,
strongly agreed and strongly disagreed.32.70% of the total respondent were disagreed on
wegagen bank S.C ATM provides 24/7 e-based monitoring and assistance for ATM services
that need immediate support. While the other one is that 30.77%, 23.90% 6.60% and 6.04% lied
on neutral, agreed, strongly disagreed and strongly agreed respectively. More than 35.44% of
the total respondents agreed to item regarding employees of wegagen bank S.C possess the
required skills and knowledge to perform the service while 26.10% were neutral, 24.45%
disagreed, 10.16% strongly agreed and 3.85% strongly disagreed. 39.84% of the respondents
agreed about identified the item concerning respect, Politeness, consideration and friendliness
of contact personnel and the rest of the total sample 25.55% neutral, strongly agreed 15.93%,
disagreed 14.29% and while the remaining is strongly disagreed 4.39%. From the total
respondent 47.53% were agreed about wegagen bank employees are skillful and knowledgeable
about any question related with ATM services to support customers. While the others were
20.05%, 18.41%, 9.62%, and 4.39% lied on neutral, disagreed, strongly agreed and strongly
disagreed respectively. 35.99% of the total respondents were agreed or optimistic about All
wegagen bank employees are serving the customer politely and honestly. While the other were
29.40%, 15.11%, 13.19% and 6.32 lied no neutral, strongly agreed, disagreed and strongly

disagreed respectively.
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Generally, in the above table we can observe that there is willingness of wegagen bank S.C
employees about supporting the customer on ATM services in the first item of table. In the
2"%item of table depict that majority (39.29) of respondents disagree with wegagen bank S.C
ATM provides 24/7 e-based monitoring and assistance for ATM services that need immediate
support. In the third item the majority (45.6%) of respondents responds positively about posses
required skills and knowledge employees of wegagen bank to perform the service. The 4™ item
shows the majority (55.97%) of respondents are agreed on respect, Politeness, and friendliness
of contact personnel of wegagen bank employees. The 5Mitem of table indicate the majority
(57.15%) respondents agree with skilful and knowledgeable about any question related with
ATM services to support customers of all wegagen bank employees. The 6™ item of the table
shows the majority (51.1%) of the respondents agree on customer politely and honestly of

wegagen bank employees.

Table 13 Tangibility

NO Dimensions or items Frequency Valid Cumulative
Percent Percent
1 Appearance of the ATM is Attractive
Strongly agree (5) 62 17.03 17.03
Agree (4) 129 35.44 52.47
Neutral (3) 92 25.27 77.74
Disagree (2) 58 15.93 93.67
Strongly disagree (1) 23 6.33 100
Total 364 100
2 Appearance of the ATM is available in
branch and different business area also in
moll
Strongly agree (5) 13 3.57 3.57
Agree (4) 87 23.90 27.47
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Neutral (3) 91 25 52.47
Disagree (2) 135 37.09 89.56
Strongly disagree (1) 38 10.44 100
Total 364 100

The currency note received from ATM is

of good quality

Strongly agree (5) a1 11.26 11.26
Agree (4) 154 42.31 53.57
Neutral (3) 89 24.45 78.02
Disagree (2) 61 16.76 94.78
Strongly disagree (1) 19 5.22 100
Total 364 100

Wegagen bank ATM machine sufficient

and enough to customers?

Strongly agree (5) 23 6.32 6.32
Agree (4) 97 26.65 32.97
Neutral (3) 86 23.63 56.6
Disagree (2) 113 31.04 87.64
Strongly disagree (1) 45 12.36 100
Total 364 100

ATM machine of wegagen bank where
it’s in appropriate location and visible

area?
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Strongly agree (5) 17 4.67 4.67

Agree (4) 82 22.53 27.20
Neutral (3) 86 23.63 50.83
Disagree (2) 144 39.56 90.39
Strongly disagree (1) 35 9.61 100
Total 364 100

Wegagen bank ATM cards are functional
in other bank ATM machine?

Strongly agree (5) 13 3.57 3.57
Agree (4) 90 24.73 28.30
Neutral (3) 88 24.18 52.48
Disagree (2) 135 37.08 89.56
Strongly disagree (1) 38 10.44 100
Total 364 100

The card design is attractive and easy to

hold
Strongly agree (5) 63 17.31 17.31
Agree (4) 139 38.19 55.5
Neutral (3) 92 25.27 80.77
Disagree (2) 53 14.56 95.33
Strongly disagree (1) 17 4.67 100
Total 364 100

Own survey (2023)
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In regard to Appearance of the ATMs are Attractive 35.44% of the respondents agreed, 17.03%
strongly agreed, 25.27% neutral, 15.93% disagreed and 6.34 were strongly disagreed. 37.09%
of the total respondent were disagreed on the appearance of the ATM is available in the branch
and different business area also moll. While the remaining were 25%, 23.90%, 10.44% and
3.57% lied on neutral, disagreed, strongly disagreed and strongly agreed respectively. Wegagen
bank S.C uses 50 and 100 birr notes in its ATMs for the reason of ease of cash handling and
security reason. Respondents are 42.31% agreed to the currency note received from ATM is of
good quality item and the remaining respondents are 24.45% neutral, 11.26% strongly agree,
16.76% disagree and 5.22% strongly disagree to this item. 31.04% of the total respondent were
disagreed about wegagen bank ATM machine sufficient and enough to the customer. While the
others were 26.65%, 23.63%, 12.36% and 6.32% lied on agreed, neutral, strongly disagreed and
strongly agreed respectively. 39.56% of the total respondents were disagreed about ATM
machine of wegagen bank where it’s in appropriate location and visible area. While the others
were 23.63%, 22.53%, 9.62% and 4.67 lied on neutral, agreed, strongly disagreed and strongly
agreed respectively. 37.08% of the total respondent were disagreed or optimistic about wegagen
bank ATM cards are functional in others bank ATM machine. While the others were 24.73%,
24.18%, 10.44% and 3.57% lied on agreed, neutral, strongly disagreed and strongly agreed
respectively. 38.19 of the total respondent were agreed on the card design is attractive and easy
to hold. while the others were 25.27%, 17.31%, 14.56% and 4.67 lied on neutral, strongly

agreed, disagreed and strongly disagreed.

Generally, the majority (52.47%) of respondents respond positively about Appearance of the
ATM is Attractive in wegagen bank Addis Ababa branches. In the 2"%item of table shows the
majority (47.43%) responds negatively on the appearance of the ATM is available in the branch
and different business area also moll. The table shows in the 3" item the majority (53.57%) of
responds negatively on the currency note received from ATM is of good quality. The 4™item of
table indicate the majority (43.4%) of negatively responds about Wegagen bank ATM machine
sufficient and enough to customers. The 5"item of table shows the majority (46.17%) of
respondents that about appropriateness and visibility of ATM. The 6th item of the table shows
that the majority (47.52%) respondents about Wegagen bank ATM cards are functional in other
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bank ATM machine. The last item of table indicate that more than 50% respondents responds

positively on the card design of wegagen bank is attractive and easy to hold.
Part 111 Overall Customer Satisfaction
Please indicate your level of agreement on the below statement

Table 15 Overall customer satisfaction

Statement Highly | Satisfied | Neutral | Dissatisfied | Highly total
Satisfied Dissatisfied
Overall customer | 12 172 45 113 22 364
satisfaction in wegagen 3350, [ 47,2505 | 12.36% | 31.04% 6.04% 100%
bank S.C. ATM
services
Own survey (2023)

The overall satisfaction of ATM customers table depicts that 47.25% of the total respondents
agreed that they are satisfied with the overall service, 3.3% Highly Satisfied, 12.36% were
moderate (neutral), 31.04% disagreement (dissatisfied) and (6.04%) are Highly Dissatisfied
with the ATM service of the bank.

4.4,  Correlations Analysis

4.4.1. Standard Multiple Regressions Analysis

Multiple regressions are a statistical technique through which one can analyze the relationship
between a dependent or criterion variable and a set of independent or predictor variables.
Multiple steps have been undertaken to come up with the best fit prediction equation where
tangibility, reliability, responsiveness, assurance, empathy, and convenience, are the
independent variables and the overall respondents’ satisfaction with the Bank’s ATM service is
the dependent variable. All possible relevant steps such as correlation among predictor
variables, factor analysis, and multi collinearity diagnosis were properly done to carry on

analyzing multiple regressions.
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4.4.2. Identifying Multi collinearity

Multi collinearity refers to the situation in which the independent/predictor variables are highly
correlated. When independent variables are multi collinear, there is “overlap” or sharing of
predictive power. This may lead to the paradoxical effect, whereby the regression model fits the
data well, except empathy of the predictor variables has a significant impact in predicting the
dependent variable. From the above output indicate that the independent variable affects the
dependent variable above 69%. this research, both the “tolerance” values (greater than 0.10)
and the “VIF” (Variance Inflation Factor) values (less than 10) are all quite acceptable (see
Coefficients table) and also there is no high correlation (r> 0.9) among the independent
variables. Thus, multi collinearity does not seem to be a problem for this study (the lowest
tolerance is 1.150 and the highest VIF is 1.52)

Dependent Variable: CUSTOMER_SATISFACTION
Method: Least Squares
Sample: 364

Included observations: 73

Variable Coefficient Std. Error t-Statistic Prob.
C 0.063189 0.026680 2.368402 0.0286
ASSURANCE 0.002211 0.000411 5.378664 0.0400
RELIABILITY 0.002083 0.000431 4.833566 0.0101
TANGABLITY 0.002391 0.000434 5.512194 0.0200
RESPONSIVENESS 0.002025 0.000442 4579273 0.0302
EMAPTHY -0.000429 0.000374 -1.147810 0.2653
R-squared 0.753918 Mean dependent var 0.196880
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Adjusted R-squared 0.689159 S.D. dependent var 0.106802

S.E. of regression 0.059545 Akaike info criterion -2.598590
Sum squared resid 0.067368 Schwarz criterion -2.306060
Log likelihood 38.48238 Hannan-Quinn criter. -2.517455
F-statistic 11.64200 Durbin-Watson stat 1.683363
Prob(F-statistic) 0.000030

Fig 4.1 SPSS output

Interpretation of the results
Coefficient of determination

The adjusted R-square equals .689. Thus 68.9%o0f the variation customer satisfaction can be

explained the independent variables.
Analysis of variance

The value of F-statistics is 11.64200 with a P-Value of less than 0.05. Thus we reject the null
hypothesis at one percent level of significance and conclude that there is significant linear

relationship between customer’s satisfaction and their attributes (independent variables)
Interpretations of independent variables

Assurance; the P- Value of assurance is less than 0.05. Thus we can conclude that the assurance

has significant influence on customer satisfaction at 5% level of significance

Reliability; the P- Value of reliability is less than 0.05. Thus we can conclude that the reliability

has significant influence on customer satisfaction at 5% level of significance.

Tangibility; the P- Value of tangibility is less than 0.05. Thus we can conclude that the

tangibility has significant influence on customer satisfaction at 5% level of significance.
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Responsiveness; the P- Value of responsiveness is less than 0.05. Thus we can conclude that the

responsiveness has significant influence on customer satisfaction at 5% level of significance.

Empathy; empathy has no significant influence on the customer satisfaction since its P-Value is
higher than 0.05

Variance Inflation Factors
Sample: 125

Included observations: 25

Coefficient Un centered Centered

Variable Variance VIF VIF

C 0.000712 5.019043 NA

ASSURANCE 1.69E-07 1.807415 1.482258
RELIABILITY 1.86E-07 1.847633 1.502155
TANGABLITY 1.88E-07 1.827929 1.474500
RESPONSIVENESS 1.96E-07 1.839711 1.517684
EMAPTHY 1.40E-07 1.386573 1.150422

Fig 4.2 own sources

4.4.3 Evaluating the Regression Model

In this study, the results from the study are presented in the ANOVA,; The F value serves to test
how well the regression model (Model 1) fits the data. The R square value tells how much of
the variance in the dependent variable (overall satisfaction with the ATM service) is explained
by the model (which includes the nine variables stated above). The model explains 68.9% of the
variance in the dependent variable. The smaller the sample the larger the R square (over

estimation of R square) but the researcher has taken as many samples as possible to make the
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dependent-independent relationship better explained. The ANOVA also clearly depicts the
statistical significance of the model explaining the dependent variable. Dependent Variable:
Overall Customer Satisfaction. b. Predictors: (independent variable), reliability Responsiveness
Assurance tangibility dimension and Empathy dimension. Once it has been established that
multi collinearity is not a problem, multiple regression can be used to assess the relative
contribution (independent relationship) of each predictor variable. Since all the variables are
measured on the same four-point scale, it is possible to make Beta values (see coefficient table)
as a basis for comparing the variables’ (the five dimensions) independent relationship with the
dependent variable (Overall customer satisfaction). The size of the Beta weights indicates the
strength of their independent relationships. From the coefficients table it can be seen that
constant has the highest Beta (B=0.06,

Tangibility dimension has the second highest Beta coefficient 0f.00024
Assurance dimension is ranked third (B=0.0022)

Reliability dimension is ranked forth (beta coefficient .0021)
Responsiveness dimension is ranked (beta coefficient .00202)

The positive coefficient associated with the four variables show that the more the respondents
interpreted the overall satisfaction as being due to the stated variables. The other dimensions do
have significant p> 0.05 so that they have less relationship with the dependent variable (overall

customer satisfaction).

Therefore, from the coefficients table and the related preconditions for regression analysis, the

regression equation for the overall customer satisfaction is
Y=-0.6+0.0024T+0.22A+0.21R+0.202R where Y= Overall customer satisfaction

T=Tangibility dimension, A=assurance dimension, R=reliability dimension, R= responsiveness

dimension

4.5. Normality of Regression Model
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Series: Residuals
Sample 1 31
Observations 31

44 Mean -1.34e-17
Median 0.031368

3 | Maximum 0.161816
Minimum -0.151154

) Std. Dev. 0.103109
| Skewness -0.021279
Kurtosis 1.456996

Jarque-Bera  3.077620
0 Probability 0.214636
-0.15 -0.10 -0.05 0.00 0.05 0.10 0.15

Fig 4.3 own sources

The normality test tells about you nothing about the alternatives distributions. It means that the
null hypotheses’ is that the data are sampled from a Gaussian distribution. It is also help for
identifying accept or reject hypotheses. An indication of normality is that the probability of
Jarque- Bera must be >10% and also the graph shows that bale shaped.

The following fig shows that normality dependent variable versa independent variable
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Even though the regression line depicted in the above figure is inflated in the lower left side it is
a sign of linear relationship between service quality of assurances dimensions and customer

satisfaction considering the partial regression plots discussed here under.
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The above regression model of normality depicted is inflated in the lower left side it is a sign of
linear relationship between service quality reliability dimensions and customer satisfaction
considering the partial regression plots discussed here under. It indicates the most factors

affecting customer satisfaction.
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Fig 4.6 own sources

The above regression model of normality depicted is inflated in the lower left side it is a sign of
linear relationship between service quality tangibility dimensions and customer satisfaction
considering the partial regression plots discussed here under. It indicates the most factors

affecting customer satisfaction.
Hypothesis results based on correlation analysis
H1: Reliability has a significant and positive relationship with customer satisfaction

Reliability is the ability to provide accurate and dependable services; consistently performing the service
right. It is also range of services at ATMSs, accurate transaction, speed of ATMs, ATMs not out of order,
ATMs system usability and ease of accesses to ATMs. The analysis also shows that the p value is
0.000, which is less than 0.05. With this regard the hypothesis is supported, and the relation
between the dependent variables and independent variables is that positive relation among them
in the case of wegagen bank ATM users.

H2: Responsiveness has a significant and positive relationship with customer satisfaction.
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Responsiveness is important to assist its customers by providing immediate, fast and efficient
service performances; the willingness that employees exhibit to promptly and efficiently solve
customer requests and problems. In addition to that cash availability, quick replacement of lost

ATM, waiting times at ATMs and fast returns of swallowed ATM cards.

The analysis also shows that the p value is 0.000, which is less than 0.05. With this regard the
hypothesis is supported, and the relation between the dependent variables and independent

variables is that positive relation among them in the case of wegagen bank ATM users.
H3: Empathy has insignificant and negative relationship with customer satisfaction.

The service firm’s readiness to provide each customer with personal service that is employee
friendliness, ATM fees, ease of application processes and employee accessibility. With this
regard the hypothesis is not supported (insignificant), and the relation between the dependent
variables and independent variables is that negative relation among them in the case of wegagen

bank ATM users. There for accept null hypothesis instead of reject.

H4: Assurances has a significant and positive relationship with customer satisfaction. Diverse
features that provide confidence to customer’s privacy at ATMs, ATM usage and security
advice and security at ATM station (such as the firm’s specific service knowledge polite and
trustworthy behavior from employees). The analysis also shows that the p value is 0.000, which
is less than 0.05. With this regard the hypothesis is supported, and the relation between the
dependent variables and independent variables is that positive relation among them in the case
of wegagen bank ATM users.

H5: Tangibility has a significant and positive relationship with customer satisfaction.

Tangibility refers to the physical characteristics associated with the service encounter. It
includes that number of ATM station, convenient location, corporate brand appearances,
readable ATM slips and issuing of clean notes. The analysis also shows that the p value is
0.000, which is less than 0.05. With this regard the hypothesis is supported, and the relation
between the dependent variables and independent variables is that positive relation among them
in the case of wegagen bank ATM users.
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Table 15 Hypothesis result

Hypothesis Independent variables | Dependent variable | Result(output)

H1 Reliability Customer Positive(supportive)

Satisfaction

H2 Responsiveness Customer Positive(supportive)

Satisfaction

H3 Empathy Customer negative (insignificant)

Satisfaction

H4 Assurances Customer Positive (supportive)
Satisfaction

H5 Tangibility Customer Positive (supportive)

Satisfaction

Fig 4.7 our sources 2023

4.6. Discussion of findings

The main objective of this study was to examine the effect of ATM service quality on
customer satisfaction. Accordingly, after the data were get collected and subsequent analyses
were performed the following results or findings were obtained.

The result of the descriptive analysis shows that the highest dimension in customer's perception
is assurances, which means customers find the ATM as being very easy to operate and
understand. The lowest scoring dimensions in customer's perception of the ATM service are
tangibility and reliability respectively. Wegagen bank S.C has to look closely at its ATM
tangibility and reliability and build upon the rest of the service dimensions in order to create
loyalty, repeat usage and positive word of mouth. And the overall satisfaction of ATM
customers table shows that 47.25% of the total respondents agreed that they are satisfied with
the overall service, 3.3% Highly Satisfied, 12.36% were moderate (neutral), 31.04%
disagreement (dissatisfied) and (6.04%) are Highly Dissatisfied with the ATM service of the
bank;
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On the other hand, multiple regression analysis results, each specific objectives of the study is
successfully achieved. The results of service quality dimensions in relation to the previous

research findings were discussed as follows:
Effect of Reliability on Customer Satisfaction

The result of this study indicates that reliability is less than 0.05 has a positive and significant
effect on customer satisfaction. This finding is supported by Hitesh (2015), found that
reliability has a positive and significant effect on customer satisfaction. It is also supported by
other authors (Areeba et al., 2016; Surafel, 2016; Simon, 2016 and Gezahegn, 2015). On the
contrary, Amelework (2016) reported that reliability has a positive and insignificant effect on

customer satisfaction towards E-banking services.
Effect of Responsiveness on Customer Satisfaction

The finding of this study also indicates that responsiveness (p<0.05), has a positive and
significant effect on customer satisfaction. This finding is also supported by Areeba et al.
(2016) reported that responsiveness has high positive and significant effect on customer
satisfaction. It is also supported by other authors (Surafel, 2016 and Gezahegn, 2015). On the
contrary, Tizazu (2012) reported that responsiveness has a negative and insignificant effect

on customer satisfaction satisfaction towards E-banking services.
Effect of Assurance on Customer Satisfaction

Furthermore, the result of this study also indicates that assurance (p<0.05) has a positive and
significant effect on customer satisfaction. This finding is consistent with the study of
Amelework (2016) that find out assurance has high positive and significant effect on customer
satisfaction. It is also supported by other authors (Areeba et al., 2016; Surafel, 2016;
Tizazu, 2012 and Gezahegn, 2015). But, Simon (2016) reported that assurance has a negative

and insignificant effect on customer satisfaction towards E-banking services.

Effect of Empathy on Customer Satisfaction
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The finding this study indicates that empathy (p is higher than 0.05) has no significant
influence on customer satisfaction. This finding is also supported by Simon (2016) found that
empathy has positive and significant effect on customer satisfaction with relatively low
coefficients value among the rest SERVQUL dimensions. On the other hand, Areeba et al.
(2016) reported that empathy has no significant effect on customer satisfaction towards E-

banking services.
Effect of Tangibility on Customer Satisfaction

The finding further indicates that tangibility (p<0.05) has significant effect on customer
satisfaction. This finding is also supported by Simon (2016), found that tangibility has positive
and significant effect on customer satisfaction but its coefficients is relatively low among the
rest SERVQUL dimensions. On the other hand, Surafel (2016) reported that tangibility has no

impact on customer satisfaction towards E-banking
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CHAPTER FIVE

5. SUMMARY FINDINGS, CONCLUSION AND RECOMMENDATION

5.1.  Introduction
The end chapter of the study includes the summary findings, conclusion and recommendation
of the study. The first part covers the summery of findings which was obtained while answering
the research questions was presented in the conclusion part. Based on these findings the

proposed recommendation was presented. Finally, further areas of study are presented.

5.2.  Summary findings
The following findings of the study, which are obtained while answering the research questions;
from the total respondent 40.7% were disagreed on the reliability analysis of ATM services,
36.2% of the total respondent were disagreed on tangibility analysis of ATM services and
33.15% of the respondent were disagreed on responsiveness of ATM services. The respondent’s
overall satisfaction with the ATM service is that 47.25% of the respondents are satisfied. The
basic critical factors that affecting customer satisfactions of the independent variable are that
reliability, tangibility and responsiveness. The findings also indicate that there is a positive and
statistically significant relationship between overall service quality and customer satisfaction
except empathy. This means that better service will assure higher customer satisfaction which
leads to delighted customers that lead to increased revenue since maintaining customer

satisfaction is basic in retaining customers and boosting the profitability of banks.

5.3. Conclusion
As presented above in the findings of the study all five ATM service quality dimensions except
empathy have a positive and significant relationship with customer satisfaction. So working to
improve these aspects will contribute to the overall customers' satisfaction and sustainability of

the bank since the current customer satisfaction level can’t be guarantee for the future.

The highest dimension in customer’s perception is assurances, which means customers find the
ATM as being very easy to operate and understand. The lowest scoring dimensions in

customer's perception of the ATM service are tangibility and reliability respectively. Wegagen
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bank S.C has to look closely at its ATM tangibility and reliability and build upon the rest of the
service dimensions in order to create loyalty, repeat usage and positive word of mouth. Some of
the respondents sated that they were overall satisfied with wegagen bank S.C ATM service
even though they raised critical issues with the ATMs tangibility and reliability. There is a
positive and significant relationship between all the service quality dimensions and customer
satisfaction except empathy, therefore the better the services get the higher customer
satisfaction will become and this is imperative for the sustainable development and profitability
of banks. Therefore, wegagen bank should always try to ensure that its customers who are using
ATM service in Addis Ababa are very satisfied. Customer satisfaction is potentially one of the
most powerful weapons that the Bank can employ in its fight to gain aggressive advantage and
survive in today’s ever-increasing technology based competitive environment. Moreover, the

bank needs to develop techno focused strategies that enhance satisfaction of its customers.

5.4. Recommendations
Based on the findings of the study the following recommendations are provided by the
researcher to improve the quality of service and customer satisfaction of wegagen bank S.C

ATMs services.
Therefore, recommends management of wegagen bank S.C.

» Wegagen bank S.C should be increases number of ATM cards in the branch and in
different business or market center (molls) in order to increase satisfaction of the
customer.

» Wegagen bank S.C strongly make ATM contact person clearly available and it should
be labeled or displayed on the ATMs which branches they are tied to.

» Wegagen bank S.C should be providing immediate responses (action) regarding to ATM
problems when cash withdrawal without tendering of payment.

» Wegagen bank S.C should be increase a number of capacity building trading for
employees related to ATM for immediate response to serve the customers effectively
and efficiently. To utilize all the necessary human and material resources towards

achieving high level of ATM service quality to satisfy its customers, to take every
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proper action throughout the entire organization to focus on increasing ATM service
quality, to deliver the ATM service as promised and to promote intensively about its
ATM banking services.
» The bank should be improving the function of ATM in order to allow deposit by ATM
cards to make the bank competitive and preferable in the market.
The geographical area of the study only limited in Addis Ababa district and this means it is
difficult to generalize the study. Other researchers can use more ATM service quality
dimensions to measure a better understanding and even ask customers which services they
would like to see added to the current ATM services being provided. The study applied a
convenience sample of ATM card users. Given the current competition in the banking industry,

a similar study needs to be conducted by using probabilistic sampling technique.
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APPENDIX

ADDIS ABEBA UNIVERSITY
SCHOOL OF POST GRADUATE
College of Business and Economics

Department of Management Specialization in Quality Management and

Organisational Excellence

Questioner for customer of Wegagen Bank

Dear Respondent;

The purpose of this questionnaire is designed to collect data for the study on “the effect of
ATM service quality on customer satisfaction The case of wegagen bank S.C in Addis Ababa”
branches to be used for partial fulfillment of the requirement for department of management
specially in total quality management and organisational excellence Kindly devote some of
your precious time and fill up the enclosed set of questionnaires to the best of your knowledge.
Please be assured that your responses; will be kept strictly confidential, will not be transferred
to any third party and will be used for the stated purpose only. The researcher sincerely requests
you to answer each and every question carefully so that your responses will be valuable input
for the findings to meet the purpose of the study being undertaken. Please contact me at
0922841867 or e-mail (banteamlakmenweye@gamil.com) for any query regarding this
questionnaire.

General Instruction:

There is no need of writing your name
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v Please put Mark to indicate your preference

Thank you for your valuable response and timely co-operation

Part | Demographic Profile
1. Gender

A. Male()

2. Age

A. 18-25 yealg>
B. 26-30 year@
C. 31-35 yealg>
3. Education
A.  High school >
C. Firstdegree <>

E. Others -------------

4. Profession

B. Self-employee

A. Employee

5. Monthly Income (in birr)

A.Upto 1,000 >

B. 1,001- 4,000 >

C. 4,001-7,000 D
6. Status of ATM usage

A. Less than Year >

B.1Year —2year D)
C.2Year- 3Yare <>

A. 1-4 times <>
B.5-8times <>

A. Saving Account <>

B. Female O

D.36-40 years O

E. 41-45years

F. 46-50 years _—

G. Above 50 yearg>

-

>

B. Diploma
D. Master

C. Retired Q

D. Others ----------

D. 7,001-10,000 —
>

E. 10,001 -15000
F. Above 15000

-

D. 3year-4Year O

E. 4year-5Year T

F. Above5year < >
7. How frequently do you use ATM card per month?

C. 9-12 times ——

D. Above 12 times O
8. Type of your account linked with ATM card

C. Current Account
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B.  Women saving Account —— D. Warka saving account <——
9. Occupation
A. Student —— C. Self-employed —
B. Salaried Worké—— D. Pensioner —
10. What was the most critical reason in your decision to work this particular bank? (You can
tick more than one if you want)
A. Excellent service - B. the brand name of the bank <
C. I have an account in the bank D. Other, please specify------------
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No

Dimensions or items

Strongly
agree(5)

Agree
(4)

Neutral

©)

Disagree

)

Strongly
disagree

1)

Reliability

Wegagen bank ATM is operational at

all times

Wegagen bank ATM  provides

accurate consistent services

ATM banking provides power backup
and data recovery system to avoid
interrupted transactions in case of

electric power failure

Cash is available in the ATM of
wegagen bank at any time

Responsiveness

Wegagen bank makes the effort to

understand the customer’s needs

There is quick response and the ability
to get help if there is a problem or

question on ATM

ATM contact person is available for

rectify or correct of problem

There is Willingness of employees to
provide ATM services (timeliness of

service, giving prompt service)

Empathy

The bank gives you individual

attention in regard to ATM service

10

At a personal level information about
different types of ATM services is

available
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11

Provision of caring and individualized
attention to customers provided by
call-center are available in time of

request

12

Specific  individual needs are

appreciate

Assurance

13

Employees of wegagen bank are

always willing to help you

14

Wegagen bank S.C provides 24/7 e-
based monitoring and assistance for
ATM services that need immediate

support

15

Employees of wegagen bank possess
the required skills and knowledge to

perform the service

16

Employees of wegagen bank respect,
Politeness, and friendliness of contact

personnel

Tangibility

17

Appearance of the ATM is Attractive

18

Appearance of the ATM is available
in branch and different business area

also in moll

19

The currency note received from ATM

is of good quality

20

The card design is attractive and easy
to hold
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Part 11 Specific questions. Please evaluate your experience in regard to level of agreement for

the following questions of each item.
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