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Abstract
This study examined the mediating role of customer trust in the relationship between digital
banking service quality dimensions and customer satisfaction among active digital banking
customers of Awash Bank in Addis Ababa, Ethiopia. Despite substantial investment in digital
banking infrastructure, trust gaps created by fears of hacking and concerns over system reliability
create a psychological barrier between technical service quality and customer satisfaction,
motivating this investigation into customer trust as a mediating mechanism. A quantitative
explanatory research design was adopted, and data were gathered from active digital banking
users across four purposively selected Awash Bank branches through a purposive intercept
sampling technique. Digital banking service quality was measured through four dimensions of the
E-S-QUAL model: efficiency, system availability, privacy, and responsiveness. Data were
analyzed using partial least squares structural equation modeling via SmartPLS software,
alongside IBM SPSS Statistics for descriptive analysis. The structural model demonstrated strong
explanatory power for both customer trust and customer satisfaction, with all proposed path
relationships found to be statistically significant. Privacy emerged as the strongest predictor of
customer trust, while responsiveness demonstrated the greatest direct influence on customer
satisfaction. Customer trust was found to have a strong positive relationship with customer
satisfaction. The mediation analysis confirmed that customer trust partially mediates the
relationship between each digital banking service quality dimension and customer satisfaction,
indicating that digital banking service quality influences satisfaction both directly through its
technical elements and indirectly through the trust it builds among customers. The study concludes
that technical service excellence alone is insufficient to achieve customer satisfaction in Ethiopia's
digital banking context. Awash Bank should strengthen trust mechanisms, reinforce security
measures, and enhance responsive support services to sustain customer loyalty and long-term

satisfaction in its digital banking operations.

Keywords: Digital Banking Service Quality, Customer Trust, Customer Satisfaction, E-S-QUAL,
PLS-SEM, Partial Mediation, Awash Bank, Ethiopia.
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Chapter 1: Introduction
1.1. Introduction

This chapter presents the foundational framework of the study, which investigates how digital
banking service quality affects customer satisfaction through customer trust as a mediating factor
at Awash Bank in Addis Ababa. The research begins with its Background of the Study, which
establishes its contextual foundation within Ethiopia’s fast-changing digital financial sector. The
Statement of the Problem section describes the particular customer confidence deficit, which
currently exist at Awash Bank. And introduces the Research Questions, Objectives and
Hypotheses that guide the entire research process. The study defines its Significance and Scope
while providing Operational Definitions, which establish a clear path for research analysis.
1.2. Background of the study

The global banking sector has undergone a rapid shift from traditional physical branch banks to
modern digital banks through digital platforms including mobile applications, internet banking,
and automated payment systems driven by the accelerating development of information and
communication technology (Gefen et al., 2003; Lama & Kayestha, 2025). Service quality in digital
environments is defined by the gap between customer expectations and perceived service delivery
(Parasuraman et al., 1988), and customers increasingly evaluate institutional loyalty through
digital touchpoints such as system availability, ease of use, and security rather than physical branch

interactions (Arora & Banerji, 2024; Parasuraman et al., 2005).

In the absence of face-to-face interaction, customer trust becomes a fundamental element of digital
banking relationships. Trust acts as a psychological safety net that sustains customer confidence
when technical failures or privacy concerns arise (Gefen et al., 2003; Awuondo, 2025). Customer
satisfaction reflects an evaluation of the extent to which service performance has met or exceeded
expectations (Oliver, 2014; Sirdeshmukh et al., 2002). Technical service quality alone is
insufficient to achieve customer satisfaction and trust functions as the essential psychological

mechanism bridging service performance perceptions and satisfaction outcomes.

Ethiopia's digital financial landscape has undergone significant transformation driven by
regulatory reforms, telecommunications liberalization, and substantial investment in digital
infrastructure (NBE, 2024). Recent studies confirm that digital banking service quality is

positively associated with customer satisfaction in the Ethiopian banking context (Eyob Ketema
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et al., 2020; Tesega Demeke, 2025). The Digital Ethiopia 2025 strategy has been successfully
completed, preparing the way for Digital Ethiopia 2030, which aims to provide all citizens with
access to secure and inclusive digital systems (Yesigat et al., 2025). Awash Bank has expanded its
digital service channels to serve active digital banking customers across Addis Ababa and beyond
(Awash Bank, 2025). However, despite these investments, the bank continues to face customer
dissatisfaction stemming from system breakdowns, cybersecurity threats, and trust deficits in its
digital banking services (Awash Bank, 2025; Ayinaddis et al., 2025). These challenges are
compounded by structural telecommunications infrastructure constraints including Ethiopia's
legacy of single-provider telecommunications dependency through Ethio Telecom and recurring
power supply disruptions, which directly affect system availability perceptions and contribute to
customer trust deficits that no individual bank's platform improvements can fully resolve (NBE,
2024).

Despite the rapid expansion of digital banking in Ethiopia, the existing research base remains
largely restricted to examining direct relationships between digital service quality dimensions and
customer satisfaction, without investigating the psychological mechanisms through which these
relationships operate (Geressu, 2024; Kumilachew, 2023; Tesfaye, 2021). The current trend in
global digital banking literature clearly demonstrates that customer trust functions as a critical
mediating mechanism between service quality and satisfaction particularly in digital environments
characterized by information asymmetry, security risks, and the absence of face-to-face interaction
(Singhal et al., 2025; Wang et al., 2024; Morgan & Hunt, 1994). This gap is important to
addressing because its practical consequence is significant: banks like Awash Bank continue
investing heavily in technical service quality improvements while customers remain dissatisfied
not because the technology is poor, but because the trust needed to convert technical quality into

genuine satisfaction has not been adequately built or measured.

This gap has persisted for several reasons. First, Ethiopian banking research has traditionally
adopted service quality frameworks from developed market contexts such as SERVQUAL without
adapting them to the unique psychological dynamics of an emerging digital economy where
customers simultaneously navigate infrastructure challenges, cybersecurity fears, and low
institutional digital trust (Ayinaddis et al., 2025; NBE, 2024). Second, most local studies have

employed simple regression or correlation-based methods that test only direct effects, without the
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structural equation modeling capability needed to simultaneously model mediation pathways.
Third, no prior study has specifically examined a private commercial bank in Ethiopia where the
competitive pressure and digital innovation pace differ substantially from state-owned banks using
a first-order, dimension-level PLS-SEM model that distinguishes the unique contributions of

efficiency, system availability, privacy, and responsiveness individually.

This study addresses these gaps by employing PLS-SEM to test the mediating role of customer
trust in the relationship between four E-S-QUAL service quality dimensions and customer
satisfaction at Awash Bank in Addis Ababa. By generating dimension-specific evidence about
which service quality attributes most powerfully build trust and drive satisfaction in an Ethiopian
private banking context, this study contributes original empirical evidence to the trust-mediation
literature and provides actionable strategic guidance for Awash Bank management and
policymakers seeking to sustain digital financial inclusion and customer loyalty in Ethiopia's

rapidly evolving digital economy.

1.3. Statement of the problem
Ethiopia’s banking sector is experiencing a fast digital transformation, mainly by the National Bank
of Ethiopia introducing progressive regulatory reforms and a national policy focus on cashless
payment systems (National Bank of Ethiopia 2025). Awash Bank is one of the banks that have
also heavily invested in developing digital capabilities to improve operational efficiency and to be
able to offer more digital services (Awash Bank, 2025). However, despite these investments, the
bank still facing problems and challenges in customer satisfaction and trust issues in its digital

banking environment.

Customers appreciate the benefits offered by the digital banking services; however, the customer
dissatisfaction with the digital banking processes failures in the systems and issues relating to
cybersecurity (Gefen et al., 2003). Financial companies need not only invest in technology but also
gain the trust of their customers when performing digital transactions (Khatoon et al., 2021;
Nguyen et al., 2023). A critical paradox exists in enhanced digital service quality related to
efficiency, reliability, confidentiality, and responsiveness does not automatically lead to increased
customer satisfaction (Iffan et al., 2024; Parasuraman et al., 2005). (Sirdeshmukh et al., 2002),

established that customer trust serves as the critical relational factor bridging technical service
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equality and customer satisfaction, confirming that trust-building is essential for sustained

customer relationships in digital banking environments.

In Ethiopia's changing digital environment, customers often face technical problems such as
system downtime, network failures, and threats to security, which are typical issues in the digital
economies of developing countries (Ayinaddis et al., 2025; Kassaye et al., 2025). Recent Ethiopian
research works have shown that the aspects of digital banking service quality have a direct impact
on customer satisfaction. Eyob Ketema et al., (2020) illustrated that the quality of mobile banking
service had a direct impact on customer satisfaction at Bank of Abyssinia, while Tesega Demeke.,
(2025) showed that efficiency, reliability, and responsiveness were the key factors influencing
customer satisfaction at Abyssinia Bank located in Addis Ababa. Similarly, Kumilachew (2023)
proved that better digital service quality results in customer satisfaction at Commercial Bank of
Ethiopia. These studies were only focused on a direct correlation between digital banking service
quality and satisfaction, neglecting the mediating role of customer trust, which is a significant gap
in the Ethiopian commercial banking scenario where trust issues are a major concern even after

the banks have made considerable efforts to improve quality of service.

Further, other local studies examining the relationship between digital banking service quality and
customer satisfaction (Ayele 2024; Geressu 2024; Tesfaye 2021) have also overlooked the
psychological mechanism through which service quality perceptions translate into satisfaction
outcomes. Despite invested in the use of modern digital technology, the fact that trust plays a
critical mediating role in this digital usage of customers, which has been miss in the Ethiopian
researchers, particularly for Awash Bank in Addis Ababa. Therefore, this study seeks to fill this
research gap by examining the mediating role of customer trust in the relationship between digital

banking service quality and customer satisfaction at Awash Bank in Addis Ababa.

1.4. Research Questions
For the purposes of this study, digital banking service quality dimensions refer to efficiency,
system availability, privacy, and responsiveness, as operationalized through the E-S-QUAL

framework (Parasuraman et al., 2005).

1.4.1. Main Research Question
To what extent does customer trust mediate the relationship between digital banking service

quality dimensions and customer satisfaction among Awash Bank customers in Addis Ababa?
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1.5.

1.4.2. Specific Research Questions

What are the effects of digital banking service quality dimensions on customer satisfaction?
How do digital banking service quality dimensions affect customer trust?

How does customer trust affect customer satisfaction?

What is the indirect effect of digital banking service quality dimensions on customer
satisfaction through customer trust as a mediating variable?

Objectives of the Study
1.5.1. General Objective

The primary goal of this research is to examine the mediating role of customer trust in the

relationship between digital banking service quality and customer satisfaction in the case of Awash

Bank customers in Addis Ababa.

1.6.

1.5.2. Specific Objectives

To examine the effects of digital banking service quality dimensions on customer
satisfaction among Awash Bank customers in Addis Ababa.

To examine the effects of digital banking service quality dimensions on customer trust
among Awash Bank customers in Addis Ababa.

To examine the effect of customer trust on customer satisfaction among Awash Bank
customers in Addis Ababa.

To determine the extent to which customer trust mediates the relationship between digital
banking service quality dimensions and customer satisfaction among Awash Bank

customers in Addis Ababa.

Research Hypotheses

The following research hypotheses have been formulated to address the research gquestions and

achieve the objectives of this study. The digital banking service quality dimensions refers to

efficiency, system availability, privacy, and responsiveness and in order to provide empirical

testing, H1, H2, and H4 are each operationalized through these dimension-specific sub-hypotheses
(Hla—H1d, H2a—H2d, and H4a-H4d respectively), which are to be modeled using First-Order
PLS-SEM approach, as stated in Section 3.8 of this study.

H1: Digital banking service quality dimensions have a positive and significant effect on customer

satisfaction among Awash Bank customers in Addis Ababa.
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H2: Digital banking service quality dimensions have a positive and significant effect on customer

trust among Awash Bank customers in Addis Ababa.

H3: Customer trust, as a mediating variable, has a positive and significant effect on customer

satisfaction among Awash Bank customers in Addis Ababa.

H4: Customer trust positively and significantly mediates the relationship between digital banking
service quality dimensions and customer satisfaction among Awash Bank customers in Addis
Ababa.

1.7. Definition of Terms

1.7.1. Conceptual Definitions

Digital Banking Service Quality: It refers to the overall perception and evaluation by the
customer of the extent of the quality and effectiveness of the service provided through digital
channels, which include reliability and usability (Islam et al., 2023).

Customer Trust: This refers to a customer's psychological condition when they comprehend and
accept the risk of being harmed if their trust in the bank’s digital activities is misplaced, as they
trust the bank to be a good and safe promoter of their interests (Mayer et al. 1995; Morgan & Hunt,
1994). Consumer trust in online banking is effectively the bundle of perceptions that a bank is
reliable safe transparent and user friendly. Trust creation is very critical for increasing familiarity

and confidence of users in online transactions of a financial nature (Sahu et al., 2024).

Customer Satisfaction: A collective cognitive and emotional response resulting from the
comparison between expected and actual performance of digital banking services. (Kotler et al.,
2022). Customers establish their satisfaction with digital banking services through their emotional
evaluation of their experiences, which they base on their service delivery expectations and the

actual service results (Gazi et al., 2024; Oliver, 2014).

Mediation: A causal process whereby Digital Banking Service Quality as an independent variable
affects Customer Satisfaction as a dependent variable through its effect on Customer Trust as an
intervening variable. The mediating role of Customer Trust explains the mechanism through which
service quality establishes its relationship with customer satisfaction (Baron & Kenny, 1986;
Hayes, 2022).
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1.7.2. Operational Definitions

Digital Banking Service Quality: In this study, defined as a customer's perception of Awash
Bank's potential of delivering digital services through four main measures: Efficiency (ease and
speed of use), System Availability (technical stability and uptime), Privacy (data protection and
security), and Responsiveness (speed of problem resolution); measured using an adapted E-S-
QUAL framework (Parasuraman et al., 2005; Zeithaml et al., 2002) on a 5-point Likert scale
ranging from Strongly Disagree to Strongly Agree.

Customer Trust: In this study, customer trust is operationalized from a relational and
psychological perspective, drawing on two complementary theoretical foundations. First, Mayer
et al., (1995) integrative trust model defines trust as the willingness to be vulnerable to another
party based on positive expectations of ability, benevolence, and integrity providing the conceptual
basis for the three trust dimensions measured: technical competence (ability), customer-
centeredness (benevolence), and honesty (integrity). Second, the Commitment-Trust Theory
(Morgan & Hunt, 1994) positions trust as the critical relational mechanism through which service
quality perceptions are converted into lasting satisfaction outcomes, providing the theoretical
justification for trust's role as the mediating variable in this study. Operationally, customer trust
refers to the level of confidence that Awash Bank's digital banking customers have in the bank's
digital platforms to function safely, reliably, and with integrity across all digital interactions.
Customer satisfaction: For this research, it refers to the overall emotional reaction of the
customers that they get after using the digital services of Awash Bank and the extent to which their
digital performance with speed, convenience, and service quality satisfies the customers (Oliver,
2014). 1t was measured through a 5-point Likert scale that measured overall satisfaction and the

intention of continual digital service use.

1.8. Significance of the study
The implication of this study carries theoretical, practical, and policy related at different levels.
Theoretically, this study adds to the existing literature on digital banking by pointing out that the
psychological side of customer trust is key as well, besides technological improvements being why
in the adoption and satisfaction of customers. It integrates the use of the E-S-QUAL system
(Parasuraman et al. 2005) with the Technology Acceptance Model (Davis, 1989); the
Commitment-Trust Theory (Morgan & Hunt, 1994), and Signal Theory (Spence, 1973) and

customer trust are considered as the main psychological element that allows digital banking
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service quality to be changed into customer satisfaction and loyalty (Islam et al., 2023; Zhou,
2020).

Practically, the findings remind Awash Bank top management how a continuous and systematic
implementation of security, reliability, and transparency in digital banking is the essential features
that customers highly value for satisfaction and will guide their strategic planning to upgrade
digital service delivery. For Ethiopian commercial banks, the results provide the behavioral
considerations in their marketing plans to enhancing their digital customers retention and
engagement strategies. Additionally for digital platform developers, the research findings illustrate
that they should focus on the usability, trustworthiness, and consumer-oriented design of financial

solutions than developing technical features only.

From a policy perspective, the findings contribute to empirical evidence for the National Bank of
Ethiopia’s aim to have a cash-lite country by 2030 (National Bank of Ethiopia 2025). This study
reveals that sustainable development of digital finance systems is contingent upon the creation of
secure and trustworthy platforms where consumers’ privacy is protected (NBE 2024; World Bank
2023). Additionally, this paper addresses a significant empirical gap in the literature by providing

the basis for future research in digital finance transformation in the Horn of Africa.

1.9. Scope and Delimitations of the Study

1.9.1. Geographical Scope
This study focused geographically on Addis Ababa, Ethiopia. Four branches of Awash Bank in
different economic areas of the city: Megenagna, Bole, Legehar, and Addis Ketema were selected
purposively for representing of the population of active digital banking users in Addis Ababa. The
data were collected from December 2025 to June 2026. Even though Addis Ababa is the center of
finance and commerce in Ethiopia and accommodates the largest number of active digital banking
customers in the country (NBE 2024), the results of this study should not be taken as statistically
representative of all digital banking customers in Ethiopia. Because the study employed a non-
probability purposive intercept sampling technique, which does not support statistical
generalization beyond the sampled population (Saunders et al., 2023). However, the findings are
understood as analytically generalizable, meaning the theoretical relationships identified between

digital banking service quality, customer trust, and customer satisfaction may provide meaningful
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insights for similar urban digital banking contexts, while recognizing that rural and semi-urban

users, other commercial banks, and different regional contexts may yield different results.

1.9.2. Conceptual Scope
Conceptually, this study focused only on the impact of Digital Banking Service Quality on
Customer Satisfaction with Customer Trust as a mediator in the relationship. Four dimensions of
digital banking service quality, namely Efficiency (EFF), System Availability (SYS), Privacy
(PRI), and Responsiveness (RES), were used as independent variables while Customer Trust as a
mediating variable and Customer Satisfaction as a dependent variable.

1.9.3. Methodological Scope
This study used a quantitative research approach with an explanatory research design to investigate
the causal relationships between variables. A non-probability purposive intercept sampling
technique was used to select participants who were actively using Awash Bank's digital banking
services at the time of data collection (Saunders et al., 2023). The data were analyzed through
SmartPLS 4. 0 for PLS-SEM analysis and IBM SPSS Statistics Version 27 for descriptive analysis.

1.10. Organization of the Study
This research paper maintains its structure through five main chapters, which organize its content.
The first chapter presents the study's background information along with the problem statement,
research questions, research hypothesis, research objectives and research significance. The second
chapter reviews relevant theoretical and empirical literature and discusses the conceptual
framework. The research methodology framework of the study appears in chapter three which
outlines the population and sampling technique and sampling procedure and data source and data
collection tools and data analysis mechanisms used in the research. The fourth chapter presents
data analysis and data presentation methods. The final chapter five ends with the summary of the
whole study including the findings, conclusions, recommendations, limitations and directions for

further studies.
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Chapter 2: Literature Review

2.1. Introduction
This chapter reviews the theoretical, conceptual, and empirical foundations that support the
relationship between the quality of digital banking services, customer trust, and customer
satisfaction. The theoretical review draws on five complementary frameworks: the E-S-QUAL
model for assessing digital service quality, the Technology Acceptance Model for understanding
user adoption behavior, Signal Theory for explaining trust formation, the Commitment-Trust
Theory for making trust the central mediating variable, and Expectation-Disconfirmation Theory
for assessing satisfaction outcomes. The conceptual and empirical review then examines
international and Ethiopian studies, identifying a trust-mediation gap in Ethiopia's private
commercial banking sector. The chapter concludes with a conceptual framework illustrating the
hypothesized relationships between digital banking service quality, customer trust, and customer

satisfaction.

2.2. Theoretical Review
This research combines five different and relevant theoretical models to support a thorough
understanding of how digital banking service quality, customer trust, and customer satisfaction are
interrelated. These diverse theories jointly illustrate the technical, psychological, and behavioral

aspects of customer experience within the digital banking services of Awash Bank in Addis Ababa.

2.2.1. The E-SERVQUAL Model (E-S-QUAL Model)
The E-S-QUAL, created by Parasuraman et al. (2005), is the main source of theoretical basis for
assessing the quality of digital banking service. The conventional SERVQUAL model was
designed to measure service quality dimensions based on human contact such as empathy and
tangible aspects (Parasuraman et al., 1988); while, digital banking has about a need for an
assessment system that is technically focused. The E-S-QUAL model describes the quality of
electronic service as how well a website or a mobile app enable the delivery of services in an easy
and effective manner (Parasuraman et al. 2005). This research makes use of the E-S-QUAL model
by measuring the quality of digital banking through four aspects, which are highly related to the
digital environment of Awash Bank. The efficiency is a substitute for the traditional reliability
parameters and nowadays, customers judge their bank by how fast and easy to use their mobile

app is rather than human reliability (Bala et al. 2021). System Availability measures the technical
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functioning and accessibility of digital platforms. It is a very important factor in Ethiopia's
infrastructure where system failures still occur frequently (NBE 2024). Privacy, as the digital
counterpart of the traditional assurance, reflects the bank's ability to secure customer information
and financial transactions (Ya'u Ibrahim & Mu'azu 2021). Responsiveness is the digital counterpart
of empathy and it assesses how well the bank is able to assist users during technical problems,
turning user frustration into a trust-building opportunity (Rohit et al. 2025). The researcher selected
to employ the E-S-QUAL in this paper as it covers the technical aspects directly through which
the customers of Awash Bank assess their digital banking experience and it also brings the
measurement basis for testing the hypothesized relationships (Ahmad et al. 2024; Iffan et al. 2024).

2.2.2. Technology Acceptance Model (TAM)
TAM was proposed by Davis, (1989) as an influential model, based on PU (Perceived Usefulness)
and PEOU (Perceived Ease of Use) as critical determinants that affect consumers' behavior upon
adopting digital platforms. The role of TAM in this study is that of an additional lens that allows
linking objective measures of digital service quality with subjective users' experience by
explaining how the technical aspects of service quality like system availability and transaction
time impact users' perception of their benefit like convenience, speed, and money freedom. In other
words, this study uses TAM to reveal how Awash Bank's digital service quality dimensions
(Efficiency and System Availability) that directly measure PU and PEOU; impact user’s behavior
in terms of trust and satisfaction with digital banking applications. If digital banking application is
perceived as something easy to use (frictionless), people will find it useful and develop positive
behavioral chain in terms of adoption and commitment to the service provided (Davis, 1989; Dogra
A & Gupta, 2024). This assumption is confirmed by recent studies where it was shown that digital
tools that are both beneficial and easy to use result in customers' high behavioral intention to be
loyal to the service provider (Setiawan & Rahmawati 2025). Therefore, TAM provides the
behavioral explanation for why technical service quality dimensions directly predict both

Customer Trust and Customer Satisfaction in Awash Bank's digital banking context.

2.2.3. Signal Theory
Signal Theory, proposed by Spence, (1973) and applied to digital commerce by Boulding &
Kirmani, (1993), explains how customers use observable signals to judge unobservable service
quality in information-asymmetric environments. In digital banking, customers cannot physically

assess a bank's security or reliability before engaging with the service to creating significant
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information asymmetry (Chikri and Kassou 2024; Okello 2024). Signal Theory explains why
Privacy emerged as the strongest predictor of Customer Trust in this study. Visible security
mechanisms including biometric authentication, One-Time Password verification, and encrypted
transaction protocols are function as high-quality institutional signals that allow customers to
conclude trustworthiness and competence. When a bank provides strong and consistent digital
signals, it reduces perceived risk and builds customer confidence (Wells et al., 2011). Therefore,
signal theory identifies the precise psychological mechanism through which E-S-QUAL technical
performance translates into Customer Trust and bridging the technical and psychological

dimensions of the digital banking service experience.

2.2.4. Commitment-Trust Theory
The Commitment-Trust Theory, developed by Morgan & Hunt, (1994), explains the mechanics of
customer retention by positioning trust as the central mediating mechanism in long-term
relationship development. The theory argues that technical excellence alone is insufficient to
secure lasting customer relationships and a high-quality digital experience must actively cultivate
trust, which then functions as the engine for ongoing customer commitment and satisfaction. This
theory directly informs the mediation framework of this study. Applied to Awash Bank's digital
banking context, the theory predicts that digital banking service quality dimensions build
institutional trust, which in turn drives customer satisfaction and loyalty. Even the most technically
advanced digital banking platform struggles to retain its user base if it fails to provide a foundation
of psychological security and institutional integrity (Saoula et al., 2024). Therefore, the
commitment-trust theory provides the theoretical justification for positioning Customer Trust as

the essential partial mediator between digital banking service quality and Customer Satisfaction.

2.2.5. Expectation-Disconfirmation Theory (EDT)
The Expectation-Disconfirmation Theory (EDT), established by Oliver, (1980), proposes that
customer satisfaction results from a cognitive comparison between pre-service expectations and
actual service performance. When actual performance meets or exceeds expectations, positive
disconfirmation occurs, which producing satisfaction and behavioral loyalty. When performance
falls below expectations, negative disconfirmation produces dissatisfaction and customer churn
(Elkhani & Bakri 2023). EDT directly support the Customer Satisfaction construct in this study.
The expectations of the Awash Bank clients in using the digital banking service platform have

been created from previous experience, advice from colleagues, and promotions of the institution.
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When Efficiency, System Awvailability, Privacy, and Responsiveness meet or exceed these
expectations, positive disconfirmation produces satisfaction. Conversely, system outages, security
concerns, and slow problem resolution create negative disconfirmation, which is explaining the
persistent satisfaction challenges reported in Ethiopia’s digital banking environment (Ayinaddis et
al. 2025; NBE 2024). Therefore, EDT provides the theoretical foundation for understanding how

technical service quality perceptions translate into the satisfaction outcome.

2.3. Conceptual Review
2.3.1. Digital Banking Service Quality
In traditional marketing of services, service quality is understood as a comprehensive assessment
of the gap between what consumers expect and the real performance of the services (Parasuraman
et al. 1988). When it comes to banking digitalization, a major conceptual change is required
towards Electronic Service Quality (E-S-QUAL) as this term describes the degree to which a
website or a mobile app enables the efficient and effective provision of financial products and

services (Parasuraman et al. 2005).

The difference between digital and traditional banking goes beyond the level of human interaction.
In face-to-face banking, service quality mostly depends on the interpersonal skills of employees.
However, digital service quality is purely technical, system-driven, automated. It removes human
interactions with user-interface experiences that are assessed only on system performance, security
of the transactions, and design of the interface (Awuondo., 2025; Gefen et al., 2003). At Awash
Bank, digital banking service quality can be interpreted as the extent to which customers judge the
digital channels of the bank for delivering the services to them, e.g. the Mobile Application Awash
Birr Pro, internet-banking portals, and USSD services. This evaluation is very important in
Ethiopia's changing digital financial landscape, where customers are being shifted from traditional

branch-based banking to technology-mediated services (Tesega Demeke, 2025).

2.3.2. Dimensions of Digital Banking Service
Digital banking service quality is a multidimensional concept, and various researchers have
introduced different dimensional structures, reflecting the different research environments and
platform types examined in their studies. Top and Ali (2021) and Jun and Palacios (2016) focused

on efficiency, system availability, and privacy as the main dimensions, whereas Shankar et al.
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(2020) further added customer support, interactivity, and content. Security and privacy are the
common themes that keep arising among different researchers. For instance Ya'u and Mu'azu
(2021), Arcand et al. (2017), Zhou et al. (2021), they have been considered as the key trust-building
dimensions. Responsiveness and reliability are also very important elements in service-focused
systems as De Leon et al. (2020) and Pratama and Marliyah (2024) have described. However,
Mostafa (2020) and Owuamanam et al. (2022) highlighted aspects like ease of use, security, and
fulfilment as the most important quality attributes when talking about mobile banking.

Despite this diversity of measurement approaches, four dimensions consistently emerge across the
majority of digital banking service quality studies as the most empirically validated and
contextually relevant: Efficiency, System Availability, Privacy, and Responsiveness. These four
dimensions align closely with the E-S-QUAL framework (Parasuraman et al., 2005), the most
widely adopted framework for measuring electronic service quality and they are most relevant to
Awash Bank’s digital banking context, where mobile application performance, system reliability,
data security, and customer support represent the primary service touchpoints through which
customers evaluate their digital banking experiences. Therefore, this study operationalizes digital

banking service quality through these four dimensions as follows:

Efficiency: refers to the speed and ease, which customers’ access and use digital banking services
including transaction processing speed, interface intuitiveness, and navigation simplicity. High
efficiency reduces customer effort and builds confidence in the platform's technical competence
(Gautam & Sah, 2023; Parasuraman et al., 2005).

System Availability: refers to the technical reliability and consistent uptime of digital banking
platforms. Consistent system accessibility is fundamental to customer confidence, as frequent
outages cause immediate negative disconfirmation regardless of a bank's overall reputation (Bala
et al. 2021; Lama and Kayestha 2025).

Privacy: it goes beyond merely protecting customers’ financial data and covers the security of
transactions and maintaining confidentiality. With digital financial fraud becoming increasingly
sophisticated, privacy is the top factor in trust building in digital banking environments (Wang et
al., 2024; Singhal et al., 2025).
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Responsiveness: it is the execution of customers support quality and timeliness in case of a
technical failure. Banks who fix the problem the last minute and in the best possible way, indirectly
show the competence of the institution and commitment to customers which influence both trust

and satisfaction (Gautam & Sah, 2023; Parasuraman et al., 2005).

2.3.3. Customer Satisfaction
Customer satisfaction is the degree to which a customer is happy or content after buying a product
or service, from comparing what they expected before purchasing with what they actually
experienced (Oliver 1980, 2014). The Expectation-Disconfirmation Theory (Oliver, 1980) views
satisfaction as a relative cognitive outcome and not an absolute state. Positive disconfirmation will
be when the performance meets or exceeds the expectations causing satisfaction while negative

disconfirmation will cause dissatisfaction and potential brand switching (Elkhani & Bakri 2023).

Customer Satisfaction within this research is defined as the satisfaction level of the customers of
Awash Bank in relation to their overall judging experience of how happy or unhappy they were
after being involved with the digital banking services of Awash Bank. Satisfaction arises if aspects
such as transaction time, availability of system, security of data, and customer service are capable
of meeting or surpassing the users' expectations established at the beginning of the process.
However, long system downtime, inadequate security, or failure to respond from the customer

service side causes disconfirmation and less use of the platform.

In the Ethiopian digital banking context, empirical evidence continually shows that service quality
dimensions have a major impact on customer satisfaction. Tesega Demeke (2025) discovered
strong positive correlations between the quality of mobile banking services and customer
satisfaction at Abyssinia Bank's Addis Ababa branch. Eyob Ketema et al. (2020) revealed that
Ethiopian mobile banking customers measure their satisfaction through several factors, with the
easiest to use and most reliable features being two major predictors. Essayas Taye Lemma &
Chandrasekar, (2018) documented the existence of significant links between customer satisfaction
and mobile banking security, privacy, and ease of use aspects in Addis Ababa. Mesay Sata Shanka,
(2013) pointed out that among service quality dimensions, Mainly responsiveness and reliability,

the two greatly influence customer satisfaction and loyalty in Ethiopian private banks.
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2.3.4. Customer Trust
According to organizational studies, trust is described as the readiness of someone to be vulnerable
to the action of another party, with the expectation that the latter will act responsibly in the interest
of the former regardless of whether can control or monitor (Mayer et al., 1995). In digital
transactions where transactions are carried out without direct personal contact, trust is transformed
from interpersonal trust into institutional/systems-based trust, which comprises perceptions of

reliability, security, competence, and integrity (Gefen et al., 2003).

In this study, customer trust is conceptualized in a relational and psychological perspective from
two converging theoretical backgrounds. First, the integrated conceptualization of trust of Mayer
et al. (1995), based on willingness to be vulnerable to another party on the basis of positive
expectation about other party's ability, benevolence and integrity provides the initial grounding
into three trust components for this study to measure: technical competence (ability), customers-
centeredness (benevolence) and honesty (integrity). Secondly, the commitment-trust theory of
Morgan & Hunt (1994) which highlights trust as the ultimate relational mechanism for
transforming service quality into satisfaction, which provides the theoretical justification for trust

in this paper as the key mediator but, not as an outcome.

Customer trust in digital banking encompasses three interrelated dimensions. Ability-based trust
is developed to the extent that customers perceive that there exists the technical competence in
Awash Bank’s and they trust its digital banking services will perform successfully and efficiently
in their intended purposes. Benevolence-based trust means customers’ trust and belief that Awash
Bank’s motivation is good will towards its customers, will serve customer interest. Integrity-based
trust encompasses the belief that the bank adheres to ethical principles, maintains transparency,

and acts consistently with its commitments and promises (Mayer et al., 1995; Gefen et al., 2003).

This study understands Customer Trust as the philosophical mental attitude of the clients of Awash
Bank who are so confident in the use of the bank's digital platforms that they feel they can rely on
them entirely for their integrity security competence, and reliability. Customer Trust is the main
connecting idea that changes service encounters into lasting customer relationships and also
distinguishes it from other related concepts like customer satisfaction (an evaluative outcome) and

service quality (a technical performance assessment) (Morgan & Hunt, 1994). Service quality
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deals with what the bank is doing technically, satisfaction is how the customer evaluates that
delivery, and trust is a psychological state in which the customer feels secure enough to keep their
relationship commitment despite the presence of uncertainty and risk in the digital banking

environment.
2.4. Empirical Review

2.4.1. Efficiency in DBSQ and Its Effect on Customer Satisfaction
The speed of a system and how easily customers can access and complete their digital banking
transactions, supported by an interface that is not only intuitive but also easy to navigate, is a
feature of efficiency that has been repeatedly recognized as something important leading to
customer satisfaction in digital banking scenarios (Parasuraman et al. 2005; Gautam & Sah, 2023).
Gautam and Sah (2023) found that in developing countries banks, operational efficiency is the
biggest reason that influences the perception of quality of digital services and customer happiness.
They also revealed that among the attributes of efficiency in digital banking, customers value most

transaction speed and interface intuitiveness.

Rahmi et al. (2024) further demonstrated that the high efficiency not only enhances customer trust
but also satisfaction in general and they identified efficiency as a very strong factor contributing
to the perceived quality of digital service. In line with this, Eyob Ketema et al. (2020) discovered
in the Ethiopian context that efficiency largely determined the satisfaction level of mobile banking
customers of Bank of Abyssinia and customers emphasized on speedy transaction and user friendly
interface as their main priorities. Tesega Demeke (2025) also supported the results through his
study at Abyssinia Bank, that demonstrated the combination of system efficiency and easy-to-use
interfaces led to a significant rise in customer satisfaction. Taken together, these results tell us that
in Ethiopia where the development of digital infrastructure is at emerging stage and the internet
connectivity is still inconsistent and largely efficient digital banking platforms have become

important tools for satisfying and retaining customers.

2.4.2. System Availability in DBSQ and Its Effect on Customer Satisfaction
System availability refers to the technical reliability and consistent uptime of digital banking
platforms and is a significant determinant of customer satisfaction. Consistent system access is
particularly critical in the Ethiopian context, where service disruption leads to immediate customer

dissatisfaction regardless of the quality of other service attributes (NBE, 2024; Tesfaye, 2021).
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Simon Nahusenay Ejigu (2017) examined the quality of e-banking services in Ethiopian state-
owned banks and found that reliability encompassing system availability had a significant positive
association with customer satisfaction, noting that consistent access is fundamental to customer
confidence. Lama and Kayestha (2025) further demonstrated that in infrastructure-challenged
environments similar to Ethiopia, system availability functions as a hygiene factor its absence
causes immediate dissatisfaction regardless of the quality of other service attributes. These
findings collectively position system availability as the minimum operational standard required

for sustained customer satisfaction in Ethiopia’s digital banking sector.

In the Ethiopian context, system availability perceptions are shaped by structural
telecommunications infrastructure constraints that are distinct from more developed digital
banking markets. Until recently, Ethiopia operated under a single telecommunications provider
Ethio Telecom, which maintained a monopoly over mobile network infrastructure with limited
competitive incentive to expand coverage or improve reliability (NBE, 2024). The recent arrival
of Safaricom Ethiopia in 2022 has introduced competitive pressure, but dual-provider
infrastructure remains in a developmental phase. Additionally, frequent power supply disruptions
cause digital banking session interruptions and transaction failures that customers often attribute
to banking platform unreliability rather than electricity supply issues. These structural realities
provide important contextual explanation for why system availability consistently emerges as the
weakest-performing digital banking service quality dimension in Ethiopian studies consistent with
the infrastructure challenges documented by Ayinaddis et al. (2025) and the National Bank of
Ethiopia (2024).
2.4.3. Privacy in DBSQ and Its Effect on Customer Satisfaction

Privacy, covering data protection, security mechanisms, and confidentiality assurance, has been
acknowledged as one of the major factors that impact customers' satisfaction when they use digital
banking services. By assessing data across countries, Wang et al. (2024) proved that the ability of
a bank to protect its customers sensitive data is why that brings about the sense of trust and
satisfaction with banks among users of digital banking, while the issues of privacy greatly hinder
the use of digital services. The research carried out by Hailu & Esa, (2025) in Ethiopia revealed
that the concern over the security factor was such a strong variable leading to a decrease in digital
banking adoption, Because of this showing very clearly that the issues of privacy have a great

impact on the behavior of the customer in deciding whether or not to use digital banking services.
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At the same time, Eyob Ketema et al. (2020) from their study that was done in Abyssinia Bank
have pointed out that the issues related to security and privacy are among the main factors that
characterize the level of satisfaction of mobile banking customers. Essayas Taye Lemma, (2018)
has statistically shown that the level of customer satisfaction is greatly connected to the security
and privacy factors of mobile banking in Addis Ababa. Through their study, Singhal et al. (2025)
validated with SEM that privacy acts via a partial mediation path involving customer trust and
users have to feel they are safe before they can be genuinely satisfied with the digital banking

services.

2.4.4. Responsiveness in DBSQ and Its Effect on Customer Satisfaction
Responsiveness refers to assessing how quick and effective the customer support is when there are
technical problems. It is a big part that affects customer satisfaction in digital banking. Gautam
and Sah (2023) treated responsiveness as a chief factor of customer satisfaction and showed that
banks delivering quick and effective solutions to technical problems get more satisfied customer
ratings. Eyob Ketema et al. (2020) revealed that responsiveness had a positive effect on customer
satisfaction of mobile banking at Abyssinia Bank. Simon Nahusenay Ejigu (2017) found that
responsiveness was a significant positive factor that led to satisfaction in e-banking services of
Ethiopian state-owned banks. Also, Mesay Sata Shanka (2013) noted that responsiveness had a
major influence on service quality perceptions and customer satisfaction when it comes to
Ethiopian private banks. These-discussed results demonstrate that responsive customer service is
able to counterbalance the negative consequences of the technical failures and keep supporting

customer trust in the digital banking platforms.

2.4.5. Efficiency in DBSQ and Its Effect on Customer Trust
Besides facilitating satisfaction, Efficiency also issues in strengthening customer trust in particular
in digital banking. For example, Rahmi et al. (2024) highlighted that a highly efficient system
indicates the competence of the institution and at the same time justifies the users' decisions to use
digital banking technology and gradually leads to trust. Gautam and Sah (2023) independently
found that platform user’s confidence and brand preference in developing countries are mostly
influenced by the agility in operations and intuitive performance of a platform. In Ethiopia, where
digital banking is still in its infancy stage, a well-performing platform will be a clear sign of
institutional credibility as per Signal Theory (Spence, 1973), which in this case leads directly to

building customer trust in Awash Bank's digital infrastructure.
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2.4.6. System availability in DBSQ and Its Effect on Customer Trust
System availability is a primary mechanism through which customer trust in digital banking is
built or undermined. A banking platform that is consistently accessible and reliable signals
institutional competence and operational commitment to customers, whereas persistent service
disruptions significantly erode trust, even when the bank is otherwise perceived positively (NBE,
2024; Tesfaye, 2021). Lama and Kayestha (2025) demonstrated that in infrastructure-challenged
environments, system availability strongly predicts customer trust, as customers interpret technical
stability as evidence of the bank's capability and dedication to service reliability. Mujinga (2020),
in a study of the South African banking sector, found that system reliability is a fundamental
element in building overall institutional trust and confirming that consistent platform access

functions as a critical trust signal that transcends specific market contexts.

In Ethiopia's digital banking environment where service disruptions are frequently reported and
system downtime remains a common customer concern consistent system availability has become
a primary indicator of institutional trustworthiness. As noted in Section 2.4.2, these availability
challenges are significantly shaped by Ethiopia’'s structural telecommunications infrastructure
constraints, including the legacy of single-provider telecommunications dependency and recurring
power supply disruptions. These structural factors mean that system availability perceptions in
Ethiopia reflect not only individual bank platform performance but also broader infrastructure
realities that are beyond any single institution's direct control a contextual distinction that future

trust-mediation research in Ethiopia should explicitly account for.

2.4.7. Privacy in DBSQ and Its Effect on Customer Trust
Privacy is consistently the strongest factor in customer trust in digital banking, per various studies.
Wang et al. (2024) highlighted that strong data protection policies are a base for digital banking
trust and privacy tools be the main signals of institutional credibility in digital financial settings.
Singhal et al. (2025) illustrated that privacy, through trust, works as a partial mediator and a user
must first establish trust in the bank's data protecting capabilities to be satisfied. In Ethiopia, Hailu
& Esa (2025,) noted that security issues have impacted 72.40% of customers at Commercial Bank
of Ethiopia and reiterated the importance of privacy mechanisms being the most significant trust-
building cues. This is in line with Signal Theory (Spence, 1973) that states visible security features,
like biometric authentication and One-Time Passwords act as the signals of institutional

competence that decrease perceived risk and foster trust.
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2.4.8. Responsiveness in DBSQ and Its Effect on Customer Trust

Responsiveness does have a major impact on customer rust because it shows the company's
reliability even in crises, Gautam and Sah (2023) found that when banks offer quick and effective
problem resolution, customers trust them more. That is because customer support that is responsive
is a positive signal that the bank cares about its customers. Lama and Kayestha (2025) showed that
responsiveness is in particular a trust-building factor in emerging markets, where technical failures
tend to happen more often. With Ethiopian digital banking, where customers are often faced with
system problems, the speed and quality of how these issues are solved determine their level of
trust; plus with the help of responsive support, the bank offers a proof of its operational skills and
customer dedication (Simon Nahusenay Ejigu, 2017).

2.4.9. Customer Trust in DBSQ and Its Effect on Customer Trust
Customer trust is a widely recognized key factor that mediates the relationship between digital
service quality and customer satisfaction. For example, Verma, (2024) showed that customers who
trust digital banking systems not only get more satisfaction out of them but also become loyal and
willing to refer the service and proving trust as an outcome of a relationship and a driver of
satisfaction. Redda, (2023) also validated that trust is the psychological link that changes
functional digital transactions into long-lasting customer satisfaction, in line with the
Commitment-Trust Theory (Morgan & Hunt, 1994). Singhal et al. (2025) have shown that trust
strengthens the effect of service quality on satisfaction and that it is a partial mediator between
several dimensions of digital banking services. In Ethiopia, Essayas Taye Lemma (2018) reported
that customers' trust in the security and reliability of the system had a great impact on their overall
satisfaction with mobile banking, whereas Eyob Ketema et al. (2020) emphasized that gaining
customer trust through reliable service is a must for continuous satisfaction. This studies together
demonstrate that customer trust is not only an effect of good service experiences but a critical
psychological factor that enhances the effect of technical service quality on customer satisfaction

outcomes.

2.4.10. The Mediating Role of Customer Trust
Contemporary literature consistently finds that Customer Trust acts as a partial mediator between
digital banking service quality and customer satisfaction. Muliyati & Jaya, (2025) pointed out that
although the service quality directly influences satisfaction, a large portion of this impact is really

through trust and confirming partial mediation. Singhal et al. (2025) and Wang et al. (2024)
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illustrated that, trust mediates the digital service quality and satisfaction relationship in several

digital banking contexts, and the mediation effect is mostly strong for Privacy and Responsiveness

dimensions. Bashir et al. (2023) found that trust changes customers from transactional interactions

to long-lasting service relationships and they have experimentally shown the mediating role of

trust, which is distinct from the direct effects of service quality. For Ethiopia, Hailu & Esa, (2025)

showed that trust-related issues are major to digital banking adoption whereas Essayas Taye

Lemma, (2018) evidenced that elements of trust were implicitly mediating the technical quality

and satisfaction relationship in mobile banking in Addis Ababa. Yet, no research work has

formally examined Customer Trust as a mediating variable in the private commercial banking

sector in Ethiopia, which is the gap that directly motivates to this research.

Table 2.1: Summary of Empirical Evidence on Digital Banking Service Quality, Trust and

Variables

Efficiency

System
Availability

Privacy

Responsiveness

Customer Trust

Effect on
Customer
Satisfaction

Significant positive

Significant positive

and hygiene factor

Significant and
mediated through
trust

Significant positive

Strong positive

direct effect

Satisfaction

Effect on
Customer Trust
Positive  signals

competence

Critical reliability

signal

Strongest  trust

predictor

Trust-building in

crisis

Source: Compiled by Researcher from reviewed literatures

Sample

Gautam & Sah (2023);
(2020);

Eyob
Ketema et al Tesega
Demeke (2025)

Lama & Kayestha (2025); Simon
Nahusenay Ejigu (2017); Tesfaye,

(2021)

Wang et al. (2024); Singhal et al.
(2025); Hailu & Esa, (2025)

Gautam & Sah (2023); Mesay Sata
Shanka (2012)

Verma (2024); Redda (2023);
Morgan & Hunt (1994)
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2.5. Research Gap
Previous digital banking research in Ethiopia has mainly focused on direct relationships between
digital service quality and customer satisfaction, without examining the psychological mechanisms
through which these relationships operate (Eyob Ketema et al., 2020; Tesega Demeke, 2025;
Kumilachew, 2023; Geressu, 2024; Ayele, 2024). Although trust-related factors have been
recognized as important contextual elements in Ethiopia's digital banking environment (Essayas
Taye Lemma, 2018; Hailu & Esa, 2025), no study has formally examined customer trust as a
mediating variable in the digital banking service quality and satisfaction relationship within
Ethiopia’s private commercial banking sector. This represents a significant gap, as global studies
consistently demonstrate that customer trust is a critical psychological mechanism linking digital

service quality to customer satisfaction (Singhal et al., 2025; Wang et al., 2024; Iffan et al., 2024).

The absence of trust-mediation research specifically at Awash Bank digital banking, which is one
of Ethiopia's private bank, constitutes both a theoretical and empirical gap that this study addresses.
By examining the mediating role of customer trust in the relationship between digital banking
service quality dimensions and customer satisfaction, this study contributes original empirical
evidence to the Ethiopian digital banking literature and offers evidence-based strategic guidance

for bank management and policymakers.

2.6. Conceptual framework
The conceptual framework presented in Figure 2.1 illustrates the theorized relationships between
digital banking service quality dimensions (efficiency, system availability, privacy, and
responsiveness) customer trust, and customer satisfaction, synthesized from the theoretical and

empirical literature reviewed in this chapter.
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Figure 2.1: Conceptual framework of Variables

Independent variables Mediating variable Dependent variable
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» Direct Effect-dimensions to customer trust (H2)

Direct Effect- dimensions to customer satisfaction (Hla-Hld)

Source: Adapted from Morgan & Hunt, (1994); Parasuraman et al., (2005), modified by

researcher

The framework follows a sequential logic, moving from technical inputs to psychological
outcomes. The four digital banking service quality dimensions: efficiency, system availability,
privacy, and responsiveness serve as the independent variables, representing the primary
touchpoints through which customers interact with Awash Bank's digital banking platforms.
Consistent with the E-S-QUAL framework (Parasuraman et al., 2005), these four dimensions are
operationalized as separate first-order constructs in the empirical analysis each exerting both a
direct effect on customer satisfaction (H1, operationalized as Hla—H1d) and an indirect effect

through customer trust (H4, operationalized as H4a—H4d).
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Customer trust serves as the mediating variable the essential psychological bridge between
perceived digital banking service quality and customer satisfaction. In a digital banking
environment characterized by the absence of face-to-face interaction, the framework proposes that
service quality dimensions are positively associated with the formation of institutional trust (H2,
operationalized as H2a—H2d), which is in turn positively associated with customer satisfaction
(H3). This trust-mediated pathway reflects the Commitment-Trust Theory (Morgan & Hunt,
1994), which positions trust as the critical relational mechanism linking technical service
performance to lasting satisfaction outcomes. The prominence of privacy as a trust-building signal
is further explained by Signal Theory (Spence, 1973), which suggest that visible security
mechanisms such as biometric authentication and data protection features function as institutional

credibility signals in low-trust digital environments.

Customer satisfaction is the final dependent variable, representing users' overall evaluative
response to their digital banking experiences at Awash Bank. The framework proposes a partial
mediation model, whereby digital banking service quality influences customer satisfaction through
both a direct technical pathway and indirect trust-mediated psychological pathway simultaneously

and providing the structural basis for the hypotheses tested in Chapter Four.

' Page | 25



Chapter 3: Research Methodology

3.1. Introduction
This chapter presents research methodology adopted to examine the mediating role of customer
trust in the relationship between digital banking service quality dimensions and customer
satisfaction among Awash Bank customers in Addis Ababa. The chapter covers methodological
decisions made during all steps of the research process starting with; research design, research
approach, study population, sampling frame, sampling design, sample size determination, data
collection instrument, data collection procedure, data analysis technique and research ethics. The
systematically documented research method to make research process more transparent to enhance
the scientific rigor of the research (Creswell and Creswell 2023; Saunders et al. 2023). The study
employed quantitative explanatory research design with structured questionnaire and prepared
both in English and Amharic, distributed to active users of digital banking in four purposefully
selected Awash Bank branches located in Addis Ababa. Data has been analyzed using SPSS
version 27 for descriptive statistics and SmartPLS 4.0 for PLSSEM, which simultaneously testing

measurement, structural and mediate models.

3.2. Research design
This study employed an explanatory research design to examine the digital banking service quality
dimensions: efficiency, system availability, privacy and responsiveness significantly associated
with customer trust and customer satisfaction and to assess the mediating role of customer trust in
these relationships. An explanatory design was selected since the main goal of this research work
is not merely to describe but also to make hypothesis testing with statistics to find out the cause-
effect relations of variables to explain the digital banking customer behavior patterns observed
(Saunders et al. 2023). The explanatory design will allow the researcher to determine if digital
banking service quality dimensions can be used to predict the levels of customer trust and customer
satisfaction, and also customer trust plays a role in the mediation of these relationships, which is
support or reject the theoretical assumptions of the E-S-QUAL framework and the mediation

model proposed (Creswell and Creswell 2023; Sekaran and Bougie 2020).
3.3. Research Approach

This study adopted a quantitative research approach with an explanatory research design supported
by the literature. Quantitative method is the best option here because the study involves measuring

the relationships between the variables very clearly defining: digital banking service quality
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dimensions (Efficiency, System Availability, Privacy, and Responsiveness), customer trust, and
customer satisfaction via numerical data collected through surveying with standardized
questionnaires (Saunders et al. 2023). Through this approach, the researcher can test the
hypotheses of causal and mediating relationships statistically by employing PLS-SEM while being
able to compare the results systematically with earlier empirical studies of digital banking. In other
words, standardized questionnaires increase the reliability and consistency of data, whereas a
structured measurement of variables with a 5-point Likert scale helps to precisely quantify the
respondents’ perceptions (Sekaran & Bougie, 2020).
3.4. Sampling Design
3.4.1. Target Population

The target population for this study comprised active digital banking customers of Awash Bank
residing in Addis Ababa. Only customers who had conducted at least one digital banking
transaction through the Awash Birr Pro mobile application, internet banking, USSD, or Digital
Wallet within the preceding 30 days were eligible to participate, ensuring that all respondents
possessed current firsthand experience of the bank's digital service quality dimensions, including
system uptime, responsiveness, privacy mechanisms, and transaction efficiency (Sekaran &
Bougie, 2020). It is acknowledged that the 30-day active transaction criterion, while necessary to
ensure respondent familiarity with current platform features, introduces a sampling constraint that
excludes disengaged digital banking users. Customers who discontinued digital banking usage
potentially due to trust failures, security incidents, or service quality dissatisfaction are not

represented in this study's sample. This limitation is discussed further in Section 5.6 of this study.

The geographical focus on Addis Ababa was established because the capital city serves as
Ethiopia's primary hub for digital financial services, hosting the highest concentration of active
digital banking users and the most developed digital infrastructure in the country (NBE, 2024).
Focusing on urban digital banking users enhanced the internal validity of the study by controlling
for environmental factors such as rural telecommunications limitations and infrastructure
variability, which would otherwise affect the measurement of Awash Bank's platform performance
independently of actual digital service quality (Ayinaddis et al., 2025). Given the use of non-
probability purposive intercept sampling, findings are not intended to be statistically generalized
to the broader Ethiopian digital banking population. Rather, the study aims for analytical

generalizability, where the theoretical relationships identified between digital banking service
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quality, customer trust, and customer satisfaction may inform understanding of similar urban

digital banking contexts in Ethiopia and comparable emerging markets.

3.4.2. Sampling Frame
A sampling frame refers to the formal registry of members within a target population from which
a sample is systematically selected (Saunders et al., 2023). For this study, Awash Bank's internal
branch records confirmed that the total number of active digital banking users across the four
selected branches was 12,757 as of February 2025 (Awash Bank, 2025). This figure represents
aggregate branch-level administrative data specifically, the total number of registered active digital
banking users per branch and does not contain any individually identifiable customer information.
This aggregate count was provided by Awash Bank branch management and used only for the

purpose of proportional sample allocation across the four branches, as detailed in Section 3.4.4.

To ensure demographic and geographic representativeness, data were collected from four
purposively selected Awash Bank branches representing distinct economic zones within Addis
Ababa:

1. Legehar Branch (Mexico Area): This branch selected to represent the central business
district demographic including civil servants, diplomats, and office professionals.

2. Bole Branch (Bole Area): This branch selected to represent corporate, high-income, and
technologically advanced consumer segments.

3. Addis Ketema Branch (Merkato Area): This branch selected to represent high-volume
retail merchants and middle-income commercial users from Addis Ababa's largest
commercial district.

4. Megenagna Branch (Megenagna Area): This branch selected to represent a diverse mix
of daily commuters and residential digital banking users from one of the city's primary

transit centers.

By using multiple branches, we spread the risk of location bias and, at the same time, allow the

data to capture the diversity of the urban digital banking user base of Awash Bank.

3.4.3. Sampling Technique
This study adopted a non-probability purposive intercept sampling technique. Since Awash Bank's

institutional customer registries are confidential and inaccessible for random sampling, the
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researcher physically intercepted active digital banking customers at the four selected branch
locations during their regular banking activities, consistent with established intercept survey
methodology (Saunders et al., 2023; Creswell & Creswell, 2023). A structured screening protocol
was applied to ensure that only eligible respondents participated. Prospective participants were
required to confirm that they had actively used at least one of Awash Bank's digital banking
platforms: the Awash Birr Pro mobile application, internet banking, USSD, or Digital Wallet
within the preceding 30 days. This purposive filtering ensured that all respondents possessed the
recent firsthand experience necessary to provide valid assessments of digital banking service
quality dimensions. To minimize selection bias, data collection was conducted across different
times of day including morning peak hours and afternoon periods and different days of the week
at all four branch locations. Participation was entirely voluntary, ensuring that respondents’
answers genuinely reflected their perceptions of Awash Bank's digital service quality and
institutional trust (Creswell & Creswell, 2023).

3.4.4. Sample Size
Given that the population of active digital banking users across the four selected branches is a
known, finite figure of 12,757 (Section 3.4.2), Cochran's (1977) formula was applied to determine
the minimum required sample size, a widely adopted procedure in quantitative survey research
(Hair et al., 2022; Saunders et al., 2023). Cochran's infinite population formula was applied first,
yielding a minimum required sample size of 385 respondents. This figure was then checked against
the population to determine whether a Finite Population Correction (FPC) was necessary: 385
represents approximately 3% of the total population of 12,757, which falls well below the 5%
threshold beyond which the FPC factor produces a meaningfully different result (Cochran, 1977;
Saunders et al., 2023). When the sample-to-population ratio falls below 5%, the correction factor
approaches 1.0, rendering its application statistically negligible (Hair et al., 2022; Sekaran &
Bougie, 2020). For verification, applying the FPC formula to no = 385 and N = 12,757 yields a
corrected minimum of 374 respondents, a difference of only eleven cases and confirming that the

uncorrected value of 385 was statistically appropriate and the more conservative of the two figures.
The following parameters were applied in the formula:
1. Z (Confidence Level): Z-score value of 1.96 for the 95% confidence level.

2. P (Estimated Proportion): A conservative maximum variability estimate value
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of 0.50 which ensures the maximum sample size is determined (Cochran, 1977).
3. g (Complement of p): Determined as 1- p = 0.50.

4. e (Margin of Error): Acceptable level of margin of error set at +5% (0.05).

The applied formula for sample size determination:

Z*xPxq
n=————
ez
_(1.96)%+0.5#0.5
©0.0025
n=384.16=385

Where:

e Z =Z-score for the confidence level 95%
P = Estimated proportion

q=1-P,

e = Level of precision

Applying Cochran's (1977) formula yielded a minimum required sample size of 385 respondents.
The target sample was increased to 430, representing a contingency buffer of approximately 10.5%
above the minimum requirement, to account for potential data loss from incomplete responses,
ineligible participants, and failed attention check items. This oversampling strategy maintained
statistical power at the 95% confidence level while ensuring that the final usable sample after data
screening met or exceeded the minimum requirement (Hair et al., 2022; Saunders et al., 2023).
The target sample of 430 was distributed across the four branches using proportional allocation
based on each branch's digital user population, as recorded in Awash Bank's Branch Digital User

Records for February 2025 (Awash Bank, 2025), as detailed in Figure 3.1

' Page | 30



Figure 3.1: Proportional Allocation of Sample Size of Selected Awash Bank Branches.

Selected Branches
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Source: Awash Bank (2025). Branch digital user records (Internal document). The branch digital

user population data was obtained directly from Awash Bank branch management during the field

authorization process and was used only for proportional sample allocation purposes.

3.4.5. Sampling Procedure

Sampling procedures were carried out in an organized five-step process in order to ensure accuracy

of information gathering, institutional compliance, and participant validity.

1. Pilot Testing and Validation: Before conducting the primary study the questionnaire was
administered to 40 individuals, about 10% of the minimum sample in order to test the
instrument for understandability, validity and cultural sensitivity. For more information refer
to section 3. 7. 1.

2. Access and Field Authorization: Besides obtaining a letter of university introduction, the

researcher get formal approval from Awash Bank management to collect data in a manner
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consistent with the banks and the research ethics standards. Branch managers and other
authorized stakeholders gave the researcher complete permission to carry out intercept surveys
at their branch locations.

3. Respondent Screening: Respondents who come to one of the four chosen branches were
screened for the paper with purposive intercept method. A structured question of the eligibility
confirmed whether a respondent was a digital banking user who has made at least one
transaction through the mobile app, internet banking, USSD, or digital wallet within the last
30 days. Those not meeting the criterion were rejected.

4. Data Collection: Once a participant was eligible, he/she was given all information on the rights
to anonymity, confidentiality, and the voluntary nature of participation before providing the
informed consent form. The researcher was present throughout to clarify any doubts of
respondents in an unbiased manner and to provide technical help if needed while keeping the
process as free from the influence of the researcher as possible before and after participants
answering.

5. Temporal Distribution: The four-week data collection took place at the time of deployment
at all the four branches. To have a time-wise comprehensive representation of Awash Bank's
active digital banking users, surveys administration during peak-time, such as mid-morning

and lunch hours, as well as during off-peak time on different days of the week was performed.

3.5. Sources of Data
This research mainly depends on primary data as the high-level source of validation. To
researchers, primary data is very important in ensuring the correctness and pertinence of their
discoveries. Secondary data will probably be either out of date or mismatched to the context in
which it is used. While primary data, which is collected directly through structured surveys from
respondents, gives first-hand information that is not only more trustworthy but also better fits the
research purposes (Saunders et al. 2023; Creswell & Creswell, 2023). Efficiency, System
Availability, Privacy, Responsiveness, Customer Trust, and Customer Satisfaction were the
selected variables because they represent the key and widely tested factors influencing digital
banking service quality, trust building, and customer satisfaction in digital banking scenarios.
Besides being supported by lots of studies both globally and in Ethiopia, these variables also

highlight the crucial aspects of customer behavior with Awash Bank's digital banking operations

' Page | 32



(Parasuraman et al. 2005; Gautam & Sah, 2023). Other variables were left out mainly because they

were redundant with the dimensions picked for this research.

Besides, secondary data has been used to set up the whole system and the context of the research.

Among such data sources are the annual reports of Awash Bank, regulatory publications from the

National Bank of Ethiopia, and highly-regarded academic literature on digital banking service

quality, trust, and satisfaction (Sekaran & Bougie, 2020).

Table 3.1 Variables Scale Selection for the Questionnaire

Variable Code Questionnaire Item

EFF1  The digital platform processes my transactions quickly and
without annoying delays

EFF2 I can easily complete my daily banking tasks using only a
few clicks or taps

EFF3  The app or website are well-designed, making it simple to

Efficiency find the services | need.

EFF4  Using Awash Bank's digital services saves me significant

time in completing my banking needs.

EFF5  Finding specific account information through the digital
channels is straightforward.
SYS1 = Awash Bank’s digital banking services are accessible 24/7
System whenever | need them.
Auvailability SYS2 | rarely experience app crashes, freezing, or system outages
while banking online.
SYS3 | When the system is unavailable for maintenance, Awash
Bank notifies me in advance.
SYS4 It doesn't matter which device or internet connection | am
using, the service is just as good.
SYS5 | My personal banking routine is never interrupted by
unexpected technical failures.
PRI1 I am highly confident that Awash Bank protects my
financial data from unauthorized access.

Privacy
PRI2 | feel completely safe conducting high-value or sensitive

transactions through the app/digital platform.

PRI3 The Awash bank's security features, such as OTPs (One-
Time Passwords) or biometrics login, make me feel secure.

PRI4  Awash Bank's privacy policies are clear and give me peace
of mind.

PRI5 | trust that the bank will never share my personal
information with outside parties without my permission.

RES1 | When | encounter a technical issue, the bank resolves it in a
fast and efficient manner.

Source

(Parasuraman
et al., 2005);
Gautam & Sah
2023)

(Parasuraman
et al.,2005;
Bala et al.,
2021)

(Wang et al.,

2024; Singhal
et al., 2025);

Ya'u Ibrahim
and Mu'azu.,

2021)
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Responsiveness = RES2

RES3

RES4

Customer Trust TRU1
TRU2
TRUS3

TRU4

TRUS

Customer SAT1
Satisfaction
SAT2

SAT3

SAT4

SAT5

The customer support team is easy to reach if |1 need help
with my digital banking.

The answers | receive regarding my transaction problems
are accurate and helpful

| feel that the bank takes immediate action to resolve digital
banking issues I report.

Awash Bank consistently acts in my best financial interest
when providing digital services.

I believe Awash Bank is fully committed to providing me
with a safe and reliable digital banking experience.
Awash Bank possesses the advanced technical expertise
required to manage my digital transactions safely.

I believe Awash Bank’s digital banking services are
handled with high integrity and honesty.

I am often worried that the bank's digital platforms might
fail to execute my transactions correctly. (This item is
reverse-coded)

Overall, the digital services provided by Awash Bank
perfectly match my expectations.

I am satisfied with the quality and convenience of my
digital banking experience.

The digital platform provides everything I need to achieve
my daily financial goals.

Using Awash Bank’s digital service is a user-friendly and
stress-free experience for me.

I would highly recommend Awash Bank's digital platforms
to my friends and family.

3.6. Data Collection Methodology

(Parasuraman
et al. 2005;
Gautam & Sah
2023)

(Mayer et al.
1995; Morgan
& Hunt 1994;
Sultana &
Hasan 2023),

(Oliver 2014;
Sultana &
Hasan 2023)

This study adopted a cross-sectional survey design. It is a method of collecting quantitative

information from the target population only once at a specific point in time (Creswell & Creswell,

2023). This design suited the present the research because it enabled effective measurement of

current Awash Bank customer perceptions of digital banking service quality, trust, and satisfaction

across the four selected branches without requiring longitudinal follow-up. The cross-sectional

approach ensured that findings reflected the operational reality of Awash Bank's digital banking

environment at the time of data collection.
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3.7. Data Collection Instrument
The primary data collection instrument was a structured bilingual questionnaire, developed based
on validated scales from established academic literature. The instrument was initially designed in
English and subsequently translated into Amharic through a rigorous back-translation procedure
conducted by a language expert, to ensure linguistic and conceptual equivalence across both
versions. Prior to administration, the instrument was reviewed by the research advisor to confirm
content validity (Taherdoost, 2016).

The questionnaire comprised two sections. The first section collected demographic information
including gender, age, educational level, and digital banking usage frequency and confirmed
respondents' active digital banking status through the 30-day transaction criterion. The next section
of the questionnaire covered six constructs that included a total of 29 major items: Efficiency (5
items), System Awvailability (5 items), Privacy (5 items), and Responsiveness (4 items) were
adapted from the E-S-QUAL model (Parasuraman et al. 2005), while the Customer Trust (5 items)
and Customer Satisfaction (5 items) measures were adapted from established measurement scales
(Hair et al., 2022; Sultana & Hasan, 2023). All items were measured on a 5-point Likert scale

ranging from 1 (Strongly Disagree) to 5 (Strongly Agree).

To detect inattentive respondents and identify potential response bias such as straight-line
answering, a negatively worded item (TRU5) was embedded within the customer trust scale
(Meade & Craig, 2012; Oppenheimer et al., 2009). This item was presented to respondents without
any special label, appearing as a regular survey item. During data screening in IBM SPSS Statistics
Version 27, respondents to TRU5 was logically inconsistent with their overall pattern of responses
to TRU1-TRU4 were flagged as potentially inattentive and excluded from the final dataset.
Following data screening, TRU5 was reverse-scored in IBM SPSS Statistics Version 27 converting
the original 5-point responses so that higher worry scores were recoded as lower trust scores
yielding the reverse-scored item TRUSR, which was subsequently included in the SmartPLS 4.0
measurement model. This two-stage procedure first using TRU5 as an attention-check screening
tool, then including the reverse-scored TRU5SR as a measurement indicator is consistent with
established survey quality control and scale construction practice (Meade & Craig, 2012; Hair et
al., 2022), as detailed in Section 4.2.
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Customer trust was operationalized through five items (TRU1-TRU5R) on a 5-point Likert scale,
adapted from established scales (Mayer et al., 1995; Morgan & Hunt, 1994; Sultana & Hasan,
2023). Each item was designed to capture one of the three trust dimensions: TRU1 and TRU2
reflect benevolence-based trust, and provide the belief that the bank acts in the customer’s best
interest; TRU3 reflects ability-based trust, and provide technical competence in managing digital
transactions safely; TRU4 reflects integrity-based trust, and provide honesty and transparency in
service delivery; and TRUSR is the reverse-scored attention-check item, capturing perceived risk
of transaction failure, which was included after reverse-scoring to maintain directional consistency
with the remaining trust items (Meade & Craig, 2012). It is acknowledged that TRU5SR captures
perceived risk of system failure rather than a direct dimension of trust as such its lower outer

loading is consistent with this conceptual distinction, as discussed in Section 4.5.2.

The validity and reliability of all constructs were confirmed through outer loadings, average
variance extracted, composite reliability, and the HTMT ratio, with all values meeting
recommended thresholds (Hair et al., 2022).

3.7.1. Pilot Testing

A pilot test was conducted with 40 participants. These 40 participants are 10% of the minimum
required respondents in the main survey. During the pilot test, the reliability of the instrument was
evaluated as well as the clarity and cultural appropriateness for both the English and Amharic
versions. It was noted that all questions were clear and understandable for respondents with no
concept loss when back-translated. The question with reverse-coded attention checking was
effective with no respondents confused when completing the survey. All six constructs were
analyzed for reliability using Cronbach's Alpha (a) with IBM SPSS Statistics. All constructs
produced Cronbach's Alpha scores higher than the minimal required level of threshold 0.70 (Hair
et al. 2022).

3.8. Data Analysis Method
Partial Least Squares Structural Equation Modeling (PLS-SEM) was employed to test the
hypotheses and SmartPLS 4.0 was used as the statistical analysis software (Ringle et al. 2022).
PLS-SEM was selected over covariance-based SEM (CB-SEM) for three primary reasons: First,
this method suits well the predictive research framework since it focuses on predicting and

explaining the variance in endogenous constructs. Second, this method is relatively resistant to
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data distributions that do not have a normal form. Finally, using this approach does not require
strong assumptions concerning distribution when it comes to models with many constructs and
mediators (Hair et al. 2022; Henseler et al. 2015). IBM SPSS Statistics Version 27 was employed
for basic data management tasks such as data cleaning, missing value analysis, and descriptive
statistical analysis.

The mediating role of customer trust was assessed using the specific indirect effects approach in
PLS-SEM, executed through bootstrapping with 5,000 sub-samples in SmartPLS 4.0, following
Hair et al. (2022). For each of the four digital banking service quality dimensions, a specific
indirect effect was calculated as the product of two path coefficients: the path from the dimension
to customer trust (a-path) multiplied by the path from customer trust to customer satisfaction (b-
path). Statistical significance of each indirect effect was determined by whether the bootstrapped
t-statistic exceeded 1.96 and the p-value fell below 0.05 under a two-tailed test. The simultaneous
significance of both direct effects (dimension to satisfaction) and indirect effects (dimension to
trust to satisfaction) for all four dimensions confirmed partial mediation, consistent with the
criteria established by Hair et al. (2022).

The analytical process followed a sequential two-phase procedure recommended by Hair et al.
(2022). The first phase assessed the measurement model; evaluating indicator reliability through
outer loadings (A), internal consistency reliability through Cronbach's Alpha and Composite
Reliability, convergent validity through Average Variance Extracted (AVE), and discriminant
validity through the Fornell-Larcker criterion and the HTMT ratio. The second phase assessed the
structural model to examine the hypothesized relationships between constructs across five
components: multicollinearity testing through Variance Inflation Factor (VIF) values; coefficient
of determination (R2?) as a measure of the model's explanatory power for each endogenous
construct; effect size (f2) as a measure of each predictor's practical contribution; and predictive
relevance (Q?2) assessed through the PLS predict procedure using 10-fold cross-validation with 10
repetitions (Hair et al., 2022).

While H1, H2, and H4 are conceptually stated at the level of digital banking service quality as a
unified construct in Chapter One, the structural model tests these relationships at the level of each

constituent dimensions: efficiency, system availability, privacy, and responsiveness, treated as
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four separate first-order exogenous constructs. This approach is consistent with the E-S-QUAL
framework (Parasuraman et al., 2005) and with PLS-SEM best practice for first-order reflective
models (Hair et al., 2022), which recommends evaluating each dimension's distinct contribution
rather than collapsing multiple conceptually distinct dimensions into a single aggregate score.
Accordingly, H1 is tested through paths Hla—H1d, H2 through paths H2a—H2d, and H4 through
indirect paths H4a—H4d, with results for all thirteen paths presented in Chapter Four.

Model Specification:

To test the research hypotheses, the structural model specified in two equations:
Equation 1: Customer Trust as mediating construct:

TRU = f (EFF, SYS, PRI, RES)

TRU = Bor + Bi((EFF) + B2(SYS) + Bs(PRI) + P«(RES) + &

Equation2: Customer Satisfaction as final dependent construct:

SAT = f (EFF, SYS, PRI, RES, TRU)

SAT = Boz + Bi(EFF) + B2(SYS) + Bs(PRI) + Bs(RES) + Bs(TRU) + ¢

Where:

e SAT = Customer Satisfaction: final endogenous dependent variable
e TRU = Customer Trust: endogenous mediating variable

e EFF = Efficiency: predictor variable

e SYS = System Availability: predictor variable

e PRI = Privacy: predictor variable

e RES = Responsiveness: predictor variable

e f = denotes a functional relationship (each endogenous variable is a function of the

predictor variables listed).
e o1, Poz2: constant (intercept)
o (1, 52, B3, B4, B5 = Path Coefficients
e &= error term for Equation 1 (unexplained variance in customer trust)

e & = error term for Equation 2 (unexplained variance in customer satisfaction)
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3.9. Validity and Reliability
3.9.1. Validity
The research instrument questionnaire was validated using five approaches to be certain it is
measuring what it is designed to measure (Sekaran & Bougie, 2020). Translation validity was
developed through the back translation procedure, where native language experts translated the
questionnaire from English to Amharic and confirmed conceptual and technical validity between
the two instruments. Face validity was confirmed through the pilot study described in Section
3.7.1. Content validity was established by having the instrument reviewed by the research advisor

prior to administration (Taherdoost, 2016).

Convergent validity was assessed at two levels. At the indicator level, outer loadings (1) were
examined values of 0.70 and above confirm acceptable indicator reliability, with items between
0.40 and 0.70 evaluated for retention based on whether their removal would improve AVE or
composite reliability (Hair et al., 2022; Hulland, 1999). At the construct level, Average Variance
Extracted (AVE) was calculated a value of 0.50 or above indicates that the construct explains more
than half of its indicators' variance, confirming convergent validity (Fornell & Larcker, 1981; Hair
et al., 2022).

Discriminant validity was assessed through two complementary criteria. The Fornell-Larcker
criterion requires that the square root of each construct's AVE exceeds its correlations with all
other constructs in the model (Fornell & Larcker, 1981). The Heterotrait-Monotrait (HTMT) ratio
requires values below 0.90 for conceptually distinct constructs a more sensitive criterion than the
Fornell-Larcker approach (Henseler et al., 2015; Hair et al., 2022). Results for both criteria are

presented in Section 4.5.4.

3.9.2. Reliability
Reliability was checked using a systematic three step processes: first, pilot internal consistency of
all six constructs was checked using Cronbach's Alpha in IBM SPSS Statistics Version 27 during
the pilot test phase (Section 3.7.1) and all constructs met the minimum acceptable threshold of
0.70 (Hair et al. 2022; Nunnally 1978). Second, during data cleaning phase the survey items below
the acceptable level of corrected item total correlation (0.30) was considered for removal to
maintain the integrity of the measurement model. Third, final internal consistency reliability of all
constructs was calculated again after full scale data collection and tested for both Cronbach's Alpha

and Composite Reliability in SmartPLS 4.0. In both cases for calculating the reliability, acceptable
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range would be 0.70 to 0.95 (Hair et al., 2022). This systematic three-stage process ensured reliable
measurement across all constructs measured on a 5-point Likert scale, yielding dependable and
replicable results (Saunders et al., 2023; Sekaran & Bougie, 2020).

3.10. Research Ethics
This research follows ethical guidelines to protect the rights and welfare of all research
participants. The study upholds this dedication by following the principle which protects Awash
Bank customers through their right to choose whether or not to participate in research after they
receive complete information about the study (Creswell & Creswell, 2023). Full anonymity and
confidentiality were maintained throughout no personally identifiable information was collected,
and all responses were treated as aggregated data to prevent individual identification. With respect
to institutional data, it is important to clarify that the only data obtained from Awash Bank was an
aggregate count of active digital banking users per branch and administrative data containing no
personally identifiable customer information. This data was obtained through formal institutional
channels with written authorization from Awash Bank branch management and was used only for
proportional sample allocation purposes. The study upholds academic transparency standards by
safeguarding all research data which, researcher will handle as unaltered information. The
researcher maintains scientific integrity of the research results through his complete prohibition of
data manipulation, which establishes trust between research participants, Awash Bank and the

academic community (Saunders et al. 2023).
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Chapter 4: Data Presentation, Analysis and Interpretation

4.1. Introduction
This chapter presents the data analysis, presentation, and interpretation of the empirical results,
which were obtained from 411 active digital banking customers of Awash Bank from four selected
branches in Addis Ababa city: Megenagna, Bole, Legehar, and Addis Ketema. The respondents
assessed their experiences with the main digital platforms of Awash Bank, including the Awash
Birr Pro mobile app, internet banking, and USSD service. Descriptive statistical analysis and data
screening were done by IBM SPSS Statistics Version 27 and Partial Least Squares Structural
Equation Modeling (PLS-SEM) with SmartPLS 4.0 was applied to evaluating the measures,
modeling the structures, and analyzing mediation in aligning with the research objectives and

testing the hypothesized relationships.

4.2. Response Rate
The minimum sample size required for this study was 385 respondents, based on a 95% confidence
level and a +5% margin of error. A contingency buffer of approximately 10.5% was added,
increasing the target sample to 430 distributed proportionally across the four selected Awash Bank

branches to account for potential non-response and incomplete submissions (Section 3.4.4).

All 430 distributed questionnaires were retrieved. Following data screening in IBM SPSS Statistics
Version 27, 19 questionnaires were excluded from the final dataset for three reasons: incomplete
responses (6 respondents); failure to meet the active digital banking user screening criterion
specifically, not having conducted at least one digital transaction within the preceding 30 days (2

respondents); and failure on the reverse-coded attention check item TRU5R (11 respondents).

The reverse-coded attention check item was designed to identify inattentive respondents who
answered without adequate care and its effectiveness as a screening tool was confirmed during
pilot testing (Section 3.7.1), where no respondents were excluded on this basis in the pilot sample
of 40. Respondents who failed the attention check item in the full-scale data collection were
excluded consistent with established data quality procedures (Meade & Craig, 2012; Oppenheimer
et al., 2009). Consequently, 411 questionnaires were retained for final analysis, yielding a usable

response rate of 95.6%, as summarized in Table 4.1.
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Table 4.1: Response Rate

Questionnaire Item Frequency Percentage
No. of questionnaires distributed 430 100%

No. of questionnaires returned 430 100%

No. of questionnaires rejected 19 4.4%

No. of valid questionnaires retained 411 95.6%

Source: Data from researcher survey analyzed using IBM SPSS Version 27, 2026.

4.3. Demographic Information of Respondents
This section deals with the demographics of the 411 valid respondents in order to help understand
the users of the digital banking of Awash Bank in four sample branches in Addis Ababa.

4.3.1. Gender Distribution
Table 4.2: Gender Distribution of Repondents

Gender Frequency Percentage (%)
Female 145 35.3%
Male 266 64.7%
Total 411 100%

Source: Data from researcher survey analyzed using IBM SPSS Version 27, 2026.

Gender distribution data were collected through self-reported questionnaire items. As presented in
Table 4.2, the sample comprised 64.7% male respondents and 35.3% female respondents. The
higher representation of male respondents is consistent with digital banking adoption literature in
Sub-Saharan Africa, where male users tend to dominate active digital banking usage (Alalwan et
al., 2017). The meaningful representation of female respondents at 35.3% indicates that women
constitute an important segment of Awash Bank's active digital banking user base in Addis Ababa.
While gender was not examined as an analytical variable in this study, this demographic profile
suggests that gender differences in digital banking service quality perceptions, trust formation, and

satisfaction may warrant investigation in future research.
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4.3.2. Age Distribution
Table 4.3: Age Group of Respondents

Age Group Frequency Percentage (%)
18-24 years 44 10.7%

25-34 years 177 43.1%

35-44 years 158 38.4%

45-54 years 23 5.6%

55 years and above 9 2.2%

Total 411 100%

Source: Data from researcher survey analyzed using IBM SPSS Version 27, 2026.

Age distribution data were collected through self-reported questionnaire items. As seen in Table
4.3, the largest proportion of respondents fell within the 25-34 age group (43.1%), followed by
the 35-44 age group (38.4%). Together these two groups comprised 81.5% of the sample,
indicating that the majority of active digital banking users in this study were working-age adults
consistent with patterns of digital banking adoption among economically active urban populations
(Alalwan et al., 2017). Younger respondents aged 18-24 represented 10.7% of the sample, while
respondents aged 45 and above collectively comprised only 7.8%, reflecting the comparatively
lower adoption of digital banking services among older age groups in developing digital economy
contexts (Alalwan et al., 2017). While age was not examined as an analytical variable in this study,
this demographic profile is consistent with the study's focus on active urban digital banking users
in Addis Ababa.

4.3.3. Educational Level
Table 4.4: Educational Level

Education Level Frequency Percentage (%)
Primary school and below 2 0.5%

High School 33 8.0%
Diploma/TVET 49 11.9%
Bachelor’s Degree 234 56.9%

Master’s Degree 93 22.6%

Total 411 100.0%

Source: Data from researcher survey analyzed using IBM SPSS Version 27, 2026.
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Educational level data were collected through self-reported questionnaire items in which
respondents selected their highest completed level of education from the options provided. As
presented in Table 4.4, the majority of respondents held a Bachelor's degree (56.9%), followed by
Master's degree holders (22.6%) and Diploma/TVET holders (11.9%). The high educational
attainment of the sample with 79.5% holding at least a Bachelor's degree is consistent with the
demographic profile of active digital banking users in Addis Ababa's urban commercial banking
context, where smartphone ownership, formal employment, and digital literacy tend to be more
prevalent among educated populations (NBE, 2024). While this educational profile enhances the
content validity of the study as highly educated respondents are likely better positioned to evaluate
technical service quality dimensions such as system availability and privacy and acknowledged
that the sample may not fully represent all Awash Bank digital banking users across Ethiopia,
particularly less-educated users in rural or semi-urban contexts. This characteristic is noted as a
sample limitation in section 5.6, where extending the study to more educationally and

geographically diverse populations is recommended as a direction for future research.

4.3.4. Distribution by Branch
Table 4.5: Distribution of Respondents by Branch

Branch Frequency Percentage
Megenagna Branch 109 26.5%
Bole Branch 104 25.3%
Legehar Branch 102 24.8%
Addis Ketema Branch 96 23.4%
Total 411 100.0%

Source: Data from researcher survey analyzed using IBM SPSS Version 27, 2026.

Data were collected across four Awash Bank branches to ensure geographic representativeness
across Addis Ababa's diverse socioeconomic zones, consistent with the proportional allocation
strategy described in Section 3.4.2. As presented in Table 4.5, Megenagna Branch contributed the
largest proportion of respondents (26.5%), followed by Bole Branch (25.3%), Legehar Branch
(24.8%), and Addis Ketema Branch (23.4%). The near-equal distribution across all four branches,

providing each representing a distinct economic zone within Addis Ababa and ensured that
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findings were not dominated by any single branch location, thereby enhancing the
representativeness of the sample within the study's defined geographical scope.

4.3.5. Frequency of Platform Use (Preferred Channel)
Table 4.6: Most Frequently Used Digital Platform

Digital Platform Frequency Percentage (%)
Mobile Banking App (Awash birr Pro) 359 87.3%

USSD (*901#) 37 9.0%

Digital Wallet (Awash Birr) 8 1.9%

Internet Banking (via Web Browser) 7 1.7%

Total 411 100.0%

Source: Data from researcher survey analyzed using IBM SPSS Version 27, 2026.

Note: Awash Birr Pro is a full-featured mobile banking application available exclusively to Awash
Bank account holders. The Awash Birr Digital Wallet is a mobile money service accessible to both
account holders and non-account holders. These are treated as separate and distinct channels in
this study (Awash Bank, 2023).

As presented in Table 4.6, the Awash Birr Pro mobile banking application was the most frequently
used digital channel, selected by 87.3% of respondents as their primary platform, confirming that
mobile banking is the dominant mode of digital service access among Awash Bank customers in
the study sample. USSD was the second most preferred channel at 9.0%, while Digital Wallet and
Internet Banking recorded minimal representation at 1.9% and 1.7% respectively.

It is important to note that the platform usage data in Table 4.6 reflects each respondent's self-
reported most frequently used digital channel not exclusive channel usage. The single-select
question format required respondents to identify their primary platform, which means that
customers who use multiple digital channels simultaneously are represented only by their
dominant usage pattern. In practice, many digital banking customers employ multiple channels
complementarily; for example, using the mobile banking application for routine transactions while
relying on USSD during periods of internet connectivity disruption. Therefore, the actual multi-

channel usage behavior of respondents may be more diverse than these figures suggest. This is a
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recognized methodological limitation of the single-select format, and the platform distribution data
are interpreted as indicative of channel preference rather than exclusive channel adoption.

Despite their low representation in this sample, Digital Wallet (n=8) and Internet Banking (n=8)
users signal the presence of emerging market segments with potentially distinct service quality
expectations. The very small number of respondents using these channels excluded reliable
platform-specific analysis of service quality perceptions, trust formation, and satisfaction, which
representing a clear gap for future channel-specific research as adoption of these platforms grows.
Accordingly, this study assesses overall digital banking service quality perceptions without

making platform-specific comparisons.

4.4. Descriptive Statistics of Variables
The descriptive statistics for the six key constructs for mean and standard deviation (SD), all items
were measured on 5-point likert scale from Strongly disagree to Strongly agree. Following the
equal interval scale approach (Sekaran & Bougie, 2020), mean scores were interpreted as Low
(1.00 - 2.60), Medium (2.61 - 3.40) or High (3.41 — 5.00).

Table 4.7: Descriptive Statistics for Research Variables

Variables N Min Max Mean  Std. Interpretation
Deviation

Efficiency (EFF) 411 1.00 5.00 3.571  0.938 High

System Availability 411 1.40 5.00 3.384  0.739 Moderate

(SYS)

Privacy (PRI) 411 1.00 5.00 3.865 0.728 High

Responsiveness 411 1.25 5.00 3465  0.853 High

(RES)

Customer Trust 411 1.40 5.00 3.643  0.854 High

(TRU)

Customer Satisfaction 411 1.00 5.00 3.614  0.832 High

(SAT)

Source: Data from researcher survey analyzed using IBM SPSS Version 27, 2026.

' Page | 46



As presented in Table 4.7, privacy recorded the highest mean score among the four digital banking
service quality dimensions (M=3.865, SD=0.728, High), suggesting that respondents perceived
Awash Bank's data protection mechanisms such as one-time password (OTP) authentication and
biometric security features as effective in securing their digital banking transactions (Parasuraman
et al., 2005). Efficiency (M=3.571, SD=0.938, High) and responsiveness (M=3.465, SD=0.853,
High) both fell within the High range, although the relatively higher standard deviation for
efficiency indicates greater variability in respondents’ experiences across the sample. System
availability recorded the lowest mean score among the four dimensions (M=3.384, SD=0.739,
Moderate), suggesting occasional inconsistencies in system accessibility and uptime, which is a
challenge commonly reported in emerging digital banking markets (Parasuraman et al., 2005;
Lama & Kayestha, 2025).

Customer trust recorded a mean score of (M=3.643, SD=0.854, High), indicating that respondents
generally expressed confidence in Awash Bank’s competence and integrity in digital banking,
consistent with institutional trust literature in digital financial services (Gefen et al., 2003).
Customer satisfaction recorded a comparable mean score of (M=3.614, SD=0.832, High),
suggesting that respondents were generally satisfied with Awash Bank's digital banking services
overall, while also indicating room for further improvement. The comparable mean scores of
customer trust and customer satisfaction reflect their theoretically expected close relationship
consistent with the study's framework positioning trust as the mediating mechanism between

digital service quality and satisfaction.

4.5. Measurement Model Assessment (PLS-SEM)

Prior to structural model analysis and hypothesis testing, the measurement model was assessed to
evaluate the reliability and validity of all latent construct measurements a necessary prerequisite
for meaningful structural model results (Hair et al., 2022). The researcher specified a first-order
reflective measurement model comprising six latent constructs: efficiency (EFF), system
availability (SYS), privacy (PRI), responsiveness (RES), customer trust (TRU), and customer
satisfaction (SAT), each measured through multiple observed indicators (Hair et al., 2022). The
analysis was performed using SmartPLS 4.0 (Ringle et al., 2022), selected for its applicability to
predictive modeling, complex construct structures, and non-normally distributed data (Hair et al.,
2022).
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Following the sequential two-phase procedure recommended by Hair et al. (2022), the
measurement model assessment covered four stages in order: indicator reliability through outer
loadings ()); internal consistency reliability through Cronbach's Alpha and Composite Reliability;
convergent validity through Average Variance Extracted (AVE); and discriminant validity through
the Fornell-Larcker criterion and the HTMT ratio. Outer loadings of 0.70 and above are considered
acceptable indicators of individual item reliability. Items with loadings between 0.40 and 0.70 may
be retained when their removal does not improve the AVE or Composite Reliability of the
respective construct, provided the loading exceeds the minimum acceptable threshold of 0.40 (Hair
et al., 2022; Hulland, 1999). Figure 4.1 presents the initial PLS-SEM measurement model with all

construct paths and indicator loadings.

Figure 4.1: Initial Model of PLS-SEM
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4.5.1. Reliability Analysis: Indicator Reliability

The assessment of the measurement model begins with indicator reliability, which is the

foundational step in PLS-SEM measurement model evaluation (Hair et al., 2022). Indicator

reliability is assessed through outer loadings, which are equivalent to factor loadings (L) in

classical factor analysis and structural equation modeling terminology, representing the

standardized relationship between each observed indicator and its corresponding latent construct.

Outer loadings of 0.70 and above indicate that the indicator shares at least 49% of its variance with

the construct, confirming acceptable indicator reliability (Hair et al., 2022). Items with loadings

between 0.40 and 0.70 may be retained when their removal does not improve the construct's
Average Variance Extracted or Composite Reliability (Hair et al., 2022; Hulland, 1999). Table 4.8

presents the factor loadings (L) for all twenty-nine indicators across the six latent constructs.

Table 4.8: Outer/Factor Loadings (},) of all measurement Indicators model

Construct

Efficiency

System availability

Privacy

Responsiveness

Customer Trust

Customer
Satisfaction

Items

EFF1
EFF2
EFF3
EFF4
EFFS

PRI1
PRI2
PRI3
PRI14
PRI5

TRU1
TRU2
TRU3
TRU4
TRUSR
SAT1
SAT2

SYS1
SYS2
SYS3
SYS4
SYS5

RES1
RES2
RES3
RES4

Factor Loading (A)

0.824
0.871
0.759
0.867
0.722

0.793
0.760
0.844
0.783
0.802

0.927
0.637
0.921
0.928
0.651
0.826
0.786

0.692
0.659
0.777
0.836
0.800

0.783
0.729
0.727
0.786

Decision

Accepted
Accepted
Accepted
Accepted
Accepted
Accepted
Accepted
Accepted
Accepted
Accepted
Accepted
Accepted
Accepted
Accepted
Accepted
Accepted
Accepted
Accepted
Accepted
Accepted
Accepted
Accepted
Accepted

Accepted
Accepted

Accepted
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SAT3 0.846 Accepted

SAT4 0.834 Accepted

SATS 0.840 Accepted
Source: Data from researcher survey analyzed using SmartPLS 4.0, 2026.

As shown in Table 4.8, the majority of indicators recorded outer loadings above the 0.70 threshold,
confirming good indicator reliability. Efficiency indicators ranged from A=0.722 to A=0.871;
privacy indicators from A=0.760 to A=0.844; customer satisfaction indicators from A=0.786 to
A=0.846; and responsiveness indicators from A=0.727 to A=0.786. Four indicators: SYSI
(2=0.692), SYS2 (2=0.659), TRU2 (A=0.637), and TRUSR (A=0.651) recorded loadings below
0.70 but were retained for three reasons: their removal did not improve the AVE or Composite
Reliability of their respective constructs; all loadings substantially exceeded the minimum
acceptable threshold of 0.40; and the AVE and Composite Reliability values of the affected
constructs remained within acceptable levels, as confirmed in Table 4.9 (Hair et al., 2022; Hulland,
1999).

4.5.2. Reliability Analysis: Internal Consistency Reliability
To assess the internal consistency of all construct measurements, Cronbach's Alpha (o) and
Composite Reliability (CR) were calculated for each latent construct. According to Hair et al.,
(2022), acceptable internal consistency reliability is attained with a value range from 0.70 to 0.95
in PLS-SEM analysis.

Table 4.9: Internal consistency Reliability Results

Constructs Cronbach's Composite Composite Average variance
alpha reliability reliability extracted (AVE)
(rho_a) (rho_c)
Customer Satisfaction 0.884 0.885 0.915 0.683
Customer Trust 0.872 0.876 0.911 0.679
Efficiency 0.868 0.874 0.905 0.657
Privacy 0.858 0.880 0.897 0.635
Responsiveness 0.751 0.754 0.843 0.573
System Availability 0.814 0.840 0.868 0.571

Source: Data from researcher survey analyzed using SmartPLS 4.0, 2026.
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As presented in Table 4.9, Cronbach's Alpha values ranged from 0.751 to 0.884, and Composite
Reliability values ranged from 0.843 to 0.915 all within the acceptable range. Customer
satisfaction recorded the highest Cronbach's Alpha (0.884) and Composite Reliability (0.915),
followed by customer trust (0¢=0.872, CR=0.911) and efficiency (a=0.868, CR=0.905). Privacy,
system availability, and responsiveness all met the minimum threshold, with Composite Reliability
values of 0.897, 0.868, and 0.843 respectively. These results confirm that all six constructs
demonstrated sufficient internal consistency reliability to proceed to structural model assessment.

4.5.3. Convergent Validity

Convergent validity is defined as the correlation between items that measure the same latent
variable. Convergent validity can only be established when there is sufficient overlap (common
variance) among the measures for the same construct (Fornell & Larcker, 1981). The degree to
which convergent validity can be supported within the framework of PLS-SEM is evaluated by
calculating the Average Variance Extracted (AVE). Convergent validity can be supported when
an AVE score equal to or greater than 0.50 indicates that more than half of the variance is explained
by the latent variable and it should explain more variance than the common variance explained by
the latent variable for its indicators (Fornell and Larcker 1981; Hair et al. 2022).

As indicated in Table 4.8, AVE values for all six of the constructs were all greater than the minimal
acceptable value of 0.50. All of the AVE values ranged between 0.571 for system availability and
0.683 for customer satisfaction. The retention of four indicators with loadings marginally below
0.70: SYS1 (0.692), SYS2 (0.659), TRU2 (0.637), and TRU5R (0.651) was justified because the
AVE values of their respective constructs remained well above the 0.50 threshold even with these
items retained, consistent with the criteria established by Hulland (1999) and Hair et al. (2022).

Thus, the measurement model confirms convergent validity for all six constructs.

4.5.4. Discriminant Validity
Discriminant validity assesses whether each construct in the model is empirically distinct from all
other constructs (Hair et al., 2022). The researcher evaluated discriminant validity using two
complementary criteria: the Fornell-Larcker criterion and the Heterotrait-Monotrait (HTMT) ratio.
The Fornell-Larcker criterion requires that the square root of each construct's AVE exceeds its
highest correlation with any other construct in the model (Fornell & Larcker, 1981). The results of

this assessment are presented in Table 4.10.ratio.
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Table 4.10: Discriminant Validity (Fornell-Larcker criterion)

Customer  Customer Efficiency Privacy Respons System

Satisfaction = Trust iveness  Availability
Customer
Satisfaction 0.826
Customer Trust 0.755 0.824
Efficiency 0.651 0.600 0.811
Privacy 0.630 0.586 0.448 0.797
Responsiveness 0.694 0.615 0.591 0.452  0.757
System 0.703 0.661 0.689 0.604  0.653 0.756
Availability

Source: Data from researcher survey analyzed using SmartPLS 4.0, 2026.

As presented in Table 4.10, the Fornell-Larcker criterion condition was satisfied for all six
constructs. The square root of AVE values, shown on the diagonal, ranged from 0.756 (System
Availability) to 0.826 (Customer Satisfaction), each exceeding all off-diagonal inter-construct
correlations in their respective row and column. For example, Privacy recorded a square root of
AVE of 0.797, which exceeded its highest correlation with any other construct, System
Availability (0.604). Similarly, Customer Satisfaction recorded a diagonal value of 0.826,
exceeding its highest inter-construct correlation with Customer Trust (0.755). These results
confirm adequate discriminant validity for all six constructs according to the Fornell-Larcker
criterion. However, consistent with Hair et al. (2022) and Henseler et al. (2015), the HTMT ratio
was additionally employed as the primary discriminant validity criterion, as it has been shown to
be more sensitive and reliable than the Fornell-Larcker criterion in detecting discriminant validity
failures in PLS-SEM.

The Heterotrait-Monotrait ratio (HTMT) was adopted as the principal criterion for assessing
discriminant validity, as it has been shown to be more sensitive to discriminant validity failures
than the Fornell-Larcker criterion when using PLS-SEM (Henseler et al., 2015). Hair et al. (2022)
state that discriminant validity is confirmed if the HTMT value is below 0.90, and that a more
conservative threshold of 0.85 may be applied when constructs are conceptually very close to one

another. The HTMT results for all construct pairs are presented in Table 4.11.
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Table 4.11: Discriminant Validity (Heterotrait-Monotrait (HTMT) Ratio)

Customer  Customer Efficiency Privacy Respons System
Satisfaction = Trust iveness  Availability
Customer
Satisfaction -
Customer Trust 0.855 -

Efficiency 0.735 0.687 =

Privacy 0.692 0.645 0.488 -

Responsiveness ~ 0.851 0.761 0.732 0.530 -

System 0.798 0.751 0.806 0.682 0.829 -
Availability

Source: Data from researcher survey analyzed using SmartPLS 4.0, 2026.

As Table 4.11 shows, all HTMT values were below the 0.90 threshold, ranging from 0.488
(Privacy—Efficiency) to 0.855 (Customer Trust—Customer Satisfaction), confirming discriminant
validity across all six constructs. Two construct pairs, however, exceeded the more conservative
0.85 threshold: Customer Trust—Customer Satisfaction (0.855) and Responsiveness—Customer
Satisfaction (0.851). Both remain well within the 0.90 threshold applied by Hair et al. (2022) as
the standard confirmatory cutoff, and their elevation is theoretically understandable rather than

indicative of a measurement problem.

The Trust and Satisfaction relationship is well established in digital banking service literature
(Gefen et al., 2003; Morgan & Hunt, 1994); although the two constructs are closely related, they
remain conceptually and empirically different; because, Trust reflects a customer's confidence in
the bank's integrity and capability, while Satisfaction reflects an evaluation of the service
experience itself (Oliver, 2014). Similarly, the Responsiveness and Satisfaction elevation is
consistent with prior findings that speed of service is a direct antecedent of customer satisfaction
(Parasuraman et al., 2005). All remaining construct pairs fell below the conservative 0.85
threshold, providing further support for clear discrimination among constructs. Taken together,
these findings indicate that the six latent constructs in the measurement model were empirically
distinct from one another, satisfying discriminant validity before structural model testing (Hair et
al., 2022).
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4.5.5. Measurement Model Assessment Summary

The measurement model assessment evaluated the reliability and validity of six latent constructs:
Efficiency (EFF), System Availability (SYS), Privacy (PRI), Responsiveness (RES), Customer
Trust (TRU), and Customer Satisfaction (SAT), following the four-step procedure recommended
by Hair et al. (2022). First, indicator reliability was assessed through outer loadings /factor
loadings (1), with the majority of the twenty-nine indicators exceeding the 0.70 threshold; four
indicators (SYS1, SYS2, TRU2, and TRU5R) recorded loadings between 0.40 and 0.70 and were
retained, as their removal did not improve the Average Variance Extracted (AVE) or Composite
Reliability of their respective constructs (Hair et al., 2022; Hulland, 1999). Second, internal
consistency reliability was established, as Cronbach's Alpha values ranged from 0.751 to 0.884
and Composite Reliability values ranged from 0.843 to 0.915, all within the acceptable range of
0.70 to 0.95 (Hair et al., 2022).

Third, convergent validity was confirmed, as all AVE values exceeded the 0.50 threshold, ranging
from 0.571 to 0.683 (Fornell & Larcker, 1981). Fourth, discriminant validity was established
through the Fornell-Larcker criterion and the HTMT ratio, with all HTMT values falling below
the 0.90 threshold (Hair et al., 2022; Henseler et al., 2015), the highest being 0.855 between
Customer Trust and Customer Satisfaction, followed by 0.851 between Responsiveness and
Customer Satisfaction, both within the 0.90 threshold applied. These results collectively confirm
that the measurement model satisfies all reliability and validity requirements, establishing a solid

foundation for structural model assessment and hypothesis testing.

4.6. Structural Model Assessment
Having confirmed that the measurement model satisfied all reliability and validity requirements,
the structural model was assessed to examine the strength and significance of the hypothesized
relationships between constructs and to evaluate the model's overall predictive capability (Hair et
al., 2022). Statistical significance of path coefficients was determined using PLS-SEM
bootstrapping with 5,000 subsamples, applying a two-tailed test at the 95% confidence level
(critical t-value > 1.96, p < 0.05), following the recommendation of Hair et al. (2022). The
structural model assessment covered five components: multicollinearity testing, path coefficients,
coefficient of determination (R?), effect size (f2), and predictive relevance (Q?). Figure 4.2 presents

the structural model with the resulting path coefficients and bootstrapped t-values.
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Multicollinearity was assessed Multicollinearity was assessed using the Variance Inflation Factor

(VIF) and Tolerance values to ensure that predictor constructs were not excessively correlated, as

high multicollinearity distorts path coefficient estimates (Hair et al., 2022). VIF values below 5.0

and Tolerance values above 0.20 indicate acceptable multicollinearity levels, with a more

conservative VIF threshold of 3.3 and below recommended for inner model assessment; this

stricter threshold was applied in this study (Hair et al., 2022). The VIF and Tolerance results are

presented in Table 4.
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Table 4.12: Multicollinearity Test (VIF Values)

Path VIF Tolerance Result
(L/VIF)

Customer Trust —Customer Satisfaction 2.263 0.442 Accepted
Efficiency —Customer Satisfaction 2.124 0.471 Accepted
Efficiency —Customer Trust 2.041 0.490 Accepted
Privacy —Customer Satisfaction 1.744 0.573 Accepted
Privacy —Customer Trust 1.590 0.629 Accepted
Responsiveness —Customer Satisfaction 2.017 0.496 Accepted
Responsiveness —Customer Trust 1.879 0.532 Accepted
System Availability —Customer Satisfaction  2.841 0.352 Accepted
System Availability —Customer Trust 2.741 0.365 Accepted

Source: Data from researcher survey analyzed using SmartPLS 4.0, 2026.

The results show that all VIF values ranged from 1.590 (Privacy to Customer Trust) to 2.841
(System Availability to Customer Satisfaction), and all Tolerance values ranged from 0.352 to
0.629, well within acceptable thresholds. No construct pair exceeded the conservative threshold of
3.3, confirming the absence of multicollinearity and ensuring that all path coefficient estimates are
reliable and unbiased (Hair et al., 2022).

4.6.2. Path Coefficients (Direct Effects)
Path coefficients (B) indicate the strength and direction of the hypothesized relationships between
latent constructs in the structural model. According to Hair et al. (2022), path coefficients with t-
statistics exceeding the critical value of 1.96 and p-values below 0.05 are considered statistically
significant under a two-tailed bootstrapping test with 5,000 subsamples. Nine direct paths were
examined across three groups: the effects of the four digital service quality dimensions on
customer trust, the effects of the same four dimensions (efficiency, system availability, privacy,
and responsiveness) on customer satisfaction, and the effect of customer trust on customer

satisfaction. The results are presented in Table 4.13.
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Table 4.13: Path Coefficients and Bootstrapping Results

Path B Mean STDEV T P Results
Stat  values
Efficiency —Customer 0.147 0.145 0.041 3.585 0.000 Supported

Satisfaction
System Availability — Customer  0.101 0.103 0.047 2.165 0.030 Supported
Satisfaction
Privacy —Customer Satisfaction  0.196 0.197 0.042 4.618 0.000 Supported

Responsiveness —Customer 0.249 0.250 0.043 5.838 0.000 Supported
Satisfaction
Efficiency —Customer Trust 0.192 0.192 0.054 3.564 0.000 Supported

System Availability — Customer  0.210 0.210 0.057 3.705 0.000 Supported
Trust

Privacy —Customer Trust 0.261 0.262 0.053 4.949 0.000 Supported
Responsiveness —Customer 0.247 0.246 0.049 5.050 0.000 Supported
Trust

Customer Trust —Customer 0.331 0.329 0.048 6.939 0.000 Supported

Satisfaction

Source: Data from researcher survey analyzed using SmartPLS 4.0, 2026.

The results show that all path coefficients were positive and statistically significant, providing
support for the research framework and confirming hypotheses. The effects of the digital service
quality dimensions on customer trust ranged from B=0.192 (Efficiency, p<0.001) to f=0.261
(Privacy, p<0.001), while their effects on customer satisfaction ranged from f=0.101 (System
Availability, p=0.030) to p=0.249 (Responsiveness, p<0.001). Customer Trust demonstrated a
significant positive effect on Customer Satisfaction (p=0.331, t=6.939, p<0.001) and the strongest
path coefficient in the model. Notably, System Availability recorded the lowest path coefficient to
Customer Satisfaction (f=0.101, t=2.165, p=0.030), which, while statistically significant, suggests
a comparatively weaker direct influence on satisfaction relative to other dimensions.

4.6.3. Coefficient of Determination (R?)
The Coefficient of Determination (R?) represents how much of the variance in each endogenous

construct is explained by its predictors, and reflects the predictive power of the structural model.
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According to Hair et al. (2022), R?=0.75 indicates substantial, R>=0.50 indicate moderate and
R2=0.25 indicate weak predictive accuracy.
Table 4.14: Coefficient of Determination (R?)

Endogenous Construct R-square R-square adjusted
Customer Satisfaction 0.712 0.708
Customer Trust 0.558 0.554

Source: Data from researcher survey analyzed using SmartPLS 4.0, 2026. R? > (.75 = Substantial,
R?>0.50 = Moderate, R? > 0.25 = Weak (Hair et al., 2022).

As illustrated in Table 4.14, the endogenous mediator is Customer Trust with R2=0.558, showing
that the four dimensions of digital service quality accounted for 55.8% variance of endogenous
mediator, which means moderate predictive validity for endogenous mediator. According to
existing research which also studies mediation with endogenous mediator in digital banking
setting, the R? values for endogenous mediator range between 0.45 to 0.62 (Gefen et al., 2003;
Alalwan et al., 2017), which means the findings are consistent with this studies. For the remaining
44.2%, we can say there are other factors that are responsible for the variance in trust, such as

brand reputation, user familiarity with digital banking (Gefen et al., 2003).

The last endogenous dependent construct is Customer Satisfaction with R?=0.712. For endogenous
dependent variable Customer Satisfaction, we can see that the four digital banking service quality
dimensions and endogenous mediator Customer Trust accounted for 71.2% of its variance,
indicating that a considerable predictive validity was obtained. The value 0.712 passes the
threshold of moderate standard (R2>=0.5) and closes to substantial standard (R?>=0.75) (Hair et
al., 2022). The result strongly supported our argument that Customer Trust act as a key mediator
through which the dimensions of digital service quality could influence Customer Satisfaction.
This finding is similar to Tweneboah-Koduah & Farley (2016) that reported R? value 0.68 for
Customer Satisfaction in the study of Ghanaian banking with Trust as endogenous mediating
construct. And adjusted R values of Customer Trust (0.554) and Customer Satisfaction (0.708) are
quite close to their values of R (0.558 and 0.712), showing that the problem of overfitting is likely

not an issue and all predictor variables contributed significantly to the model (Hair et al., 2022).
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4.6.4. Effect Size (f?)
As stated before, the path coefficients are statistically significant; the value of f2 represents the
actual contribution of each predictor to R? of endogenous latent variables. According to Hair et al.
(2022), effect size (f?) of 0.02, 0.15 and 0.35 refer to small, medium and large effects respectively.
Table 4.15: Summary of Effect Size (f2) Results

Predictor Variable Target Variable 2 Value
Customer Trust Customer Satisfaction 0.168
Responsiveness Customer Satisfaction 0.107
Privacy Customer Satisfaction 0.076
Efficiency Customer Satisfaction 0.035
System Availability Customer Satisfaction 0.021
Privacy Customer Trust 0.097
Responsiveness Customer Trust 0.073
Efficiency Customer Trust 0.041
System Availability Customer Trust 0.036

Source: Data from researcher survey analyzed using SmartPLS 4.0, 2026. 2 > 0.02 = Small, > >
0.15 = Medium, f>>0.35 = Large (Hair et al., 2022).

Customer Trust had the most influence over Customer Satisfaction (f 2=0.168, medium) indicating
that it is indeed the crucial intermediary in the model. This finding is in consistent with
commitment-trust theory (Morgan & Hunt, 1994) stating trust is the key mechanism through which
digital banking service quality perceptions translate to sustained satisfaction. Among digital
banking service quality dimension, Responsibility had the highest impact on Customer Satisfaction
(f2=0.107, small) followed by Privacy (f2=0.076, small), Efficiency (f>=0.035, small), and System
Availability (f2=0.021, small). While, the impact on Customer Trust, Privacy had highest
contribution (f2=0.097, small) followed by Responsiveness (f2=0.073, small), System Availability
(f>=0.036, small), and Efficiency (f2=0.041, small). All effects were found to be small for the
digital banking service quality dimensions but the contribution to explaining the variation on both

endogenous variables was substantial as shown by the moderate and large R? values in Section

' Page | 59



4.6.3. Overall, Customer Trust had highest impact followed by other digital service quality
dimensions on Customer Satisfaction. Digital service quality dimensions have individually smaller
impact, but combined their effects on Customer Satisfaction and Customer Trust are significant.

4.6.5. Predictive Relevance (Q?)

In addition to R? assessment, out-of-sample predictive relevance was evaluated using the
PLSpredict procedure in SmartPLS 4.0, as recommended by Hair et al. (2022) for assessing the
model predictive accuracy beyond the estimation sample. PLS predict employs a k-fold cross-
validation approach in this study using 10 folds and 10 repetitions to generate Q2predict values for
each endogenous construct. Following Hair et al. (2022), Q2predict values above zero indicate
predictive relevance, with values above 0.25 indicating medium and values above 0.50 indicating
large predictive relevance. Additionally, Root Mean Square Error (RMSE) and Mean Absolute
Error (MAE) are reported as supplementary indicators of prediction error magnitude, where lower
values indicate higher predictive accuracy (Hair et al., 2022).

Table 4.16: Summary of Predictive Relevance (Q2Results)

Endogenous Construct Q?predict RMSE MAE
Customer Trust 0.544 0.679 0.503
Customer Satisfaction 0.653 0.593 0.444

Source: Data from researcher survey analyzed using SmartPLS 4.0, 2026. Q?predict > 0 = Small,

> 0.25 = Medium, > 0.50 = Large predictive relevance (Hair et al., 2022).

The result shows both endogenous constructs achieved Q2predict values exceeding the large
predictive relevance threshold of 0.50. Customer Trust recorded Q2?predict=0.544 and Customer
Satisfaction recorded QZ2predict=0.653, both demonstrating large out-of-sample predictive
relevance. The relatively RMSE and MAE values Customer Trust (RMSE=0.679, MAE=0.503)
and Customer Satisfaction (RMSE=0.593, MAE=0.444), further confirm the model's strong
predictive accuracy. Notably, Customer Satisfaction achieved higher predictive relevance than
Customer Trust, which is consistent with the higher R2=0.712 reported in Section 4.6.3. Combined
with the R2 results, these findings confirm that the structural model possesses strong predictive
accuracy and out-of-sample relevance for both endogenous constructs in the Awash Bank digital

banking service context (Hair et al., 2022).
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4.7. Mediation Analysis
The mediating role of Customer Trust was assessed using the specific indirect effects approach in
PLS-SEM, executed through bootstrapping with 5,000 sub-samples in SmartPLS 4.0, following
Hair et al. (2022). For each of the four digital banking service quality dimensions, a specific
indirect effect was calculated as the product of two path coefficients: the path from the dimension
to Customer Trust multiplied by the path from Customer Trust to Customer Satisfaction. Statistical
significance of each indirect effect was determined by whether the bootstrapped t-statistic
exceeded 1.96 and the p-value fell below 0.05 under a two-tailed test. The simultaneous
significance of both the direct effects (dimension — satisfaction) and the indirect effects
(dimension — trust — satisfaction) for all four dimensions confirmed partial mediation, consistent
with the criteria established by Hair et al. (2022).
Table 4.17: Summary of Mediation Analysis (Specific Indirect effects)

Indirect Direct T P Mediation
Path Effect Effect statistics values Type

(B) B)
Efficiency — Customer Trust — 0.064 0.147  3.001 0.003  Partial
Customer Satisfaction
Privacy —Customer Trust — 0.086 0.196  4.069 0.000  Partial
Customer Satisfaction
Responsiveness —Customer Trust  0.082 0.249 4413 0.000  Partial
—Customer Satisfaction
System Availability —Customer 0.069 0.101  3.168 0.002  Partial

Trust —Customer Satisfaction
Source: Data from researcher survey analyzed using SmartPLS 4.0, 2026.
4.7.1. Test of the Mediating Role of Customer Trust

The mediation analysis examined the role of Customer Trust as a mediator between the four digital
banking service quality dimensions and Customer Satisfaction, directly addressing Research
Question 4 and Hypothesis H4. Following Hair et al. (2022), mediation was tested using PLS-
SEM bootstrapping with 5,000 sub-samples through specific indirect path significance testing. A
path is considered significant when t-statistic exceeds 1.96 and p-value is below 0.05 (Hair et al.,
2022).
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As evident in Table 4.17, all four specific indirect effects were significant, thus Customer Trust
mediates the relationship between each digital banking service quality dimension and customer
satisfaction. Privacy had the largest indirect effect on Customer Satisfaction through Customer
Trust (=0.086, t=4.069, p<0.001), which means customers who felt more protected in privacy led
to higher levels of institutional trust, which led to higher satisfaction. Responsiveness was second
(=0.082, t=4.413, p<0.001), meaning that perceived responsiveness to digital banking services has
a positive influence on trust building and subsequently customer satisfaction. System availability
was next with (=0.069, t=3.168, p=0.002) while efficiency had the lowest indirect effect (=0.064,
t=3.001, p=0.003), but both are significant.

The simultaneous significance of both direct effects of digital banking service quality dimensions
and indirect effects through Customer Trust confirms partial mediation for all four digital banking
service quality dimensions, consistent with the criteria established by Hair et al. (2022). This
means Customer Trust does not fully replace the direct influence of digital banking service quality
dimensions on Customer Satisfaction rather, digital service quality influences satisfaction through
two simultaneous pathways: a direct technical pathway and an indirect trust-mediated
psychological pathway. These results provide full support for H4, confirming that Customer Trust
positively and significantly mediates the relationship between digital banking service quality
dimensions (Efficiency, System Availability, Privacy, and Responsiveness) and Customer
Satisfaction among Awash Bank customers in Addis Ababa.
4.7.2. Direct vs. Indirect Effects

The direct effects of the digital banking service quality dimensions on Customer Satisfaction, as
reported in Table 4.13, remained statistically significant even after accounting for the mediating
role of Customer Trust; Efficiency (B=0.147), System Availability (f=0.101), Privacy (=0.196),
and Responsiveness (=0.249). This implies that Efficiency of transactions, availability of the
system, privacy of the system and responsiveness of services give users direct satisfaction
irrespective of the level of customers institutional trust towards Awash Bank. With regard to
indirect effect of dimensions of digital banking service quality on Customer Satisfaction:
Efficiency (0.064), System Availability (0.069), Privacy (0.086), and Responsiveness (0.082)
show that part of the impact of each dimension on Customer Satisfaction mediated by Customer
Trust. Customers who had higher perceptions of quality perceived higher trust toward the bank's

honesty and reliability, which led them to feel more satisfied with services of Awash Bank. This
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shows that it is possible to improve customer satisfaction by increasing perceived institution
trustworthiness alongside performance variables, consistent with (Morgan & Hunt, 1994; Gefen
et al., 2003).

4.7.3. Type of Mediation: Partial Mediation

The presence of both the direct and indirect effects in the analysis was significant at 5% level (as
both P values are less than 0.05) the conditions proposed by Hair et al. (2022) in terms of the
existence of partial mediation. Customer Trust is identified as the mediator of digital service
quality dimensions to customer satisfaction and these digital banking service quality dimensions
also have a direct technical affect and mediated indirectly through customer trust (i.e., it depends
on cumulative psychological trust) that users has developed on the digital banking service quality
dimensions of Awash Bank's digital platforms.

This result is well in line with the Commitment-Trust Theory (Morgan & Hunt, 1994) which states
that trust is the central mediator of service quality perceptions into satisfying outcomes, and it is
similar with the similar finding regarding studies in African digital banking contexts where
customer trust was also found to be a partial mediator of service quality and customer satisfaction
(Mensah et al. 2020; Tweneboah-Koduah and Farley 2016). In sum, the results show that H4, is
fully supported; i.e., Customer Trust positively and significantly mediates the effect of digital
banking service quality dimensions on customer satisfaction for the customers of Awash Bank in
Addis Ababa.

4.8. Hypothesis Testing
This section provides a consolidated summary of all hypothesis testing results based on the PLS-
SEM structural model and mediation analysis presented in Sections 4.6 and 4.7. Statistical
significance was determined using bootstrapping with 5,000 sub-samples, with path coefficients
considered significant when t-statistics exceeded the critical value of 1.96 and p-values fell below
0.05 under a two-tailed test (Hair et al., 2022). Although H1, H2, and H4 were stated at the
construct level in Chapter One, referring to digital banking service quality collectively and the
PLS-SEM model operationalizes digital banking service quality through four distinct first-order
dimensions: Efficiency (EFF), System Availability (SYS), Privacy (PRI), and Responsiveness
(RES). Consistent with Hair et al. (2022) and Parasuraman et al. (2005), each dimension was

treated as a separate exogenous construct with individual paths to both Customer Trust and
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Customer Satisfaction. Accordingly, H1 is evaluated through four dimension-level paths (Hla—
H1d), H2 through four dimension-level paths (H2a—H2d), and H4 through four specific indirect
paths (H4a—H4d). This dimension-level approach provides more granular empirical evidence than
a single aggregate test while remaining fully consistent with the conceptual intent of H1, H2, and

H4 as stated in Chapter one.

Table 4.18: Summary of All Hypothesis Testing Results

Hypothesis path Result T- P-Value = Supported/
() Statistics Not
Hla Efficiency —Customer Supported
) ) 0.147 3.585 0.000
Satisfaction
H1lb System Availability— Supported
) i 0.101 2.165 0.030
Customer Satisfaction
Hlc Privacy — Customer Supported
) ) 0.196 4.618 0.000
Satisfaction
H1ld Responsiveness — Supported
] ) 0.249 5.838 0.000
Customer Satisfaction
H2a Efficiency —Customer Trust 192 3564 0.000 Supported
H2b System Availability— Supported
0.210 3.705 0.000
Customer Trust
H2c Privacy —Customer Trust 0.261 4.949 0.000 Supported
H2d Responsiveness — Supported
0.247 5.050 0.000
Customer Trust
H3 Customer Trust— Customer Supported
) ) 0.331 6.939 0.000
Satisfaction
H4a Efficiency —Customer Trust 0.064 3.001 0.003 Supported
—Customer Satisfaction
H4b System Availability— 0.069 3.168 0.002 Supported

Customer Trust —Customer

Satisfaction
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H4c Privacy —Customer Trust 0.086 4.069 0.000 Supported
—Customer Satisfaction

H4d Responsiveness —Customer  0.082 4.413 0.000 Supported
Trust— Customer
Satisfaction

Source: Data from researcher survey analyzed using SmartPLS 4.0, 2026.

As presented in Table 4.18, all thirteen hypothesized paths were supported at the 5% significance
level. While direct effect path coefficients are reported in detail in Table 4.13 and indirect effects
in Table 4.17, Table 4.18 integrates both direct and indirect effects to provide a complete picture

of all hypothesized relationships including mediation paths H4a—H4d.

4.9. Discussion of Findings
This section discusses the findings obtained in relation to the research objectives and hypotheses,
and situates them within the empirical literature reviewed in Chapter Two. The results are

interpreted within the Ethiopian digital banking context and compared against prior findings.

4.9.1. Effect of DBSQ Dimensions on Customer Satisfaction (H1)
All four digital banking service quality dimensions had a statistically significant direct impact on
customer satisfaction, providing support for H1 (Hla to H1ld). Among the dimensions,
Responsiveness had the highest direct impact (f=0.249) on customer satisfaction, followed by
Privacy ($=0.196), Efficiency (p=0.147), and System Availability (B=0.101). These results are in
line with Bashir et al. (2023) and Gautam & Sah (2023), in the sense that digital banking service

quality dimensions are dominant antecedents of customer satisfaction.

It is also notable that Responsiveness is the strongest predictor of customer satisfaction. Although
Responsiveness recorded a high mean score (M=3.465) in the descriptive analysis, it produced the
largest direct effect on customer satisfaction ($=0.249); this indicates that even a small
improvement in digital service delivery time, problem resolution speed, and assistance quality can
generate a disproportionately high degree of customer satisfaction among Awash Bank's digital
users. This finding supports Parasuraman et al. (2005), who identified the importance of the
Responsiveness dimension in generating higher customer satisfaction in electronic service
contexts. By contrast, system availability recorded both the lowest mean score (M=3.384) and the

weakest direct association with customer satisfaction (f=0.101) among the four dimensions,
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indicating that improving system availability represents the most operationally critical priority for
Awash Bank. Although the relationship remains statistically significant, the comparatively weak
association suggests that system availability currently functions as a hygiene factor and its absence
is associated with immediate dissatisfaction, but its presence alone does not meaningfully

differentiate higher satisfaction levels among users (Lama & Kayestha, 2025).

This weak performance is not only attributable to Awash Bank's internal platform management.
Ethiopia's digital banking sector operates within a broader infrastructure environment
characterized by a legacy of single-provider telecommunications dependency and recurring power
supply disruptions (NBE, 2024), both of which constrain system uptime in ways that lie
substantially outside any individual bank's direct control. This structural context helps explain why
system availability underperforms relative to the other three dimensions and suggests that
meaningful improvement may depend as much on sector-wide infrastructure development as on

Awash Bank's own technical investment.

4.9.2. Effect of DBSQ Dimensions on Customer Trust (H2)
All four digital banking service quality dimensions demonstrated significant positive associations
with customer trust, supporting H2 (H2a to H2d). Privacy demonstrated the strongest association
with customer trust (B=0.261), followed by Responsiveness ($=0.247), System Availability
(B=0.210), and Efficiency (=0.192). This pattern is consistent with the information-intensive and
security-sensitive nature of digital banking services (Singhal et al., 2025), where customers appear

to weigh privacy most heavily when forming trust judgments.

Privacy's strongest association with customer trust is theoretically grounded in Signal Theory
(Spence, 1973), which posits that under conditions of information asymmetry, observable signals
allow one party to infer unobservable qualities of another. In digital banking, visible privacy and
data-protection mechanisms such as authentication protocols, encryption indicators, and data-
handling disclosures, function as credibility signals through which customers assess the
trustworthiness of the bank without direct knowledge of its internal security infrastructure. This
signaling function is particularly consequential in low-trust digital environments, where customers
cannot directly verify a provider's technical safeguards and must instead rely on visible cues to
form trust judgments (Spence, 1973). Privacy also recorded the highest mean score among the four

dimensions (M=3.865), suggesting that Awash Bank's existing security mechanisms are already
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well-perceived by customers though continued strengthening of these mechanisms remains
important for sustaining institutional trust. This is consistent with Wang et al. (2024), who found
that data security mechanisms serve as a vital institutional trust signal in digital financial service
environments, which is a signal that appears especially critical in Ethiopia's developing digital

banking context, where cybersecurity awareness has grown substantially in recent years.

4.9.3. Effect of Customer Trust on Customer Satisfaction (H3)
Customer trust was positively and significantly associated with customer satisfaction (f=0.331),
supporting H3, and representing the strongest association among all hypothesized direct
relationships in the structural model. This is consistent with Singhal et al. (2025) and Redda (2023),
who empirically established trust as one of the most dominant psychological antecedents of
satisfaction in online financial services. The finding is theoretically grounded in the Commitment-
Trust Theory (Morgan & Hunt, 1994), which positions trust as the key relational mechanism

linking perceived service quality to lasting satisfaction outcomes.

In the Ethiopian context, customers may still high concerns about the trustworthiness of digital
platforms and the security of their personal data. Accordingly, customer trust can be understood
as the psychological mechanism through which technical service quality perceptions are translated
into overall satisfaction and extending beyond the direct functional effects of service delivery. The
high mean score for customer trust (M=3.643), combined with its strong path coefficient to
customer satisfaction (=0.331), indicates that trust-building initiatives at Awash Bank are likely

to be associated with considerably higher customer satisfaction levels.

4.9.4. Mediating Role of Customer Trust (H4)
The mediation analysis confirmed that customer trust partially mediates the relationship between
all four digital banking service quality dimensions and customer satisfaction, supporting H4 (H4a
to H4d). The specific indirect effect of each dimension ranged from the smallest p=0.064 for
efficiency to the largest p=0.086 for privacy, with all indirect effects statistically significant
(p<0.05). This partial mediation indicates that customers experience satisfaction with digital
banking through two concurrent pathways: a direct technical pathway reflecting immediate
functional service experience, and an indirect psychological pathway mediated by trust, reflecting

longer-term institution-based confidence.
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This result is consistent with Singhal et al. (2025) and Wang et al. (2024), who similarly found
that trust mediates the relationship between digital service quality and satisfaction in digital
banking environments. Theoretically, this finding supports the Commitment-Trust Theory
(Morgan & Hunt, 1994) and positions trust as a mechanism that amplifies, rather than replaces,

the association between technical service quality and customer satisfaction.

The partial mediation result reflects the dual nature of satisfaction formation in Awash Bank's
digital banking environment, whereby users experience immediate satisfaction from functional
digital service quality while simultaneously building trust-based satisfaction through accumulated
positive service interactions. This finding contributes original empirical evidence from Ethiopia’s
private commercial banking sector to the broader trust-mediation literature and provides the

empirical foundation for the conclusions and recommendations presented in Chapter Five.
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Chapter 5: Summary, Conclusions and Recommendations

5.1. Introduction
This chapter presents a summary of the study's findings, conclusions, and recommendations based
on the empirical results presented in Chapter Four. The chapter begins with a summary of the
research problem, objectives, methodology, and principal findings, followed by conclusions drawn
from the hypothesis testing results. Recommendations are then provided for Awash Bank
management, policymakers, and other stakeholders, grounded in the empirical evidence generated
through the analysis. The chapter concludes with an acknowledgment of the study's limitations

and directions for future research.

5.2. Summary of the Study
The objective of this research was to examine the mediating role of customer trust in the
relationship between digital banking service quality dimensions and customer satisfaction among
active digital banking users of Awash Bank in Addis Ababa. The study was motivated by the rapid
evolution of digital banking services in Ethiopia and the persistent lack of customer trust in the
country's emerging digital financial services environment. The four dimensions of digital banking
service quality: efficiency, system availability, privacy, and responsiveness were examined as
predictors of both customer trust and customer satisfaction, with customer trust investigated as the
mediating variable. A quantitative explanatory research design was adopted, and data were
collected from 411 usable responses obtained from active digital banking users across four selected
Awash Bank branches: Megenagna, Bole, Legehar, and Addis Ketema. Data were analyzed using
PLS-SEM via SmartPLS 4.0, with bootstrapping of 5,000 subsamples to assess statistical

significance.

The empirical results showed that all four digital banking service quality dimensions: efficiency,
system availability, privacy, and responsiveness had significant and positive direct associations
with both customer trust and customer satisfaction. Privacy was the strongest predictor of customer
trust (f=0.261), while responsiveness demonstrated the strongest direct association with customer
satisfaction ($=0.249). Customer trust was positively and significantly associated with customer
satisfaction ($=0.331), representing the strongest path in the structural model. The structural model
explained a moderate to substantial proportion of variance in both customer trust (R?=0.558) and

customer satisfaction (R?=0.712), indicating strong predictive accuracy. Mediation analysis
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confirmed that customer trust partially mediated the relationship between each of the four digital
banking service quality dimensions and customer satisfaction, with specific indirect effects
ranging from [=0.064 (efficiency) to =0.086 (privacy), all statistically significant. In total,

thirteen hypothesized paths were supported at the 5% significance level.

5.3. Conclusions
This study examined the mediating role of customer trust in the relationship between digital
banking service quality dimensions and customer satisfaction among active digital banking users
of Awash Bank in Addis Ababa, Ethiopia. Using a quantitative explanatory design and PLS-SEM
analysis, the empirical results, summarized in Section 5.2, addressed all four research questions

and supported all four hypotheses formulated in Chapter One.

The finding that all four digital banking service quality dimensions significantly predict both trust
and satisfaction (H1, H2) and Responsiveness was the strongest direct predictor of satisfaction, is
consistent with digital service quality literature in developing digital economy contexts, where
prompt problem resolution is particularly valued given infrastructure uncertainties (Gautam & Sah,
2023; Parasuraman et al., 2005). Privacy's position as the strongest predictor of trust is consistent
with Signal Theory (Spence, 1973), which holds that visible security mechanisms function as
institutional credibility signals in low-trust digital environments, underscoring the particular
importance of data protection and security assurance in Ethiopia's emerging digital banking
context, where cybersecurity concerns remain a significant barrier to digital adoption (Wang et al.,
2024; NBE, 2024).

Customer trust's role as the strongest predictor of satisfaction (H3) is theoretically grounded in
Commitment-Trust Theory (Morgan & Hunt, 1994), which positions trust as the relational
mechanism linking service quality perceptions to lasting satisfaction outcomes. The confirmed
partial mediation of trust across all four 7digital banking service quality dimensions (H4) indicates
that digital banking service quality influences customer satisfaction through two concurrent
pathways: a direct technical pathway reflecting immediate functional service experience, and an
indirect, trust-mediated psychological pathway reflecting the institutional confidence customers
accumulate through repeated positive interactions. This partial mediation finding contributes
original empirical evidence from Ethiopia's private commercial banking sector to the broader trust-

mediation literature.
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In sum, this study demonstrates that technical service quality alone does not maximize customer
satisfaction in Ethiopia's digital banking environment; customer trust operates as an additional
psychological mechanism that strengthens the digital service quality and satisfaction relationship
at the level of each individual dimension rather than in aggregate. For Awash Bank and Ethiopia's
broader digital banking sector, these results indicate that sustainable customer satisfaction requires
a dual focus: continued improvement of technical service quality alongside deliberate cultivation
of trust through privacy protection, security assurance, and responsive customer support. System
availability's comparatively weaker performance across both pathways reflects not only Awash
Bank's platform performance but also broader telecommunications and energy infrastructure
constraints in  Ethiopia’s digital banking environment, including single-provider
telecommunications dependency and recurring power supply disruptions; structural factors outside
any individual bank's control that constitute a systemic challenge for the sector as a whole,
warranting attention from regulators, policymakers, and telecommunications providers alongside

bank management.

5.4. Recommendations
5.4.1. Practical Recommendations for Awash Bank

Prioritize Privacy and Security as the Foundation of Customer Trust
Given that privacy emerged as the strongest predictor of customer trust, Awash Bank should ensure
that data security is at the core of its trust-building strategy. Multi-factor authentication such as
PIN combined with biometric verification (face recognition and fingerprint) and real-time fraud
prevention mechanisms should be reinforced across all digital platforms. All security updates
should be communicated transparently to customers through in-app notifications and digital
education initiatives, as institutional trust is strongly associated with clear and informative
communication about the safeguards in place (Morgan & Hunt, 1994). Grievance resolution
mechanisms should be clearly communicated to assure customers that their data and transactions
are secured at all times.
Enhance Responsiveness to Directly Drive Customer Satisfaction
Given that responsiveness demonstrated the strongest direct association with customer
satisfaction, Awash Bank should prioritize the speed and quality of its customer support services.
This includes offering in-app live chat support, reducing complaint response times, and

implementing service recovery plans that proactively address system failures before dissatisfaction
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develops. Customers should be informed of improvements made to platform robustness and

responsiveness to reinforcing both satisfaction and trust simultaneously.

Improve System Availability and Technical Reliability

Although system availability demonstrated the weakest association with both customer trust and
customer satisfaction among the four dimensions, its moderate mean score indicates a persistent
operational gap that requires immediate management attention. Awash Bank should invest in
enhancing its technical infrastructure including dual-server backup systems, scheduled
maintenance updates, and real-time system monitoring, to reduce service disruptions. A USSD
backup mechanism should be maintained to ensure critical banking access remains available in
areas with limited internet connectivity. Minimum uptime standards should be defined and
communicated transparently to customers, as sustained system reliability is a baseline requirement

for building institutional trust in Ethiopia’s developing digital banking environment.

Invest in User-Centered Digital Banking Experience

As Awash Birr Pro accounted for the highest platform usage in this study, continuous optimization
of the mobile application should remain a strategic priority. The bank's plan should include full
cross-platform compatibility, streamlined transaction processes, and improved error recovery
mechanisms to enhance the overall digital banking experience. The representation of female
respondents at 35.3% of the sample indicates that women constitute a meaningful portion of Awash
Bank's active digital banking user base. While this study did not examine gender differences as an
analytical variable, future research examining gender-specific service quality perceptions and trust

formation would provide a more targeted basis for inclusive product development.

Develop Strategic Growth Plans for Digital Wallet and Internet Banking

Digital Wallet and Internet Banking registered minimal representation in this study's sample, yet
these channels represent emerging market segments with potentially distinct service quality
requirements and significant growth opportunities for Awash Bank. The Digital Wallet service
offers a particularly important financial inclusion pathway to enabling mobile money access for
customers who do not hold traditional bank accounts. Targeted onboarding strategies, streamlined
registration processes, and competitive service structures are recommended to expand Digital
Wallet adoption. In parallel, continued investment in internet banking infrastructure and usability

would better serve the digitally advanced customer segment that is currently underserved by
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existing web-based banking facilities. Transparent communication about security and reliability
improvements across both channels would build confidence and support broader digital platform

adoption.

5.4.2. Policy Recommendations

Strengthen Cybersecurity and Data Protection Regulations

The National Bank of Ethiopia should mandate cybersecurity and data protection regulations for
all licensed digital financial service providers. Such regulations should require MFA (multi-factor
authentication) standards, data encryption protocols, and regular system security audits thereby
mitigating systemic vulnerabilities, strengthening customer data protection, and building public
trust in Ethiopia’'s digital financial services sector in support of the nation's financial inclusion and
Digital Ethiopia 2030 objectives (NBE, 2025).

Establish Service Reliability and Consumer Protection Standards

The National Bank of Ethiopia should define minimum operational availability standards for
digital banking platforms and mandate the reporting of service failures by all financial service
providers to improve systemic transparency and accountability. A formal digital customer rights
framework, such as defining standards for customer data usage, transaction security, and dispute
resolution should be established. Strengthened consumer protection frameworks are expected to
support broader adoption of digital financial services, particularly among underserved populations

including women, youth, and rural communities.

5.4.3. Managerial Implications

Adopt a Dual Strategy: Technical Excellence and Trust Building

The finding that customer trust partially mediates the relationship between digital banking service
quality and customer satisfaction necessitates that management adopt a dual strategy, focusing
simultaneously on technical improvements to service quality and on actively cultivating customer
trust. Technical service improvements alone are insufficient; the psychological dimension of
customer trust must be actively nurtured through security, transparency, consistency, and a genuine
commitment to supporting customers in their digital banking experiences. Privacy and
responsiveness were identified as the key factors for trust and satisfaction respectively making it

prudent to invest substantially in cybersecurity measures and service recovery procedures.
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The small mean score for system availability signals an area of operational improvement requiring
immediate management attention, as system downtime and technical failures are associated with
lower customer trust and satisfaction. The high penetration of Awash Birr Pro among respondents
confirms that the mobile application should remain the bank's primary digital channel investment
and a continuing strategic imperative. The study's demographic profile, including the meaningful
representation of female users, suggests that platform accessibility and usability remain important
considerations for the bank's digital service strategy, pending more detailed gender-specific
research. Additionally, the emerging digital wallet market represents a strategic growth

opportunity aligned with Ethiopia’s national financial inclusion objectives.

5.5. Contributions of the Study

Theoretical Contributions

This study makes theoretical contributions across five frameworks. First, it extends the E-S-QUAL
framework (Parasuraman et al., 2005) by empirically validating customer trust as a partial mediator
between digital banking service quality dimensions and customer satisfaction in an emerging
market context and addressing a gap where trust mediation has been insufficiently examined in
Sub-Saharan African digital banking research. Second, it supports the Commitment-Trust Theory
(Morgan & Hunt, 1994) by demonstrating its applicability in Ethiopia's digital banking
environment and confirming that trust functions as the critical psychological mechanism through

which service quality perceptions are converted into lasting satisfaction outcomes.

Third, it supports Signal Theory (Spence, 1973) by providing empirical evidence that privacy
functions as the strongest institutional trust signal among Awash Bank users and confirming that
visible security mechanisms reduce perceived risk and build institutional credibility in low-trust
digital environments. Fourth, by providing an empirical support for the Technology Acceptance
Model (Davis, 1989) it is found that Efficiency and System Availability combined with perceived

usefulness and ease of use are significant predictors of Customer Trust and Customer Satisfaction.

Finally, it aligns with Expectation-Disconfirmation Theory (Oliver, 1980) by demonstrating that
customer satisfaction among Awash Bank users reflects the extent to which digital banking service
quality met or exceeded their expectations as evidenced by the strong explanatory power of the

structural model for customer satisfaction (R = 0.712).
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Empirical Contributions

Empirically, this study provides original quantitative evidence from Ethiopia's digital banking
sector a context that remains underrepresented in the global PLS-SEM digital banking literature.
The study employs a first-order reflective PLS-SEM model in which all four E-S-QUAL
dimensions: efficiency, system availability, privacy, and responsiveness are treated as separate
exogenous constructs, each individually predicting both customer trust and customer satisfaction.
This produces dimension-specific evidence about which service quality attribute matters most for

trust versus satisfaction, a distinction no prior Ethiopian study has made.

The study validates a six-construct first-order reflective measurement model with acceptable
reliability and validity among active digital banking users in Addis Ababa, providing a validated
and replicable research instrument for future studies in similar emerging market contexts. The
finding that responsiveness rather than privacy or efficiency as commonly reported in developed
market studies is the strongest direct predictor of customer satisfaction contributes context-specific
empirical evidence that service quality priorities differ across digital maturity levels. This
divergence represents original empirical evidence from an underrepresented context and has
important implications for how digital banking service quality frameworks are applied in emerging
economies.

Practical Contributions

On a practical level, the study provides Awash Bank management with evidence-based strategic
guidance demonstrating that trust-building strategies, particularly through enhanced privacy
protection and responsive customer support, are equally critical as technological infrastructure
investment in determining customer satisfaction. For the National Bank of Ethiopia, the findings
provide empirical justification for developing mandatory cybersecurity regulations and consumer
protection frameworks that address both the technical and psychological dimensions of digital
financial service delivery supporting Ethiopia's Digital Ethiopia 2030 agenda and the national
objective of a secure and inclusive digital economy (National Bank of Ethiopia, 2025). For
platform developers and policymakers across the Horn of Africa, the study demonstrates that
future digital financial applications must be designed around consumer confidence and usability

not technical capacity alone if sustainable digital financial inclusion is to be achieved.
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5.6. Limitation and Future Research Directions

Limitations

Although this study provides valuable insights into customer trust in Awash Bank's digital banking
services, several limitations should be taken into consideration. First, data were collected from
only four Awash Bank branches in Addis Ababa: Megenagna, Bole, Legehar, and Addis Ketema,
which limits the generalizability of findings to other branches, other commercial banks, and
customers in rural and semi-urban areas of Ethiopia where digital infrastructure, literacy levels,
and service experiences differ substantially from the urban context studied. Second, internet
banking and digital wallet users were very small in the sample, which prevented platform-specific
analysis representing an important gap for future channel-specific investigation as these platforms
grow in adoption. Third, a cross-sectional study design was used that only customer perception of
digital services quality at a particular time was examined, and cannot establish a dynamic change

of customers' trust and satisfaction over time as technology evolves and digital banking matures.

Fourth, data were collected through self-administered questionnaires based on respondent self-
reports, which are subject to response bias, social desirability effects, and individual variation in
interpreting digital service quality experiences. Fifth, only four digital banking service quality
dimensions were examined: efficiency, system availability, privacy, and responsiveness, without
accounting for other potentially influential factors such as perceived usefulness, digital literacy,
perceived risk, service innovation, and network quality, which may also shape customer trust and
satisfaction in Ethiopia's digital banking environment. Sixth, the active-user screening criterion,
requiring at least one digital transaction in the preceding 30 days excluded disengaged digital
banking users, who may represent the strongest evidence of trust failure and its consequences for
satisfaction. This survivorship bias means the findings reflect a systematically more positive

picture of service quality and trust than the full customer population would show.

Future Research Directions

There are several important directions for future research. First, comparative studies across
multiple commercial banks both public and private would assess whether the mediating role of
customer trust differs across different institutional structures, brand reputations, and regulatory
frameworks within Ethiopia’s banking sector. Second, expanding this study beyond Addis Ababa

to rural and semi-urban areas would capture the diverse digital infrastructure realities and service
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experience constraints that characterize Ethiopia’'s broader banking population to addressing the
geographical limitation of the current study. Third, future researchers can adopt longitudinal
research designs and measure customers’ trust and satisfaction over a longer period of time while
a bank is attempting to launch new digital tool, update its security features and new service

innovations over time.

Fourth, future studies should expand the model to include additional determinants such as
perceived usefulness, digital literacy, perceived risk, service innovation, and customer loyalty to
building a more comprehensive framework of digital banking behavior in Ethiopia. Fifth,
platform-specific studies targeting internet banking and digital wallet users separately would
address the underrepresentation of these channels in the current sample and provide channel-
specific insights into service quality perceptions and trust formation. Sixth, future studies should
examine gender as a moderating variable in the digital banking service quality-trust-satisfaction
relationship, to determine whether male and female users differ in their service quality perceptions,
trust formation processes, and satisfaction drivers to providing an empirically grounded basis for

gender-inclusive digital banking product design.

Finally, qualitative and mixed-methods studies would provide deeper insight into the
psychological mechanisms through which trust is developed and service quality is perceived that
structured questionnaires alone cannot fully reveal. In particular, the potential impact of emerging
technologies such as artificial intelligence, biometric authentication, and fintech integration on
customer trust and satisfaction represents a promising frontier for future research in Ethiopia's

rapidly evolving digital banking industry.
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Appendices
I. Questionnaire: English Language

Addis Ababa University
School of Commerce

Dear Participant,

| am a Master's Degree student at Addis Ababa University school of commerce conducting a study
titled: “The Mediating Role of Customer Trust in the Relationship between Digital Banking
Service Quality and Customer Satisfaction: The Case of Awash Bank’’ At the end of the day,
the intention of this study is to assess how and in what way customers experience at the bank's
digital banking services contribute toward customers satisfaction and trust. To this regard, your
honest feedback and response are important. Remember that your participation is voluntary and

all your response would be held confidential and will be used only for study purpose.

Thank you for your time. For any question or any suggestion please fell free to contact me through

the under listed addresses: Email: ctaye3@gmail.com, ph.no: +251-910-306-911

Sincerely,

Chaltu Abiye
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mailto:ctaye3@gmail.com

Section I: Participant Profiles

Please select your response that most accurately describes you.
AgeGroup: [ |18-24 [ ]25-34 [ |35-44 [ ]45:54 [ ] Above55
Gender: |:| Male |:|Female

Educational level:

Primary school and below |:| High school |:|Diploma/TVET
Bachelor’s Degree |:| Master’s Degree |:| Ph.D. and above

Have you conducted at least one digital banking transaction in the last 30 days?

Yes No

Please select the Awash Bank branch you are currently visiting.

[ ]Legehar Branch [ ] BoleBranch

|:|Addis Ketema Branch |:| Megenagna Branch

Which Awash Bank digital platform have you used most frequently over the past 30 days?

|:| Mobile Banking App (Awash birr Pro) |:|Digital Wallet (Awash Birr)
|:| Internet Banking (via Web Browser) |:|USSD (*901#)
Section I1: Digital Banking Service Experience Evaluation

Please indicate your level of agreement with the following statements regarding your experience with
Awash Bank’s digital services. (1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly
Agree).
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Code

Variables and Statements

Scales

Digital Banking Service Quality

EFF1 The digital platform processes my transactions quickly
and without annoying delays

EFF 2 I can easily complete my daily banking tasks using only
a few clicks or taps

EFF 3 The app or website are well-designed, making it simple
to find the services | need.

EFF 4 Using Awash Bank's digital services saves me
significant time in completing my banking needs.

EFF 5 Finding specific account information through the digital
channels is straightforward.

SYS1 Awash Bank’s digital banking services are accessible
24/7 whenever | need them.

SYS 2 I rarely experience app crashes, freezing, or system
outages while banking online.

SYS 3 When the system is unavailable for maintenance, Awash
Bank notifies me in advance.

SYS 4 The service runs smoothly no matter what device or
internet connection | am using.

SYS5 My personal banking routine is never interrupted by
unexpected technical failures.

PRI 1 I am highly confident that Awash Bank protects my
financial data from unauthorized access.

PRI 2 | feel completely safe conducting high-value or sensitive
transactions through the app/digital platform.

PRI 3 The Awash bank's security features, such as OTPs (One-
Time Passwords) or biometrics login, make me feel
secure.

PRI 4 Awash Bank's privacy policies are clear and give me

peace of mind.
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PRI 5 I trust that the bank will never share my personal
information with outside parties without my permission.

RES 1 When I encounter a technical issue, the bank resolves it
in a fast and efficient manner.

RES 2 The customer support team is easy to reach if |1 need help
with my digital banking.

RES 3 The answers | receive regarding my transaction
problems are accurate and helpful

RES 4 | feel that the bank takes immediate action to resolve
digital banking issues I report.

Customer Trust 4 5

TRU 1 | Awash Bank consistently acts in my best financial
interest when providing digital services.

TRU 2 | | believe Awash Bank is fully committed to providing
me with a safe and reliable digital banking experience.

TRU 3 | Awash Bank possesses the advanced technical expertise
required to manage my digital transactions safely.

TRU4 | I believe Awash Bank’s digital banking services are
handled with high integrity and honesty.

TRUS5 | | am often worried that the bank's digital platforms might
fail to execute my transactions correctly. (This item is
reverse-coded)

Customer Satisfaction 4 5

SAT 1 Overall, the digital services provided by Awash Bank
perfectly match my expectations.

SAT 2 I am satisfied with the quality and convenience of my
digital banking experience.

SAT 3 The digital platform provides everything | need to
achieve my daily financial goals.

SAT 4 Using Awash Bank’s digital service is a user-friendly
and stress-free experience for me.

SAT5 I would highly recommend Awash Bank's digital

platforms to my friends and family.
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I1. Questionnaire: Amharic Language
PRGTF ML ST

@& +AFLE NAULE BT NAEA ANN RLACAL 1918 A% DA ATN+CH 894 TP PPy maHt
RPNYLEN AIFAU: Pq+ CON "PREFA NIh A74TM4F Dot NEIEF AChF AL PAD- +505%
PATRIFF AATIILIF 95 AD79279D (NAPA N30 AL PHELT PFH)" PAA 10n=PHU BTF PT GA
NN PRE FA ATAIART IC PAPT +9PAC NAMPAR ACNFP AT ATRIHP AL AT +ROF
AT PALC AR/ 8% 1@ AHU mTF PACAP FT97 AT 91ARK AN AB NMI® MM, 1@ NHYU DT
AR MOA+EP df NAA (4 SLT1T AL PHADAL+ DR AT PAYAME TIFM-GD JRAR NTAMC
+MN& AFIUCT AT NF PAarA MUY ATLFD-RAT ADSAU:

WPT A+ AATNINET hAN ATRAGITALT MITM-I° mPe MLI AN+LPT hAPT N h+At
AL NPT APTTFY £FAN: AT LRA: ctaye3@gmail.com NAh €mC: +251-910-306-911

haANC AAFRF OCF
e\t AR

NEA AT1L: PENFLPT AMPAL @oZB: ANNP PACNPT ThNAZ Ui PORIARD-T AT9L-60
gL Mes

PAL I NAA:

1 18-24
1 25-34
_135-44
_ 1 4554

_l h55nNAL
A
[loye LAt
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PHIRUCT 248

L TAYRT 848 AT NHP NFT
CIUGA+E 228

(18 TAam/eEn1LAG 0P\

[ ]pangan/p 8¢
C1eamp+ch 8914

(1 ThT8 AG hH.P NAL

NA4T 30 $5F O-ND NLPIN ATE 8834 PNTA NLF ANTm1PA?

LIh®P L1he
ANNP NAUF @&PF APHIATANT PAD-T PAPR NTN PCIBLE BICL M

CIATYC $CYen&
CINA $CYen&

L1 A2 N+ #Cran6
[ ]am998 $Cren&

N n+At APH N7Hh P25 FA A14+F @A NNHY (N+L77M) PAyMPaTF PHFMD-T 1M-?

L1eqengd N3 ae+aNg P - APA NC TC
L1884 PAT - APH NG

CIPAIHCET N9 NEUL 1%
[ ]USSD (*901#)
NEA UAT: P2E A NTh A1A9AT +9°hC 979079

man g e: xNHP NAPA NTA PLE FA ATAIASTF HANCEP IC N+LLH NHU NFT AP S+ 17CF
PAPFT PATRGRYF £LE PADARk: (1 = NMID AANTIIIRE 2 = hANHAYIRE 3 = JAAHE 1757 4 =
ANTRIALRT 5 = NMI° ANTITIALY)
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he 928+ 11C (Y43
PRE A eNTh A1AIAT DiT 3 4 5

EFF1 P28 3A ATA% Ak TR AR ANAT APHIPY ARSC PN
INLHET NEMTE Phem-TAFA:

EFF 2 POAT +OAT PNTN NE-BT Nek MP NTILLD NF NPAX
MMTbP AFAAU

EFF3 m+aNLP MLGR £Z-1R. N4 i P18 NARIPTFar
PIRLATET ATAIAF NPAX ATITTT PATATA:

EFF 4 PAPTH NTH 8.8 FA ATATAFTY APM$gR PNTN &AIFEY
NaYAT NE+E TH LEMNATA. =

EFF 5 N8EFA ATt Nrd PHDAF PYAN ABLEPTT aDL A
LGP Qo TF $AA AT VAR 1D

Sys1 PAPA NN PLE FA NTN A1AAFT NTPLATINTF 1H Uik
(N$7 24 AYHE NATETE 7 $G7F) +84-R TFD-:

SYS2 PAALT NN A1ATACT NMPTP PAR+HINLP ARl LT
MMTIP ML PACYT RN AIMIPT APD-$I° MLID
RAE RAR 70 P9, P I and::

SYS3 | NCOk AMIT AR NN ANGETR PAD-$TA:

SYS4 A1k JI9° G R1F ARALP MBIP PR YHCLF YT
NMPI® PATRIIR T BALAx

SYS5 P74 PNTA ATAI AT AM PR NA+MNE PENLH FaICF
NI HRCM APO-PIO::

PRI1 APA NN P4-L57N ACBRY PA+LPLAT ANA AT8LT T
NN& ATLTMMNPAT N&E+E ATRIT AAT:,

PRI 2 Nao+aNg @ MLI® N85 3 TATELT™ Nrd N&+E

MY PATFOT MLID T AMLPIT PATDT 9NLST
ANy A LUTTF £ATIF A,
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PRI 3

P APA NN PRUTIF AP MNE L AP TIRFE ATRAA PATE 1H
PRAG $A MEID PNEAQFLA aRo P RUYYF AT8.NTHS
PRCIA:

PRI 4 PAPA NTN PIARYF ARARLPPF 1A% TF @ AT T
PRAIEL AATR SAMG A=

PRI 5 NI PARE 2L P4 AOLERT ANNHE MTT AAAR
K12 EAD ATRGAU-:

RES1 AL FoIC ALIDAF NI NEDTT AT NPAMS. Us
[FELTE

RES2 | N8EFA NN AT494k AL ATH NALATS PRINET o8
AGR, e NPAX T AFAAU-=

RES 3 NI NLt FICF JC N+PPH NI PARITF@- JRART
FTANAG AG MY, §F -

RES 4 NN PIRHINF @Y PRE FA NTNT REPTF A& FF
A& FF DA AT LNI1P BATIFA:

PLING ATCTH 4 5

TRUL | APH N7N PRE FA A1ATIAFFTY ALAD LALTHI® AAY
P4LGTIN MPIR $Laq P LAMAS

TRU 2 PR NN LUTIE PHMNP AT ANTTITRT 8 8 F4 PNTA ATRE
ATISLA A CMATT AAD NR ATRTAU:

TRU3 | APA NN PR.E 34 NLTEY NRUTIF ATIN+8LC
PR PNLATID PAP FALNP ATRE hAD-:

TRU4 | PAPA NN 8.8 34 PNTA ATAFT NN&E+E 337+ AT
hPT1F ATRTAM ATPTAL:

TRUS | PN PRE A AR+aNLPPF INLHET NFNNA APHT DY
BFAA N& Nt 11 A IPAU=(RU SLE+ 11C NSt
h&Mew, P-hbadm 10>)

PLINE ACh 4 5

SAT 1 NAMPALT NAPA NTA PLAMT PEE FA h1A et
NTPMNPE A1AIAT IC T AR BHAD G

SAT 2 N&E +A NTNYT ATRL, M-t AT ATRETF LN FAU:
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SAT 3

P8E FA M+oNL LM POAT TOAT P4L5TIN INET ATRANF
P PNLATET U PPCNATA:

SAT 4 PAPA NTA PRE FA AT1AIATTT AP MPID ARL ARMPPID
PAA AF NETbF 19 PUPY +9RRC 10
SAT 5 PAPA NTAT PRE ;A ATAATTT ABREE AT AN+ANTE

NNE+E s ATRNLAU-:
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