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ABSTRACT  

The objective of this study is to assess the effect of electronic banking service quality on customer 

satisfaction mainly focused on major types of Electronic banking service delivered to customers in 

selected branches of Commercial Bank of Ethiopia in Yeka Addis Ababa District.  

All selected branches are grade 4 branches. Grade 4 branches at the Commercial Bank of Ethiopia 

(CBE) are high-level, high-volume branches (e.g., Jimma Main) characterized by extensive staff 

hierarchies, including specialized business and quality managers. These, along with other high-grade 

branches, are strategically located in major cities like Addis Ababa to manage substantial, high-

transaction customer bases. Based on the general objective, the study has also established five specific 

objectives and explored each in depth. .  

This study was an explanatory study of the purpose and/or study design. Qualitative and quantitative 

research approaches were used. The sample size consists of 120 CBE customers. I collected 

information using structured surveys. The researchers developed a questionnaire in two sections. 

Inference and descriptive data analysis techniques were used.  

From the analysis of the collected data, the findings showed that fund transfer, cash withdrawal, bill 

payment, buying goods, and service are the major service alternatives available to the customer once 

they have started to use digital banking. In addition, it is also assured in the study that the bank 

provides e- banking service to its customers using alternative channels of ATM, mobile banking, 

internet banking, CBE birr and point of sales.  

According to the respondents: minimum costs, comfort and time saving, better cash management, faster 

way of undertaking banking transactions are some of the benefits they obtain utilizing digital banking. 

Moreover they have positive attitude for the service of electronic banking delivered by the bank. 

According to sampled customer and key informants, absence of suitable legal and regulatory 

framework, infrastructure, security issue, and service design with respect to local languages alternative 

and unable to print receipt of online transactions are among the major challenges of digital- banking 

service delivered by CBE in the study area. 

According to the findings; invest in advance technology, create awareness of e banking among users, 

enhancing the service accessibility, prepare training for all staffs who have direct relation with the 

customers  and formulating policy and procedures for dealing with transaction error , fraud and 

system malfunction are recommendations 

Key words; E- Banking, ATM, POS, Internet and Mobile banking 
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CHAPTER ONE INTRODUCTION 

1.1. Background of the Study 

E-banking, or electronic banking, is performing banking transactions digitally via the internet or 

mobile apps, instead of visiting a physical bank, allowing you to manage accounts, transfer 

funds, pay bills, and check balances anytime, anywhere, using computers or smartphones for 

convenience and efficiency. It encompasses services like online banking, mobile banking, 

ATMs, and electronic fund transfers (EFTs). 

Although financial institutions took steps to implement digital banking services in the mid-1990s, 

many consumers were still reluctant to conduct financial transactions online. E-commerce has 

gained popularity based on pioneering companies such as AOL, Amazon.com and eBay, and the 

concept of paying for products over the internet has become widespread (Delvin, 1995). According 

to Delvin (1995), by 2000, 80% of US banks were offering digital banking services. Consumer 

spending is slowly increasing. For instance, In 2000, Bank of America became the first bank to 

have more than 3 million online banking customers, accounting for more than 20% of its 

customers. By comparison, large national banks such as Citigroup claim to have 2.2 million 

online relationships worldwide, while JPMorgan Chase estimates it has more than 750,000 online 

banking customers (Delvin, 1995). 

Other researchers like Malak have also argued that the electronic banking revolution dates back 

to the 1970s, when the computerization of financial institutions gained momentum (Malak, 2007); 

this has been proven to customers since the introduction of the Automated Teller Machine in the 

1980s. 

Since the banking sector and its environment are quite complex and competitive in the 21st century, 

information and communication technology needs form on the basis of the banking sector (Stevens, 

2002). 

Electronic banking in Ethiopia began around 2001 with the Commercial Bank of Ethiopia (CBE) 

introducing ATMs, followed by Dashen Bank becoming the sole player in card-based payments by 

2006. The sector has evolved from basic ATM services to widespread mobile money, agent 

banking, and digital platforms like CBE Connect, heavily supported by regulatory restructuring via 
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the National Bank of Ethiopia (NBE). The industry is currently driven by a National Digital 

Payment Strategy (2021-2025) aimed at strengthening financial inclusion and enhancing digital 

infrastructure.  

Key Historical & Developmental Aspects 

Initial Phase (2001-2008): ATM services were introduced, but adoption was slow, with Dashen 

Bank pioneering in card-based systems. 

Regulatory Support: The NBE Proclamation No. 591/2008 provided a framework for expanding 

electronic payment instruments. 

Technological Advancements: Transition from manual, paper-based systems to card technology, 

and subsequently to mobile-based banking (e.g., CBE Birr, Amole, Hello Cash). 

Modernization & Interoperability: Development of a national switch for inter-bank connectivity, 

allowing interoperability between various payment channels. 

Recent Trends: Focus on digital platforms such as CBE Connect for global-local integration, 

alongside increasing digital literacy and efforts to address network infrastructure challenges. 

Current State: Rapid growth in the number of banks and digital transactions, with over 30 banks 

operating in the country by 2022. 

Digital marketing is essential for companies to transform in areas such as delivering products and 

services to customers. Therefore, it is considered an exciting and powerful tool for banks to create, 

grow, stimulate innovation and increase competitiveness (Gupta, 2008; Kamel, 2005). 

According to Chang (2003), digital banking has brought benefits to the banking industry such as 

automatic teller machines (ATMs), mobile banking, telephone banking, computer banking and now 

online banking. In addition, thanks to internet banking, the processes of transferring money, viewing 

and checking savings balances, paying mortgages, paying bills, purchasing financial instruments and 

certificates of deposit can be improved (Chang, 2003). This means that the digital economy increases 

delivery efficiency in the banking sector because customers can do business from one end of the 

country to another, from near and far. 
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Other researchers such as Gonzalez, Maholtra and Singh believe that the digital economy is 

changing the practices of traditional banks and this is creating a revolution in the economy, which in 

turn creates a positive impact on banking in the economy. 

The purpose of this study is investigating the assessment on electronic banking service quality in 

commercial bank of Ethiopia because The Commercial Bank of Ethiopia (CBE) is the largest and 

oldest state-owned bank in Ethiopia, dominating the market with over half of the sector's assets, 

loans, and deposits, controlling roughly 56% of banking assets and 54% of deposit mobilization. 

1.2. Statement of the Problem 

In the past, the customer's need for banking services was mainly driven by the security of money and 

interest earned on savings. But today, customers' needs have changed, from financial security to the 

way banks provide services. This is because today's customers want good, fast and easy service 

(Kwashie, 2012).  

Ethiopian financial sectors have recently started to implement digital banking services with the 

launch of digital banking services. The business is characterized by intense competition to attract 

more customers. This technological development makes the banking process faster and easier 

while meeting customer needs. However, the quality of some products and services offered by 

digital marketing companies do not meet the needs of consumers. 

Various factors affect the quality of service delivery in banking industry. For instance the study 

by Philipos (2013), found that lack of cash in ATM machines, failure to print banknotes, card 

blocking, irregular ATM service, lack of ATM service, and lack of sufficient personnel to deal 

with ATM machine errors in all banks. Lack of a reasonable alternative for customers to replace 

ATM services in case of temporary problems with the machines, Lack of mobile banking 

service, lack of reliable Tele banking, Lack of credit card service, Immaturity of technological 

infrastructure, low level of awareness creation and creativity, interruption of network, failure to 

equally distribute digital banking service throughout the country have been evaluated during the 

survey. 

Previous researches revealed that customer satisfaction in electronic banking is related to the ease 

of doing business, reasonable and fair price (payment), efficiency, confidentiality, security, 
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reliability of electronic banking services and the performance of employees in solving electronic 

problems Their focus is mainly on impact of digital- banking services that satisfy customers. They 

focused more on ATM and mobile digital banking services but ignore other e-banking services 

such as POS and internet banking services. In addition they did not give attention to the level of 

customer satisfaction achieved by using digital banking services. 

In addition other research focus on more on traditional banking services and ignores the service 

quality of digital-banking for customers. 

However, all suggested future researchers to investigate the impact of e-banking service quality on 

customer satisfaction, customer loyalty and customer retention 

Although there are few studies focusing on the challenges and opportunities of adopting e-banking; 

they have not yet evaluated the assessment on e- banking service quality in commercial bank of 

Ethiopia. The study tries to answer the above question, and the research result on―assessment of e- 

Banking Service Quality in commercial bank of Ethiopia", which is recommended by previous 

researchers in future research. The aim of this study is to understand people's desire for digital 

banking services and the contribution of e- banking companies as defined by other researchers in 

attracting consumer interest in digital marketing, this seems to be in the field of research and the 

researcher thinks that it has not been done. The researcher believes that conducting this research 

provides information on the current status of the bank in delivering e- banking service quality to its 

customers. Therefore, this study aims to fill the gap in research by conducting an empirical study 

on the quality of digital banking services in commercial banks of Ethiopia. 

1.3. Objectives of the study 

1.3.1. General Objective 

The general objective of the study is to assess the effect of e-banking service quality on customer 

satisfaction in commercial bank of Ethiopia 

1.3.2. Specific Objectives 

1. To identify access, ease of use, time of delivery ,security, service quality and reliability 

affect customer satisfaction  
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2. To know customer understanding about E- banking service in selected branch under 

Yeka Addis Ababa district. 

3. To identify benefits which customer obtains from using electronic banking service in 

selected branch under Yeka Addis Ababa district. 

4. To assess E- banking service design meets with customer expectation in chosen 

branch under Yeka Addis Ababa district. 

5. To find ATM, Mobile and Internet banking and CBE Birr related challenges of 

customers in selected branch under Yeka Addis Ababa district. 

1.4. Research Questions 

1. How do access, ease of use, time of delivery, security, service quality and reliability 

affect customer satisfaction? 

2. Do customers have awareness of operating electronic banking? 

3. What benefits do customers obtain from using e- banking services delivered by 

Commercial Bank of Ethiopia? 

4. How CBE‘s electronic banking service design fit customer need? 

5. What are ATM, Mobile and Internet banking and CBE birr related challenges of the 

customer in CBE? 

1.5. Significance of the Study 

First, this study will help CBE analyze the public perception of digital banking services provided by 

Ethiopian banks. Customer satisfaction is a primary factor for banks and this research will provide 

information for improving banking services. 

Additionally, the service quality evaluation study will enable CBE to determine its performance 

based on customer evaluation. This study is expected to provide needed recommendations to 

business enterprises, regulators and consumer protection agencies in Ethiopia to improve their 

decision-making and ensure that customers or the public in the company receive the best service. 

This research also has important implications for consumers and marketers in general. The findings 

will provide information to commercial banks to improve the performance of their services and 

customer orientation towards customer satisfaction and comfort. 
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Finally, the study will add to literature for the future researchers who are doing in the area of 

marketing, customer satisfaction and quality service delivery in the banking industry. 

1.6. Scope of the Study 

The study focuses on two main areas of this study. This includes the content and scope of the study. 

In summary, the study focuses on electronic banking and its potential impact on the quality of digital 

banking services. According to many researchers, there are many types of electronic banking; these 

include automatic teller machines (ATM), internet banking, mobile banking, CBE birr, debit cards, 

electronic switchboard telephone banking, SMS banking, home banking, point banking and internet 

banking just banking to give a few examples. 

Recently E-banking services available in Ethiopia suggest some digital banking services like ATM, 

mobile banking, internet banking, debit card, western union, telegram banking and point of sale 

(POS) services and more. However, Automatic teller machines (ATM), internet banking, mobile 

banking,   point of sale were chosen as targets because these services are only making progress in 

Ethiopia.  In this process, all available e-banking services will be identified and evaluated how they 

are effective in satisfying customers. 

After the observational survey, ATM services, mobile banking, CBE birr and internet banking could 

be selected. Since most of the people banking in Ethiopia use these digital banking services, the 

researcher selected only four of them. There are more than 25 banks in Ethiopia, but some of them 

provide digital banking services to Ethiopian customers; therefore, this study will be limited to a 

selected bank in Ethiopia, Ethiopian Commercial Bank. It is the first bank in Ethiopia to use digital 

banking services and its branches are located all over the country. This is the reason why the 

researcher wants to conduct this study. 

Similarly, the area of this study is Addis Ababa city. However, there are many CBE branches in 

Addis Ababa city, making it difficult for researchers to examine all the customers of these branches. 

The expansion therefore includes five branches of CBE, four popular electronic banks (ATM, MOB, 

CBE birr and IB). Among these, Tefera Degife branch, Ayat branch, Kara Adebabay,Selassie 

branch and Kotebe branch constitute the areas of this study. Because as compared to other 

branches a lot of customers visit these branches to get services.  
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1.7. Limitations of the Study 

The main limitation of this study was the researcher had not plenty of time due to his job 

assignment. He was busy in his work place. In addition, most respondents were not interested in 

filling out the survey. The final limitation of this study is that some respondents have little or 

none of them through the e-banking services or the mechanisms of such services. These three 

limitations affected the way the research has conducted the study. To overcome these expected 

problems, the researcher told the purpose of the study and gives them confidentiality on the 

collected information by assuring them the data will be used only for academic purpose and 

creates a friendly environment. Moreover he requested annual leave to conduct the study and to 

solve the limitation. Concerning awareness of electronic banking system the researcher selected 

respondents intentionally who have experience using e banking.   

1.8. Organization of the Study 

This study is divided into five sections. Chapter 1 explains the background of the research, statement 

of the problem, research purpose, significance of the research, and organization of the research. 

Chapter 2 introduces business research (economic research) at home and abroad on digital banking 

and digital banking services, as well as the theoretical background of digital banking related to the 

identified problem. 

Chapter 3 describes the data types and sources used in this study, research methods, research design, 

collection methods, sampling methods used to determine sample size, statistical data analysis tools, 

and collection methods. 

Chapter 4 presents the research findings and Chapter 5 presents conclusions using descriptive and 

inferential statistical tools. The last section also includes the summary, results, limitations and 

recommendations of this study. 
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CHAPTER TWO: REVIEW OF RELATED LITERATURE 

Introduction 

This chapter presents a review of previous studies related to the present study. The chapter 

constitutes examination of studies related to digital-banking and customer satisfaction in the service 

industry especially in banks. It also examines the dimensions of digital-banking affecting customer 

satisfaction in the banking industry. The chapter also, outlines the digital banking services available 

in the Commercial Bank of Ethiopia and its history. 

2.1. History of Commercial Bank of Ethiopia 

Commercial Bank of Ethiopia is a state financial institution established in 1942 and today the bank 

has a large number of employees, capital base, etc. compared to other banks in Ethiopia. It has 

become Ethiopia's leading bank by offering modern business such as. It has more than 1950 

branches across the country and employs and promises more than 35,000 skilled workers. As of 30 

June 2021, the bank had more than 40 million depositors and assets of 1.1 trillion birr, making it the 

leading bank in Africa. Ethiopian Commercial Bank plays a catalytic role in the economic progress 

and development of the country. 

It has established relationships with more than 50 foreign banks, including Commerzbank, Royal 

Bank of Canada, Citibank and HSC BC. 

Commercial Bank of Ethiopia has fast partnerships with more than 700 banks worldwide and 

therefore has strong affiliations and relationships with reputable banks around the world. CBE was a 

pioneer in launching Western Union remittance services in Ethiopia in the early 1990s and currently 

operates such companies as Money Gram, Atlantic International (BOLE), Xpress Money, etc. It 

cooperates with 20 other remittance providers such as. (Bank Profile) 

2.2. Introduction of E-banking in Ethiopia 

Electronic banking services emerged in Ethiopia in late 2001; therefore, Ethiopia's largest state- 

owned bank (CBE) has implemented electronic banking services such as ATMs to provide services 

to local users. CBE has had a Visa membership since November 14, 2005 and has eight ATMs in 
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Addis Ababa. However, he could not benefit from membership because the necessary procedures 

were not implemented. Although CBE is a leader in introducing ATM-based payment systems and 

has gained Visa membership, it still lags behind Dashen Bank, which is actively working to maintain 

its core position in electronic money payments. Dashen Bank has been the sole player in the 

electronic banking field since 2006, and CBE continues to rapidly develop card payment solutions. 

(Gadachu, 2010) 

Dashen Bank is a pioneer in introducing electronic banking services in Ethiopia and has installed 

ATM machines at convenient locations for cardholders' use. Dashen's ATMs serve global debit card 

and Visa holders in China 24 hours a day, 7 days a week, 365 days a year. As of June 2009, Dashen 

Bank has installed more than 40 ATM machines in branches, universities, shops, restaurants and 

hotels. In 2011, the payment card industry developed greatly and Dashen ATM services were 

expanded to 70 and 704 POS terminals (bank's 2011 report). Services that Dashen Bank ATMs can 

provide include cash withdrawal, balance inquiry, small statement, member card account transfer, 

personal password change, etc. is located. The bank currently only provides debit card service for 

Visa cards. Dashen bank customers can withdraw up to 5,000 birr in cash per day and purchase 

goods and services worth up to 8,000 to 13,000 birr. 

To maintain its leadership, Dashen Bank started accepting MasterCard as well as Visa. Dashen Bank 

acquired MasterCard as a member in 2008. Confident in its leadership position in the technology 

industry, Dashen Bank signed an agreement with South African electrical engineering technology 

company iVery on April 21, 2009 to create a mobile business. 

Under the agreement, iVery Payment Technologies licensed its Gateway and MiCard electronic 

payment solutions to Dashen Bank. Dashen Modbirr users can transfer 500 birr to other Modbirr 

users within 24 hours a day. This will make Dashan Bank the first private bank in Ethiopia to adopt 

e-commerce and mobile banking (Amanyehun, 2011). 

While Dashen's new technology takes a step forward in depositing money from one account to 

another, the first electronic banking gateway has been signed at Dashen Bank and CBE with the 

Ethiopian Exchange Sale (ECX). The e-banking system, developed jointly with two banks, aims to 

facilitate business life and provide secure electronic information sharing meetings between 

customers, banks and ECX (Abiy 2008). In 2008, an Agreement was signed between Wegagen Bank 
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and Technology Associates (TA), a Kenyan information technology (IT) company to develop 

solutions to the payment problem and establish the ATM network on 30 December 2008. 

Zemen Bank is the only bank in Ethiopia that follows the single trade concept and started online 

trading in 2010, a new service in the Ethiopian financial market. The bank tested the business from 

the first stage of the online business. The official version of the program is now available and 

customers can switch online for free. Previously, online banking services offered by banks could 

only access bank statements and exchange rate information. New, untested services proposed by the 

bank include free money transfers, business payment transfers where employers can post salaries 

into the system and employees can pay personal accounts online, and online utility bills if utilities 

companies are available. Is ready (Asrat, 2010). In February 2009, three private companies signed an 

agreement to establish a network of ATMs and POS terminals as part of Ethiopia's strategy to 

develop electronic payment cards. 

Three major private banks, Awash International Bank SC., Nib International Bank SC. and United 

Bank SC. agreed in principle to create an ATM network called Fettan ATM Network. If all goes as 

planned, ATM Express will have more than 140 ATMs and 340 POS locations across Ethiopia. All 

branches of banks, all domestic airports, shops and workplaces served by unions will be equipped 

with an ATM machine. This agreement is the first major collaboration between rival banks in 

Ethiopia and should encourage other banks to follow suit as no other bank in Ethiopia is able to 

provide the overall and accessible service (Binyam, 2009). 

2.3. Definitions of E-banking 

Different scholars have defined the concept of electronic commerce in different ways. Daniel (1999) 

defines electronic banking as banks that offer banking information and services to customers through 

different distribution channels that can use computers with browsers or desktop software and 

different devices such as mobile phones, telephones or digital TV. 

Pikkarainen et al. (2004) also defined e-banking as "an online platform where customers can access a 

variety of banking services, from payments to investments". In fact, in the context of globalization 

and intense competition, the banking sector, which is an opportunity for financial institutions to 

expand, has become a good tool rather than a way to understand the importance of competition 

(Flavian et al., 2004; Gan) and Klems, 2006). 
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Timothy (2012) also states that electronic banking refers to the use of the internet as a remote control 

tool such as opening bank accounts, transferring money between different currencies, electronic 

notifications and payments. This can be given in two main ways. A bank that has the physical 

capacity to establish a website and offer this service to its customers despite traditional distribution 

channels. The second is to establish a virtual bank and place a PC server in the office, which is the 

official location of the bank. Banks offer their customers the opportunity to deposit and withdraw 

money from ATMs (automatic teller machines) or other electronic terminals as requested by various 

sources and charge administrative fees for this. E-banking is a modern delivery method for banking 

services (Ahasanul, 2009). 

2.4. Types of E-banking 

In this case, different researchers have made different opinions or analyses. For example, Salehi and 

Zila (2008) stated that e-banking consists of electronic communication between banks and customers 

for the purpose of planning, managing and managing customers' financial transactions through the 

bank. This type of work appears to be driven by: 

 Internet banking (or online banking), 

 Telephone banking, 

 TV-based banking, and 

 Mobile phone banking (or offline banking) 

 CBE birr 

According to Gan and Clemes (2006), electronic banking is also defined as the various platforms 

through which customers can access them, such as internet banking or (online banking), TV 

banking, mobile banking and PC (personal computer) banking (or offline banking). Services that use 

smart electronic devices such as PCs, personal digital assistants (PDAs), automated teller machines 

(ATMs), point of sale (POS), self-service terminals or touch-tone phones. 

There are many types of electronic commerce suggested by many researchers; These will be 

mentioned below. 
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2.4.1. Automated Teller Machines (ATMs) 

According to Rose's (1999) definition in Prince, "The ATM combines the computer terminal, 

database system, and cash bank into a single unit, allowing customers to view access to the bank's 

storage system using a PIN or plastic card computer 24 hours a day." Important advice or 

information is given to customers using electronic banking by entering a special code into the 

computer terminal connected to the bank information kept in the environment. 

Therefore, it has accelerated due to developing technology. The ATM machine has reached the point 

where balance and fee payments are made. Banks use these electronic banking equipment using it to 

get good results.). 

2.4.2. Telephone Banking 

Phone banking can be defined as a form of remote or virtual banking that provides financial services 

primarily through communication devices. Bank customers can carry out their banking transactions 

by calling or calling using voice response (AVR) technology. Linked to the bank's automated system 

(Balachandher et al., 2001). As Leow (1999) points out, telemarketing also has many benefits for 

consumers and banks. It provides convenience, accessibility and saves users time. For banks, the 

cost of telephone services is lower than the cost of branch services. Customers can receive banking 

services in different offices and homes without going to bank branches. It has almost all the benefits 

of an ATM machine, but lacks the productivity that comes with withdrawing money from an ATM 

2.4.3. Personal Computer Banking 

According to Abor (2005), PC banking is a service that allows bank customers to access their bank 

information through the constraints of the software installed on their computers. Customers can log 

in and perform various banking services. The importance of PC knowledge has led to the widespread 

use of PCs. This played a major role in supporting the development of PC Bank. Customers can 

access banking services even from their homes and offices (Abor, 2005). 

2.4.4. Internet Banking 

According to Essinger (1999), internet banking is: "The strict control of allowing customers to 

access their bank accounts over the web and perform certain transactions on their accounts". 
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According to the Internet Banking Guide (2001) of the Office of the Comptroller of the Currency 

(OCC) of the Federal Reserve Board of Chicago, Internet banking is defined as "the provision of 

traditional (banking) services over the Internet." Online banking offers customers convenient and 

flexible services. It allows customers to perform almost all online banking transactions. People can 

check their accounts, check banks and even send money to others through different accounts, which 

is the most economical and innovative method that can be provided. Another unique feature of 

online business is that it provides 24/7 access to customers. 

2.4.5. Branch Networking 

Branch coordination can use computerization and connect independent bank branches in different 

locations to a wide area network (WAN) framework to create and share consumer durables customer 

information (Abor, 2005). It eliminates time and distance effects by providing fast exchange rates. 

Almost all banks in Ethiopia have numerous private and public branches connected to the internet all 

over the country. Even if the customer opens an account, he can work from anywhere. 

2.4.6. Mobile Banking 

In addition to electronic banking products, mobile banking is also widely used in Ethiopia. This 

means getting banking services from your phone. According to Clottey (2008), mobile banking is a 

system or platform where customers can update the transactions of their accounts. These changes 

may appear as debits and credits to the account, or as charges being charged to the account. All you 

need for mobile banking is a mobile phone with a working messaging system. SMS banking falls 

into this category. The system uses a shortcut to remind customers of their money (Clottey, T.A. and 

Collier, DA. 2008)). 

2.4.7. Point-of-Sale Transfer Terminals (POS) 

It allows customers to pay using credit cards (the new name for credit cards) in stores. This card is 

similar to a credit card, but there is a big difference. The money for the purchase is instantly 

transferred from the credit card holder to the store (Malak, 2007). 

This electronic banking system manages checking, loan authorization, cash deposits and 

withdrawals, and cash payments. Increases the energy efficiency of sales. Therefore, the cost of a 

purchase from a store such as a gas station or supermarket will be immediately deducted from the 
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customer's account. This means that customers can pay for goods and services without having to 

physically touch cash, as the purchase price will be deducted from the buyer's card and transferred to 

the seller's account (Olanipekun et al., 2013). 

2.5. Benefits of E-banking 

It provides a lot of benefits both to the customer and the bank itself. 

2.5.1. Benefits from Bank Side 

First, the benefits of electronic banking services to banks are competitive products and a better 

understanding of business needs. Therefore, banks that offer electronic banking services are 

considered leaders in technology and advancement. Therefore, they will bring a better image to their 

customers. Other rewards can be measured in monetary terms. 

The main goal of every organization is to make the most profit and banks are no exception. As Mols 

(1999) states, the internet is a revolution that will eliminate old rules that have a great impact. Online 

banking transactions are cheaper than bank transactions and even phone transactions. 

Other benefits provided by electronic commerce allow banks to have low costs, efficient financial 

services and also benefit from advertising for sales such as credit cards and loans (Hawkins, 2001). 

Karjaluoto (2002) also stated that online banking can help banks save costs, reach new customers, 

increase efficiency, enhance the bank's reputation, and provide better customer service and 

satisfaction. Institutions (e.g. banks) and consumers. 

2.5.2. Benefits from Customers’ Side 

According to Jen and Cheng (2006), electronic banking has played an important role for banks and 

businesses around the world and it is the way they do business. Electronic banking users can check 

their accounts, transfer money and access a variety of banking products and services. Customers do 

not need to visit bank branches to conduct business (Cheng et al., 2006). E-banking plays an 

important role in business by helping buyers and sellers conduct financial transactions through the 

exchange of goods and services without the need to meet in person (Cheng, 2006). Customers can 

shop anywhere in the world without having to carry cash. 
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Howcroft et al. (2002) in a study found that an important factor influencing customers to use online 

banking is lower cost, followed by reduced data availability and human error, thus reducing conflict 

(Howcroft et al., 2000). 

2.6. Challenges of E-banking 

Although it has shown the way for banks, the innovation of IT applications still faces many problems 

such as the blinding of the business area, the collapse of modern borders, the passing of new 

competitors, and the creation of new projects Liao and Cheung, 2003). < br> Another security 

problem related to the energy sector was put forward by The Economist Magazine (1999) by 

dividing the insecurity of the energy sector into three categories; The first is security issues related to 

fraud and theft, and the second is hackers. The security issue eventually arises. Resulting from flaws 

in design or configuration, leading to poor security (actual users have been shown to be able to trade 

on other users' accounts). All of these insecurities have financial and legal credibility. 

According to Earl (2000), other problems with electronic commerce include the type of technology 

chosen, lack of knowledge and finally usage. In this case, we learned that bank managers not only 

know their business, processes and employee behavior well, but also know their experiences well 

and share them with their customers. 

2.7. Dimensions of E-banking Influencing Customer Satisfaction 

In the study of e-banking, different researchers have found that different e-banking dimensions affect 

customer satisfaction. For example, Yang et al. (2004) reported characteristics such as reliability, 

accountability, reasonableness, ease of use, security, and quality of the product or business online. 

Cronin and Taylor (1992) also identified user interface, core services and customer service as the 

most important aspects of banking. Other factors that measure the quality of e-banking services are 

listed as follows: Website appearance, ease of use, compatibility, design and content, reliability, 

performance quality, work, support, communication, security, motivation, work, storage capacity, 

service, reliability, repair shopping policies, Reputation and empathy (Madu, C.N. and Madu, AA. 

2002; Santus, 2003). 

Although different researchers have found that there are different types of e-banking dimensions or 

factors that affect customer satisfaction, researchers have only studied e-banking dimensions namely 
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ease of use, delivery time, privacy or security, reliability, accessibility and service quality. service. 

Because in the context of a country like Ethiopia, the purpose of the six main e-banking services is 

very important. However, there is a preference for the tools used by banks to be reliable, safe, fast, 

simple, easy to use and convenient. Therefore, this research needs to be conducted to understand the 

needs of customers using e-banking services. Therefore, researchers have examined e-banking 

service quality such as ease of use, security, accessibility, reliability, delivery time and service 

quality. 

2.7.1. Ease of Use 

Davis (1986) stated that although the process does not require more effort, it can be accepted by 

users. In fact, Davis defines ease of use as ―the degree to which a person believes that using a service 

requires no effort‖ (Davis, 1989). 

Dabholkar (1996) also stated that when different technologies are available, consumers will choose 

the technology that suits them. Later, Davis et al. (1989) and Bagozzi (1990) found that effort and 

stress appear to be ―easy-to-use‖ behavior of the coin. As we learned from both authors, ease of use 

is also important for people using computers or similar devices. 

Additionally, Guriting (2006) investigated the determinants of internet spending in Malaysian 

Borneo. Researchers found that "perceived ease of use and perceived usefulness are important 

factors in determining the acceptance and use of various information technologies." Dabholkar 

(1996) supports that most people attach importance to ease of use, thus saving time and effort. and 

reduce social risk. Szymanski and Hise (2000) believe that ―convenience‖ is similar to ―ease of use‖ 

(Dabholkar and Bagozzi, 2002). In the author's opinion, convenience seems to be one of the main 

factors for interest in online banking. 

2.7.2. Time of Delivery 

Bateson (1985) believes that customers are more sensitive to prompt delivery when they receive 

service from others. Additionally, many studies show that customers want to monitor service uptime. 

Mols (1999) also stated that sometimes customers prefer to provide services themselves. This shows 

that customers want service as soon as possible or without spending too much time. 
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Mols (1999) also stated that slow service delivery can negatively affect the perception of overall 

service quality. We know that when customers are unhappy with your initial service, they will stop 

using the service or product, let alone improve your delivery service. In this regard, Dabholkar 

(1996) emphasized that people need emergency services. 

Similarly, Langeard et al. (1981) discovered also that time was a significant factor for individuals in 

using a new service or technology. And in the same way, Ledingham (1984) discovered that time 

savings were essential to individuals who use electronic banking and shopping (Dabholkar, 1996). 

2.7.3. Reliability 

It involves two elements: trust and similar work. Reliability also refers to commitment to cost, 

preservation of accurate information, and delivery of the service within an acceptable time (Saha and 

Zhao, 2005). It also ―expresses the real performance of self-service technology and the authenticity 

of the service‖ (Weijters et al., 2005). Many authors have found that trust is an important factor in 

determining service quality (Bagozzi, 1990; Davis et al., 1992; Parasuraman et al., 1988; Zeithaml 

and Bitner, 2000). 

Additionally, Cronin and Taylor (1992) reported that reliability is the most important factor when 

customers evaluate service quality. Zeithaml and Bitner (2000) argue that consumers should be 

particularly impressed by the reliability of new technologies because they may be associated with 

risks such as failure. Parasuraman et al. (1988) also believe that service reliability is an important 

factor in service quality. Learning how to use computers or technology with similar features is also 

important because it can affect performance (or confidence) (Davis et al., 1989; Bagozzi, 1990; 

Davis et al., 1992). 

Finally, Dabholkar (1996) stated in his study that reliability and validity are necessary criteria in the 

evaluation of technology-related services. This shows that without trust, customers will not use it 

and do good things. Therefore, based on data analysis, we can conclude that trust has a positive 

impact on customers' willingness to use electronic banking services. 

2.7.4. Privacy or Security 

This is important to guarantee that e-banking users have financial information, that is, information 

regarding the security of banking transactions and non-reporting of financial statements (Yang and 
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Fang, 2004). 

Madu (2002) pointed out that another benefit of consumers who decide to spend money online is 

security. So when a particular bank provides services, it does not do a good job of protecting the 

customer's privacy; Customers should not use this at all. Research by Pavlou (2003) shows that both 

bankers and customers stay away from electronic banking due to security concerns. Polatoğlu and 

Ekin (2001) also pointed out that the main reason for the slow growth of internet expenditures is 

financial, physical and social risks. Clottey and Collier (2008) also found in their research that 

although most people are aware of the security risks of online commerce, their knowledge and 

understanding of the security of online commerce is very poor. The findings also show that people 

know their bank will protect them and therefore they trust their bank, but they lack confidence in 

using financial tools online. Oliver (1981) pointed out in his research results that security problems 

are the main factors that deter users from using the Internet for financial transactions. This study 

concluded that consumers do not see the benefits of using the Internet for business purposes and that 

educational programs are necessary to complement new Internet products (Oliver, 1981). Finally, 

Churchill (1982) stated that one of the most important problems that individuals or bank customers 

will face in the future is the fear of higher risks associated with using the Internet for commercial 

and financial transactions. 

2.7.5. Service Quality 

Research on ―quality‖ in products existed long before the inception of services (Gummesson, 1998 ). 

However, in the product market, the concept of quality is not sufficient to be applied to services due 

to the differences between the two terms (Parasuraman, Zeithaml, & Berry, 1985). Parasuraman, 

Zeithaml, and Berry (1985, p. 42) argue that service quality is ―performance-oriented‖ rather than 

product-oriented, and therefore ―specific product quality is rarely determined.‖ Clottey and Collier 

(2008) also noted that the meaning of the term good varies among authors, depending mainly on the 

person interpreting it, the measure used, and the context in which it is defined. Service quality is an 

important issue in service management and marketing (Clottey and Collier, 2008). 

Although banking is seen as a service that includes all the characteristics of a service, the literature 

in the 1980s and 1990s examines service quality from two perspectives. Researchers such as Carman 

(1990), Garvin (1983), Parasuraman et al. (1985, 1988) defines and measures service quality by 
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monitoring service quality based on Bitner and Hubbert (1994), Iacobucci, Grayson, and Ostrom 

(1994), Oliver (1993), and Parasuraman, Zeithaml, and Berry (1994). ) Contributions On the 

contrary, he examined service practices to establish a relationship between service quality and 

customer satisfaction. Donnelly et al. (1995) also define service quality as the performance or best 

performance of the organization's products and argue that this is affected by our service quality. 

Our dimensions are customer service, customer service experience, and service and technology 

support. Like customer satisfaction, service quality is a difficult and uncertain concept to measure 

(Carman 1990). Parasuraman et al. (1985) also suggested that service quality goes beyond profit and 

affects delivery. According to the existing literature, there are some similarities, although not the 

same, between service quality and customer satisfaction (Cronin and Taylor, 1992; Parasuraman et 

al., 1985). According to Clemes et al., this leads to the integration of service quality and customer 

satisfaction information as the basis of service quality (Clemes et al., 2007). 

Service quality in electronic banking, crucial for customer satisfaction and loyalty, is primarily 

measured through dimensions like reliability, security, responsiveness, efficiency, and system 

availability. High-quality, secure, and user-friendly digital banking platforms significantly 

enhance user experience and retention, while issues like service interruptions and poor security 

diminish trust and satisfaction.  

Key Dimensions of E-Banking Service Quality 

Reliability: The ability to perform the promised service dependably, accurately, and consistently 

(e.g., system uptime, correct transactions). 

Security/Trust: Ensuring user safety, privacy, and protection against fraud, which is paramount 

for digital trust. 

Efficiency/Convenience: The ease of navigating the website or app and the speed of completing 

transactions. 

Responsiveness: The willingness to help customers and provide prompt service, including rapid 

resolution of technical issues. 

System Availability: The accessibility of the service 24/7 without frequent interruptions or 

downtime. 



20 
 

Site Aesthetics/Design: The visual appeal and user-friendliness of the interface.  

Impact on Customer Satisfaction 

Positive Correlation: Research consistently shows that high-quality, reliable, and secure e-

banking services directly lead to increased customer satisfaction and loyalty. 

Dimensions Driving Satisfaction: Reliability, privacy, and efficiency are often cited as the most 

critical factors. 

Impact of Poor Quality: Frequent service interruptions, slow systems, and, most importantly, 

security concerns can severely diminish user satisfaction and trust.  

Challenges and Improvements 

Technical Issues: System downtime and slow connectivity are major challenges. 

Security Concerns: As digital transactions increase, ensuring high-level security to prevent fraud 

is critical. 

User Experience (UX): Banks need to continuously improve the interface to be user-friendly, 

particularly for less tech-savvy users. 

Infrastructure Requirements: Reliable telecommunications and power infrastructure are 

necessary for optimal service delivery.  

Measurement Models 

SERVQUAL/E-SERVQUAL: Researchers often adapt the traditional SERVQUAL model 

(tangibles, reliability, responsiveness, assurance, empathy) or use the specialized E-SERVQUAL 

model to measure service quality in the digital context. 

2.7.6. Access 

According to Timothy (2012), this includes the ability to service an ATM, access a phone, access an 

email, and access a foreign bank account. It includes easy access and relative convenience (Timothy 

T. 2012). 

Research in the USA shows that the main motivation for online business is the time savings and 24/7 

access it can provide (Pew, 2003). Additionally, e-banking adoption is associated with high Internet 
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activity (Durkin, 2004). The access of Internet users who prefer it has increased. 

Internet banking also allows customers to directly access their financial information and carry out 

their financial transactions more easily (Rotchanakitumnuai and Speece, 2003). The banking 

industry now takes advantage of new communication technology (Internet) to provide easy, 

convenient and flexible services to customers (Haque, 2009). 

2.8. Customer Satisfaction 

Although many articles have been written about customer satisfaction, there is no specific or 

universal definition in the theoretical literature. Jamal (2004) stated that satisfaction has been 

considered one of the most important theoretical and practical concepts for most businessmen in 

business life for the last four years. 

Broadly speaking, there are two different theories of customer satisfaction: satisfaction and pressure 

to change (Olsen and Johnson, 2003). Increasing satisfaction means that customer satisfaction is 

based not only on the current market but also on the customer's evaluation of the entire purchasing 

experience (Johnson, M. D. and Fornell, C. 1991). Exchange satisfaction refers to customer 

satisfaction with products measured based on past experiences (Oliver 1997). Today, most people 

use interest in learning to use interest (Gupta, S. & Zeithaml, V. (2006)). 

Greater satisfaction has a greater impact on bank performance and services and is a necessary 

indicator of customer purchases (Parasurman et al., 1998). Considering these two perspectives, 

customer satisfaction can be defined in different ways. 

In case studies, customer satisfaction is defined as a function of the difference between past 

experience and current delivery (Churchill, G.A.J. and Surprenant, C 1982). Jamal and Nasser 

(2003) define customer satisfaction as the customer's feeling or behavior after using a service or 

product. Customer satisfaction can be defined as the evaluation of products or services according to 

customer needs and perceptions (Oliver 1980). Therefore, customer satisfaction is the customer's 

feeling that their expectations have been met after using the product, and this affects their future 

behavior (Adamson et al., 2003). 
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Privacy 

2.9. Conceptual Framework 

The basic objective of this study is to assess digital banking service quality in CBE that affects 

customer satisfaction. The research model for this research is given in Figure 1. The independent 

variables will be taken into account in the explanation of digital-banking service are the six 

identified characteristics. 

 

 

 

 

 

 

Figure 1: Structured Model Source: (Yang et al., 2004) 

From the above conceptual model can estimated one multiple regression. The model that ispresented 

below: 

Satisfaction = βo+β1access+β2reliability+β3ease of use+β4privacy or security+β5service 

quality+β6time of delivery 

2.10. Research Hypothesis 

The alternatives hypotheses were: 

 Ha1: E- banking service quality does influence customer satisfaction 

 Ha2: Access does impact on customer satisfaction 

 Ha3 Ease of use does impact on customer satisfaction 

 Ha4 Reliability does impact on customer satisfaction 

 Ha5 Privacy/security does impact on customer satisfaction 

 Ha6 Time of delivery does impact on customer satisfaction 
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Service 
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CHAPTER THREE: RESEARCH METHODOLOGY 

Introduction 

The main objective of this study is to assess the effect of electronic banking service quality on 

customer satisfaction in commercial bank of Ethiopia. The research was focused on the 

respondents who are using at Yeka district only because other branches and regions are excluded 

due to inaccessibility of resources, difficulty in geographic allocation and time constraint. 

3.1. Research Approach 

There are three basic approaches to research. These are qualitative, quantitative and mixed. The 

quantitative research approach uses statistics and numbers that are primarily displayed in numbers, 

while the qualitative approach is based on word-based descriptions of events. According to Yin 

(1994), the selected research approach should be carried out according to the research questions of 

this particular situation regarding modern or historical events. 

In conducting this study, I used both quantitative and qualitative research approaches even though 

the quantitative research approach of the study is more useful for my study. Because a 

quantitative research design is a formal and systemic process used to obtain information using 

numerical data (Creswell, J.W. 2003). 

3.2. Research Design 

Mouton (2001) says that research design is like a plan or map that someone creates before 

starting a research project. It shows how the researcher will go about doing the research. 

Sekaran (2003) mentions that after figuring out the variables in the conceptual framework, the 

next step is to design the research in a way that makes it possible to collect and look at the data. 

Malholtra (2004) explains that research design is like a structure or outline for carrying out a 

research project. It gives clear steps on how to get the information needed to understand and 

solve the research problem. 

This study used an explanatory research design.This type of design helps find out how 
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independent and dependent variables are connected. It is also used to gather information about 

the current state of a situation. That's why explanatory survey studies were chosen for this 

research. They help study a large group of people and understand what they think and do. The 

purpose of using this design is to help the researcher learn more about the characteristics of the 

variables (Creswell, J.W. 2003). 

3.2.1. Population Universe 

The universal population of this study included all clients from various banks that used digital 

banking in Ethiopia. In other words, this study is interested in assessing the quality of all clients of 

Ethiopian financial institutions. 

3.2.2. Study Population 

As Ethiopian financial institutions are quite large, researchers should not have looked into all clients 

of the institution. For these reasons, CBE customers from 5 selected branches are a target 

population. The reason why researchers from these branches chose them is because they have a 

higher ability to serve a large number of customers and performance ratings than other branches 

of Addis Ababa. This implied that the study focused on selected branches and clients of Ethiopian 

Commercial Banks across the country. 

3.2.3. Sample Size and Sampling Technique 

The sampling selection technique for this study has been the non-probability sampling. Non 

probability sampling can be defined as a sample method where some elements of the population 

have no chance of selection, or where the probability of selection cannot be accurately determined. 

According to Twumasi (2002) As the name suggests, researchers who adhere to research goals 

select respondents who can answer research questions. With appropriate calculations and related 

research strategies, he selects the respondents he would like to include in the sample. The sampling 

for convenience is the sampling of a sample without probability, where test subjects are selected 

for their comfortable accessibility and proximity to the researcher (Black et al., 1999). In the end, 

researchers were used by untrue sampling, targeted (convenience) stitching technology types. First, 

we observed that all people visiting the branches were not necessarily customers of the bank. They 

came to branches for many purposes some came there with their friends without objective. In 
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addition, some customers were sent to delete a check or submitted for cash or other purposes. 

Second, the researcher read other related journals that previously used this type of stab testing 

technique. For example, Prince Adiyia Kwareng (2015), Martin Otu Offi, and Kwaku Nuamah- 

Gyambrah (2016) were used to use targeted sampling technologies. Therefore, researchers may 

aim to purposefully select participants who are active customers of selected bank branches. 

Therefore, there is a sample size for this study with 120 customers of five branches with 

intentionally selected customers of the population universe. Why do researchers receive samples of 

120 customers? 

Because even if electronic banking is run by people, employees don't directly serve customers. 

Rather, customers receive digital banking services directly from computers or/and Internet systems. 

 For the time being, if the machine does not function properly, the customer may not receive money 

through ATMs and POS. This makes the customer unhappy. The same applies to your internet 

connection if the customer causes dissatisfaction and the customer needs service. Therefore, 

inappropriate work and system errors have affected the satisfaction of all customers of digital 

banking services and their quality of service. Therefore, it did not affect the study of all customers 

or 120 samples, as the response was the same for the use of digital banking services. 120 customers 

can represent all clients in digital banking services. 

The system is not customer biased. Therefore, the sample size means that 24 customers were 

conveniently selected from five branches of five classes.. 

3.3. Sources of Data 

Primary Data and their sources: 

The main source of data for this study was digital banking customers at selected branches. The 

required data received through sampling on the structured questionnaire. 

Secondary Data and their sources: 

Secondary data used to support the study received results from other researchers in the region 

(empirical studies). Sources of secondary data are libraries, magazines, and newspapers for business 

magazines and business magazines. Related concepts in research, such as similar definitions of 
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digital banks, history of digital banks, benefits of digital banks, and the relationship between digital 

banks and customer satisfaction. The annual reports of various commercial banks used this 

secondary source report by the National Bank of Ethiopia, Internet Sources and other related 

materials. Such secondary sources are also related data.. 

3.4. Research Instrument 

The main research tool used in this study was the questionnaire survey. This means that the survey 

type is closely completed. The questionnaire used in this study was divided into two main sections. 

These are the dimensions of the demographic section or general questions and e-banking services 

section. According to the demographic section, variables such as age, gender, income level, marriage 

status, job and education status were asked. The Digital Banking Services section has six 

subsections. Six subsections were also grouped into different dimensions of digital banking services 

described in the conceptual framework. These subsections are delivery time, user friendliness, 

reliability, access, quality of service and privacy from a customer satisfaction perspective. Six 

subsections are available on a 5-point recart scale. On this scale, respondents were asked to indicate 

whether they agree/disagree with any different statements. Each of the six aspects of the digital 

banking service, a total of 30 questions is made up of five questions. A 5-point Likert scale with a 

rating of "strongly disagree (1) and "strongly agree" (5) was used. 

3.5. Data Collection Procedures 

Collect data from research respondents using a self-managed structured questionnaire (Cooper and 

Schindler 2006; Malhotra and Birks, 2007). Researchers initially required the approval of the branch 

managers of all five selected bank branches used in the study. With permission, the facility will be 

used for this study. All respondents in this study were conducted to complete the questionnaire after 

brief introductions and explanations of the study's goals. Research questionnaires were distributed in 

front of five branches during opening hours, and customers came to the bank hall. And the survey 

returned shortly after meeting their corresponding choices of respect. 

3.6. Data Analysis Method 

After relevant information was collected, the data were analyzed using two statistical methods. 

These techniques are descriptive and inference statistics. Common questions were analyzed using 
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descriptive statistics such as percentages and frequency. Additionally, questions from the digital 

bank should be analyzed using inference statistics such as: The use of multiple regression analysis 

contributed to testing conceptual frames or models. Data collected from Software Version 20 

(Statistical Packages for Social Sciences) and statistically managed surveys 

In analyzing the data gathered from the survey (questionnaire), and reliability would be primarily 

calculated using SPSS by Cronbach‗s Alpha, and content validity of the questionnaire was also 

established by reviewing existing literature. 

3.7. Model Assumptions Normality 

 For each value of the independent variable, the distribution of the dependent variable 

must be normal. 

 The error term has a normal distribution with a mean of 0. 

Equal variance 

 The variance of the distribution of the dependent variable should be constant for 

all values of the independent variable. 

 The variance of the error term is constant across cases and independent of the variables 

in the model. 

Linearity 

 The relationship between the dependent variable and each independent variable 

should be linear, and all observations should be independent. 

Multicollinearity 

 Moderate to high inter-correlations among the independent variables 

 It limits the size of R. 

 The model is unstable in terms of prediction. 

 It is hard to interpret the significance of predictors. 
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3.8. Validity 

Validity used in a study refers to the extent that the results of the study accurately reflect the 

measured variables or the researcher attempts to measure them. According to Eriksson and 

Genscheim-Paul (1997, p. 38), validity is defined as follows: Therefore, effectiveness deals with the 

success rate of measuring what research a study measures. Although there are many different types 

of validity (Hardy and Byrman, 2004), facial validity has been used for the purposes of this study. 

This is because this study should be demonstrated by preliminary review, reorganization, and 

reassessment of the equipment used (Hardy and Byrman, 2004). 

Table 1: The Summary of the Questionnaire`s Information 

Questionnaires sections Numbers of questionnaires 

General question 7 

Access 5 

Reliability 5 

Ease of use 5 

Time of delivery 5 

Privacy or security 5 

Service quality 5 

Customer satisfaction 5 

Total 45 

Source: Own survey, 2024 

In order to evaluate its validity, the questionnaire will be provided to a group of experts, 

including professors and specialists of the field; it was evaluate regarding content and 

comprehensibility and necessary alterations were made. Therefore, the questionnaire is adequately 

valid in accordance with the research objective as viewed by the experts 
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3.9. Ethical Consideration 

This study was conducted using several ethical considerations. All respondents to the study will be 

first informed of the study's objectives and goals, and the questionnaire to be managed. Once the 

goals of the study were explained, the confidentiality and confidentiality of the subjects of study 

were guaranteed before being conducted in the questionnaire. 
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CHAPTER FOUR: DATA PRESENTATION, ANALYSIS, AND 

INTERPRETATION 

4.1. Introduction 

This chapter presents the results and findings from the assessment of digital banking service quality 

at the Commercial Bank of Ethiopia (CBE) in terms of customer satisfaction. It starts with an 

introduction, followed by sections on response rate, respondent details, access to services, ease of 

use, delivery time, security and privacy, service quality, and customer satisfaction. The chapter ends 

by using descriptive statistics, regression analysis, and correlation to explain how the quality of 

digital banking services impacts customer satisfaction. 

4.2. Demographic Characteristics of Respondents 

Gender, age, marital status, level of education, income, types of e-banking services used, and 

occupation are the factors that make up the demographic information in this study. Descriptive 

statistics are used to show the results of this demographic information. To give a proper background 

on the people from whom the data was collected, these demographic factors were considered 

important. This is because they helped the participants understand how the different research 

variables are connected. 
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Table 2: Demographic Details of the Respondents 

Characteristics 
Frequency 

(Regularity) 

Percentage 

(%) 

 

Gender 

Female 86 72 

Male 34 28 

Total 120 100 

 

 

Age 

18-29 66 55 

30-49 34 28 

50-69 13 11 

Above 69 7 6 

Total 120 100 

 

 

Marital Status 

Single 64 53 

Married 42 35 

Divorce/Separated 7 6 

Window 7 6 

Total 120 100 

 

Level of Education 

Not formal education 3 2 

Basic education 7 6 

TVET 6 5 

Diploma 20 17 

Degree 64 53 

Master &above 20 17 

Total 120 100 

Source: Own survey data 2025 

4.2.1. Gender 

Given that men and women interpret digital banking service quality and its impact on customer 

satisfaction differently, gender is considered when analyzing customer satisfaction differences. As 

Table 1 above illustrates, total of 120 customers from various occupations within commercial bank 

of Ethiopia participated in this survey; 86 (72%) of the respondents were female, and 34 (28%) 

were male. These results suggest that the study had a higher proportion of female respondents than 

male respondents. In order to narrow the gap, the bank should be encouraged male users'. 
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4.2.2. Age 

The age distribution of the respondents was one of the objectives of the study, as displayed in table 1 

above, the results indicated that 66 (55%) of the respondents were aged 18 to 29, causing confusion 

and frustration; 34 (28%) were aged 30 to 49; 13 (11%) were aged 50 to 69; and 7 (6%) were over 

69. It can be inferred that younger customers are more inclined to use digital banking services 

compared to older customers. 

4.2.3. Marital Status 

Table 1 shows that 64 people (53%) are single, 42 people (35%) are married, 7 people (6%) are 

widows, and 7 people (6%) are divorced. This result shows that single people use digital banking the 

most. This is probably because more customers are not married, and single customers seem to be 

more open to using digital banking technology compared to others. 

4.2.4. Educational Level 

The significance of the education level is confirmed in the study that the respondents possess a 

sufficient level of education to understand the ideas and language used in the survey questions. As 

shown in table 1 above, 3 (2%) of the respondents had no formal education, 7 (6%) had basic 

education, 6 (5%) had TVET, 20 (17%) had diploma, 64 (53%) had a degree, and 20 (17%) had a 

master‗s degree or above. Those with the highest level of education are more likely to use the 

service compared to others. The higher the level of education, the more varied the perception and 

expectations regarding action. 

4.2.5. Occupations of Respondents 

Table 3: Occupations of respondents 

Characteristics Frequency (Regularity) Percentage (%) 

 Self-employee 17 14 

Business men 21 18 

Private employees 32 27 

Government employees 50 41 

Total 120 100 

Source: own survey data 2025 
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As shown in the above table 2 the highest numbers of digital banking users were government 

employees which is 50 (41%) from the total respondents. The second highest users were private 

employees which is 32 (27%), the third highest users were business men which is 21 (18%) and the 

least one user were self-employee accounted for 17 (14%). this implies that most of the customers 

using digital banking service were the government employees and private employees. the reason for 

this might be commercial bank of Ethiopia is one of the big and government banks of a country, all 

government employees paid their salary and it is the first bank firstly introduce digital banking 

service in the country. 

Table 4: Type of e-banking service customer used 

Characteristics Frequency (Regularity) Percentage (%) 

 

 

 

Service type 

ATM 41 34 

Point of sales/POS 6 5 

Internet banking/IB 11 9 

Mobile banking/MB 4 3 

ATM, POS &MB 22 18.5 

ATM &MB 21 17.5 

All 15 13 

Total 120 100 

Source: Own survey data 2025 

The majority of respondents, 41 (34%), use ATM banking services on average. 22 (18.5%) of the 

respondents use ATM, POS & MB, 21 (17.5%) of the respondents use both ATM & MB, while 15 

(13%) use all digital banking services. A significant portion of customers rely on ATM services in 

addition to other digital banking options, indicating that ATM services are widely accessible to 

various types of customers. 

4.3. Descriptive Analysis on Organizational Cultures 

The study used frequency, percentage, mean, and standard deviation based on a 5-point Likert scale 

to summarize the different aspects of digital banking service quality offered by the organization, 

such as access, reliability, ease of use, time of delivery, privacy or security, and overall service 

quality. This helped in understanding the general views of the people surveyed. The mean score 

shows the average level of agreement or disagreement of the sample group with each statement. 

According to Marczyk, Dematteo, and Festinger (2005), a lower mean indicates that people are more 
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likely to disagree with the statements, while a higher mean means more people agree. According to 

Zaidato and Bagheri (2009), as cited in Wogari (2016), a mean score below 3.39 is considered low, a 

score between 3.40 and 3.79 is considered moderate, and a score above 3.8 is considered high. 

4.3.1. Access Descriptive Analysis 

This section covered the digital banking service quality Access element as evaluated by commercial 

bank of Ethiopia customers perceptions. The analysis's outcome is shown in table 5 below. 

Table 5: E- banking service quality dimension analysis of Access Descriptive Statistics 

N Minimum 
Maxi 

mum 
Mean 

Std. 

Deviation 

CBE digital banking services 

operate 24 hours a day. 

120 1 5 4.08 .969 

ATM services are frequently 

available 

120 1 5 3.66 1.004 

It's easy to call my bank when 

needed. 

120 1 5 4.08 .969 

Mobile banking is very Useful 120 1 5 3.07 .998 

I can use online banking to access 

my account from anywhere in the 

World 

120 1 5 3.76 .984 

Overall access 120   3.73 0.985 

Source: own survey data 2025 

The survey results indicated that customers generally agreed to a reasonable extent with the 

statement that CBE digital banking services operate 24/7 and are easy to access when needed, as 

reflected in Table 5 with a mean score of 4.08 and a standard deviation of 0.969. Similarly, the 

statement about the usefulness of mobile banking received a moderate response, with a mean score 

of 3.07 and a standard deviation of 0.998. Overall, the survey confirmed that customers perceived 

the quality of digital banking services positively, with an overall mean score of 3.73 and a standard 

deviation of 0.985. This suggests that customers generally view the accessibility and reliability of 

digital banking as important factors supporting the bank's sustainability, growth, and progress. 
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4.3.2. Reliability Descriptive Analysis 

Table 6: E- banking service quality dimension analysis of Reliability Descriptive Statistics 

N Minimum 
Maxi

mum 
Mean Std. Deviation 

The point of sale is safe to use 120 1 5 4.25 .389 

All CBE digital banking services are 

safe to use 

120 1 5 3.07 .904 

CBE staff provides information 

appropriate to my needs 

120 1 5 3.02 1.282 

I can trust CBE mobile banking 120 1 5 4.20 .898 

ATM service is a better alternative 

to withdraw money 

120 1 5 3.71 .923 

Overall reliability 120   3.65 0.879 

Source: own survey data 2025 

A high number of people said they feel the point of sale is safe to use, as shown in table 6. The 

average score was 4.25, with a standard deviation of 0.389. CBE staff gives information that is 

suitable for my needs, but the response rate is lower, with an average of 3.02 and a standard 

deviation of 1.282. Overall, the survey showed that customers generally agree that the digital 

banking service is reliable, with an average score of 3.65 and a standard deviation of 0.879. 

4.3.3. Ease of use Descriptive Analysis 

Table 7: E- banking service quality dimension analysis of ease of use 

 N Mean Std. Deviation 

Mobile banking information contents and texts are 

simple and easy to understand 

120 3.77 1.005 

ATM Service Instructions are clear 120 3.59 0.892 

Digital banking services are easy to use 120 3.95 .928 

Online banking is fun to use 120 3.83 0.90 

Mobile banking doesn't require much effort 120 3.87 0.319 

Overall ease of use 120 3.802 0.8088 

Source: Own survey data 2025 

A high response rate was observed in relation to the statement that Digital banking services are 
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easy to use, as seen in table 6 above, with a mean response of 3.95 and SD of 0.928. ATM 

Service Instructions are clear with a low to moderate response rate, with a mean answer of 3.59 

and SD of 0.892. With an overall mean response of 3.802 and SD of 0.8088, the survey verified 

that customers generally agreed to a reasonable extent about the digital banking quality service 

reliability. 

4.3.4. Time Delivery Descriptive Analysis 

Table 8: E- banking service quality dimension analysis of Time delivery 

 N Mean Std. Deviation 

Mobile banking is very fast to use 120 3.82 1.02 

ATM helps to use your time properly 120 3.96 .992 

The purpose of the point of sale is to avoid holding excess cash 120 3.67 1.013 

Using digital-banking services helps me complete my banking 

transactions faster 

120 3.80 0.912 

My bank has all the digital banking services I need 120 3.79 .960 

Overall Time delivery 120 3.808 0.979 

Source: Own survey data 2025 

A high number of people agreed that ATMs help use time well, as shown in table 8, with an average 

score of 3.96 and a standard deviation of 0.992. The purpose of the point of sale is to keep from 

holding too much cash, but this had a lower to moderate agreement, with an average of 3.67 and a 

standard deviation of 1.013. Overall, the survey found that customers mostly agreed that digital 

banking provides good service in terms of time delivery, with an average score of 3.81 and a 

standard deviation of 0.979. 
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4.3.5. Privacy or Security Descriptive Analysis 

Table 9: E- banking service quality dimension analysis of Privacy 

 N Mean Std. Deviation 

Using POS makes me feel safe 120 4.05 0.984 

Passwords for all digital banking services are safe 120 4.15 0.997 

Digital Banking Services ensure security for my business 120 3.95 0.987 

I trust the security of all digital banking services 120 4.00 0.927 

I feel safe when using ATM services 120 3.92 0.901 

Overall privacy or security 120 4.014 0.959 

Source: Own survey data 2025 

A high response rate was observed in relation to the statement "Using POS makes me feel safe," as 

seen in table 9, with a mean response of 4.05 and SD of 0.984. I feel safe when using ATM services 

with a low to moderate response rate, with a mean answer of 3.92 and SD of 0.901. With an overall 

mean response of 4.014 and SD of 0.959, the survey verified that customers generally agreed to a 

reasonable extent about the digital banking quality service privacy or security. 

4.3.6. Service Quality Descriptive Analysis 

Table 10: Digital banking service quality dimension analysis of service quality 

 N Mean Std. Deviation 

I see digital-banking as a useful service 120 3.876 0.359 

The service I obtain from the ATM is very good 120 3.517 0.75 

The quality of the service I receive from mobile banking is 

very high 

120 3.768 0.564 

Digital-banking has a positive impact on the quality of 

banking services 

120 4.04 0.979 

The digital banking services of CBE is more convenient than 

Expected 

120 4.09 1.182 

Overall service quality 120 3.858 0.767 

Source: Own survey data 2025 

A high response rate was seen for the statement that CBE's digital banking services are more 

convenient than expected, as shown in table 10. The average response was 4.09 with a standard 
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deviation of 1.182. The service I get from the ATM is very good, with a lower to moderate response 

rate, averaging 3.517 and a standard deviation of 0.75. Overall, the survey showed that customers 

generally agreed to a reasonable extent that the quality of digital banking services is good, with an 

average response of 3.858 and a standard deviation of 0.767. 

4.3.7. Customer Satisfaction Descriptive Analysis 

Table 11: E- banking service quality dimension analysis of customer satisfaction 

 N Mean Std. Deviation 

My expectations before using online business is the same 

as the Current experience 

120 3.94 0.892 

I found ATM's financial transaction is simple and very 

interesting 

120 3.77 1.1072 

I am interested in POS banking. 120 3.84 0.890 

I am satisfied with the digital banking services offered by 

mobile banking. 

120 4.04 0.971 

Overall, I am very satisfied with the quality of digital 

banking services provided by CBE. 

120 3.83 0.867 

Overall customer satisfaction 120 3.90 0.944 

Source: Own survey data 2025 

As shown in table 11 above, a large number of responses agreed with the statement "I am satisfied 

with the digital banking services offered by mobile banking." The average score was 4.04, and the 

standard deviation was 0.971. Another statement, "I found ATM's financial transaction is simple and 

very interesting," got a lower to moderate response. Its average score was 3.77, and the standard 

deviation was 1.1072. The overall average of all the responses was 3.90 with a standard deviation of 

0.944. This suggests that customers mostly agreed somewhat with these statements. This shows that 

the digital banking service values each customer. Looking at the descriptive statistics for the digital 

banking service quality, as shown in tables 5, 6, 7, 8, 9, and 10 above, the average scores for access, 

reliability, ease of use, time delivery, privacy, and service quality were 3.73, 3.65, 3.802, 3.808, 

4.014, and 3.858, respectively. All these average scores were above 3. This means that the dependent 

variables were well explained by the independent variables. The independent variables had a positive 

effect on the quality of digital banking services. Among all the service quality areas, privacy or 
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security had the highest average score of 4.014. This shows that privacy and security were the most 

important aspects of digital banking service quality at the Commercial Bank of Ethiopia. This leads 

to customer satisfaction. The reason could be that customers received high-quality service, the bank 

protected their account information well, and the bank's management system was efficient. This 

helps improve the bank's profitability while making customers happy. 

4.4. Inferential Analysis 

Using sample data to make conclusions or predictions about a whole group is called inferential 

analysis. This method allows researchers to take findings from a smaller group and apply them to a 

larger population. Techniques like regression analysis and confidence intervals in statistical testing 

are used for this purpose (Dr. Susan Hall, 2019). The study's inferential statistics, which supported 

the Pearson coefficient and multiple regression results, were explained in detail. 

4.4.1. Correlation Analysis 

Correlation is a method used to show how closely two or more variables are connected or related to 

each other. It means there is some evidence that the variables have a linear relationship, and their 

changes are generally connected to a certain degree, which is measured by the correlation coefficient 

(Brooks, 2008). Tables 10 and 11 show the correlation matrix for the variables. One of the research 

goals is to look at how organizational culture practices impact employees' work performance at 

AGS. The results of a Pearson Product Moment Correlation Coefficient analysis are shown in the 

matrix below, which helps assess the effect. The strength of the linear relationship between variables 

can be measured using a correlation coefficient, according to Saunder (2009). This coefficient, 

usually represented by the letter "r," can only have values between -1 and +1. 
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Table 12: Employee performance and the independent factors are correlate 

  

Access 

 

Reliability 

Ease of 

use 

Time 

delivery 

 

Privacy 

Service 

quality 

Customer 

Satisfaction 

 

 

Access 

Pearson 

Correlation 

1 .445
**

 .623
**

 .430
*
* .474

**
 .324

**
 .663

**
 

Sig. (2- 

tailed) 

 .000 .000 .000 .000 .000 .000 

N 120 120 120 120 120 120 120 

 

 

Reliability 

Pearson 

Correlation 

.445
**

 1 .530
**

 .694
*
* .500

**
 .053

**
 .613

**
 

Sig. (2- 

tailed) 

.000  .000 .000 .000 .000 .000 

N 120 120 120 120 120 120 120 

 

 

Ease of use 

Pearson 

Correlation 

.623
**

 .530
**

 1 .599
*
* .535

**
 .664

**
 .550

**
 

Sig. (2- 

tailed) 

.000 .000  .000 .000 .000 .000 

N 120 120 120 120 120 120 120 

 

 

Time 

delivery 

Pearson 

Correlation 

.430
**

 .694
**

 .599
**

 1 .656
**

 .062
**

 .332
**

 

Sig. (2- 

tailed) 

.000 .000 .000  .000 .000 .000 

N 120 120 120 120 120 120 120 

 

 

Privacy 

Pearson 

Correlation 

.474
**

 .500
**

 .535
**

 .656
*
* 1 .544

**
 .509

**
 

Sig. (2- 

tailed) 

.000 .000 .000 .000  .000 .000 

N 120 120 120 120 120 120 120 

 

 

Service 

quality 

Pearson 

Correlation 

.324
**

 .053 .664 .062
*
 .544

**
 1 .485

**
 

Sig. (2- 

tailed) 

.000 .000 .000 .000 .000  .000 

N 120 120 120 120 120 120 120 

 

Customer 

satisfaction 

Pearson 

Correlation 

.663
**

 .613
**

 .550
**

 .332
*
 .509 .485

**
 1 

Sig. (2- 

tailed) 

.000 .000 .000 .000 .000 .000  

N 120 120 120 120 120 120 120 

**. Correlation is significant at the 0.01 level (2-tailed). Source own survey data 2025 
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Table 13 shows that all the correlation values are positive, which means the variables, are linked in a 

positive way. If the correlation between two or more variables is more than 0.7, as Hair et al. (2014) 

explain, it means there might be multicollinearity. 

According to Table 12, multicollinearity is not an issue because all the predictors had correlations 

less than 0.7. At a correlation of 0.663, the Access component has the highest link with customer 

satisfaction. This is followed by reliability, ease of use, privacy, service quality, and time delivery 

with correlations of 0.613, 0.550, 0.509, 0.485, and 0.332, respectively. Both access and reliability 

of a digital banking service have a strong positive link with customer satisfaction. Ease of use, 

privacy, and service quality also have moderate positive links with customer satisfaction, with 

correlations of 0.55, 0.509, and 0.485. Time delivery has a weak positive link with customer 

satisfaction, with a correlation of 0.332. High access to quality digital banking services shows that 

customer expectations are being met. When banks offer smooth digital experiences, customers feel 

appreciated, which increases their satisfaction. The weak link between time delivery and customer 

satisfaction at the Commercial Bank of Ethiopia shows that although timely service is valued, it is 

not the most important factor for customer satisfaction. The bank has opportunities to improve this 

area to further enhance customer experiences. According to Pallent's (2005) method for assessing the 

strength of the association, all the interpretations of the correlation coefficients provided above are 

valid. 

Table 13: Correlation's direction and strength 

Positive Negative Magnitude 

r=0.0 to 0.20 -0.20 to 0 Very weak or very low 

r=0.20 to 0.40 -0.40 to -0.20 Weak or low 

r=0.40 to 0.60 -0.40 to -0.60 Moderate 

r=0.60 to 0.80 -0.60 to -0.80 Strong or high 

r=0.80 to 1.0 -0.80 to 1.0 Very high or very strong Source 

r=1.0 -1.0 Perfectly positive or perfectly negative relationship 

Source: Pallant 2005) 
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4.4.2. Assumption test/Model Fitness Test 

According to Field (2005), linear regression uses to estimate the effect of more than one independent 

variables over dependent variable or to estimates the coefficient of determination of the predictors. A 

quintile regression analysis requires the fulfillment of a number of crucial presumptions. The 

research revealed that the main assumptions of multiple regressions are as follows: multicollinearity, 

homoscedasticity, independence of errors, linearity, and normality. Every notion is examined and 

described in this study. The following is a summary of these nation‗s consequences. 

Assumption 1: There is a linear relationship between the DV and the IVs. 

Some experts say this idea is very important because it has a big effect on how much bias there 

might be in the results of any analysis (Keith, 2006). The way independent and dependent variables 

are balanced is shown through multiple regression. To check if there's a straight line connection 

between the factors and the outcome, we can look at a graph that shows the predicted values against 

the residuals. 

 

Figure 2: Testing the linearity of dependent and independent variables Source: Own survey 

data 2025  
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Because of this, a visual inspection of the distribution could provide insight into the line. Each 

scatter plot of the independent variables shows that the predicted relationship for the residuals 

follows a linear pattern around zero. Therefore, it can be concluded that there is a linear association 

between the variables since the correlation between the answers dan predictors is almost zero. 

Assumption 2: Homoscedasticity refers to the idea that the spread of errors remains consistent 

across different values of the independent variables (Osborne & Waters, 2002). The differences 

between the predicted and actual values, called residuals, should be randomly scattered around zero, 

forming a shape that looks like a bell curve. 

According to Keith (2006), researchers typically assume that errors are evenly spread across all 

variables. The distribution of the residuals remained consistent across all points of the predictor 

variable, as shown in the figure below (or on the curve). 

 

Figure 3: Scatter plot of homo-sedassticity Source: Own Survey, 2025 

Assumption 3: Multicollinearity: -Multicollinearity occurs when one independent variable is 

strongly related to another independent variable, or when several independent variables have a high 

degree of correlation with each other, which can lead to confusion and frustration. If the correlation 

matrix shows a correlation between independent variables higher than 0.7, it might indicate a 

multicollinearity problem. Tolerance values can also be used to detect multicollinearity. This method 
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calculates the variance inflation factor (VIF) for each independent variable, showing the impact of 

one independent variable on all others. If the average VIF is over 10 and the tolerance is below 0.1, 

multicollinearity is present. 

Table 14: Multicollinearity test with Variance Inflation Factor and Tolerance Value 

Model 

Unstandardized 

Coefficients 

Standar 

dized 

Coeffici 

ents T Sig. 

95.0% 

Confidence 

Interval for B 

Collinearity 

statistics 

B 
Std. 

Error 
Beta 

Lower 

Bound 

Upper 

Bound 

Toleran 

ce 

 

IF 

1 

(Constant) 11.096 2.052  5.408 .000 7.055 15.137 1.717  

Access .274 .090 .182 3.049 .003 .097 .450 .227 .280 

Reliability .021 .110 .012 .190 .850 -.196 .238 .251 .543 

Ease of use .177 .104 .114 1.695 .091 -.029 .383 .446 .397 

Time delivery .718 .099 .501 7.259 .000 .523 .913 .470 .149 

Privacy .189 .085 .214 2.236 .028* .917 1.308 2.208 .453 

Service quality .384 .108 .390 3.554 .001** .636 0.991 .346 2.887 

Source own survey data 2025 

Table 14 When one independent variable is closely related to another independent variable or when 

several independent variables are highly correlated with each other, multicollinearity arises. 

Multicollinearity might be a concern if the correlation matrix shows a correlation between 

independent variables that is higher than 0.7. Tolerance values can also be used to calculate another 

approach. This calculates the Variance Inflation Factor (VIF) for each independent variable, as well 

as the effect of one independent variable on all other independent variables. When the average 

variance inflation factor (VIF) is more than 10 and the tolerance is less than 0.1, multicollinearity is 

present. 

Fourth Assumption: Residual-Free: - This means that there is no connection or relationship 

between the data points. To check if the residuals are independent, we use the Durbin-Watson 

statistic. This statistic has a value that ranges from 0 to 4. Usually, if the value is close to 2, the 

residuals are independent and not connected. However, if the value is below 1 or above 3, there 

might be some change or pattern, which could mean further analysis is needed. 
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Table 15: Independent residual assumption model 

 R R Square 
Adjusted R 

Square 

Std. Error of the 

Estimate 

Durbin- 

Watso 

1 .694
a
 .482 .473 5.891 2.237 

a. Predictors: (access, reliability, ease of use, time delivery, privacy, service quality) 

b. Dependent Variable: customer satisfaction 

Source: Own survey data 2025 

The Durbin-Watson statistics for this class indicated (Durbin Watson =2.237) .as a result the 

researcher‗s premise regarding the independence of residuals is satisfied. Because the result falls 

between 1 and 3. 

4.4.3. Regression Analysis 

The study used a multiple regression method to look at how four independent factors organizational 

flexibility, consistency, engagement, and mission—affect the dependent variable, which is employee 

performance, with a significance level set at 0.05. 

4.4.4. ANOVA (Analysis of Variance) 

ANOVA analysis is typically performed to compare the average scores of many variables or groups. 

It is also called analysis of variance because it compares the variance between groups (Pallant, 

2005). 

Table 16: ANOVA analysis 

ANOVA
a
 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression 7870.386 4 1967.597 56.694 .000
b
 

Residual 8468.104 244 34.705   

Total 16338.490 248    

Source: Own survey data 2025 

The P-value for the F-Statistics (0.000) is less than the significance level of 0.05 (P<0.05), indicating 

that the model is statistically significant or appropriate. This implies that customer satisfaction is 
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significantly influenced by at least one of the digital banking service quality factors. The degrees of 

freedom (Df) refer to the greatest number of logically independent values that can change within the 

data sample. 

F (F Value): Helps in determining whether there is a significant difference in the variances between 

the means of two populations. 

Sig. 

***: Refers to P-values and statistical significance. 

4.4.5. Regression Coefficient 

The average change in the dependent variable that happens when there is a one-unit change in the 

independent variable is shown by the coefficient. Therefore, the unstandardized beta coefficient (Î²) 

tells us how much each part contributes to the model on its own. A high beta (Î²) value along with a 

small P value (less than 0.05) means the predictor variable is not significantly contributing to the 

model (George and Mallery 2003). 

Table 17: Regression coefficient 

 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients  

T 

 

Sig. 

95.0% Confidence 

Interval for B 

B Std. Error Beta 
Lower 

Bound 

Upper 

Bound 

(Constant) 11.096 2.052  5.408 .000 7.055 15.137 

Access .274 .090 .182 3.049 .003 .097 .450 

Reliability .021 .110 .012 .190 .850 -.196 .238 

Ease of use .177 .104 .114 1.695 .091 -.029 .383 

Time delivery .718 .099 .501 7.259 .000 .523 .913 

Privacy .189 .085 .214 2.236 .028* .917 1.308 

Service quality .384 .108 .390 3.554 .001** .636 0.991 

Source: Own survey data 2025 
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The un standardized beta or performance 

B is the dependent variable. Its value shows the slope of the line connecting the predictor and 

dependent variables. T, or the t-test, measures the distance between the coefficient and zero in 

standard error units, indicating the magnitude of deviation from zero. According to the regression 

constant, employee performance would be 11.096 if all six independent variables were zero. It was 

also shown that, assuming other factors remain unchanged, customer satisfaction would increase by 

0.274 for every unit increase in access to digital banking service quality. An increase of 0.210 in 

customer satisfaction would result from reliability. An increase in ease of use would lead to a 0.177 

boost in customer satisfaction. An increase in time delivery would result in a 0.7178 boost in 

customer satisfaction. An increase in privacy of digital banking service quality would result in a 

0.189 boost in customer satisfaction. An increase in service quality would result in a 0.384 boost in 

customer satisfaction. Table 15 above shows that, at a 95% confidence level, all factors—access, 

time delivery, privacy, and service quality—had a statistically significant impact on customer 

satisfaction. 

The P-values of 0.003, 0.000, 0.028, and 0.001 for the variables access,  time delivery, privacy, and 

service quality respectively indicate that these variables have a statistically significant influence 

on customer satisfaction. Ease of use and reliability do not have significant influence on customer 

satisfaction. However, since the P-values for reliability and ease of use were higher than the 

significance level of 0.05 (P>0.05), they had a statistically inconsequential impact on customer 

satisfaction. Customer satisfaction = 5.408 + 3.049Access + 0.190Reliability + 1.695Ease of Use + 

7.259Time Delivery + 2.236Privacy + 0.887Service Quality. 

3.554 SerQ +e 

Where; customer satisfaction (CS) is the dependent variable 

The initial independent variable is called Acce (access), reliability or Rel, is the second independent 

variable. Ease stands for ease of use, the third independent variable , TIM stands for time delivery , 

Priv stands for privacy and DerQ stands for service quality, e = Standard error . 
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Table 18: Model Summary with independent variables 

Model R 
R 

Square 

Adjusted 

R Square 

Std. 

Error of 

the 

Estimate 

Change Statistics 

R Square 

Change 

 

F Change 

 

df1 

 

df2 

Sig. 

Change 

1 .694
a
 .482 .473 5.891 .482 56.694 4 244 .000 

Source: Own survey data 2025 

At the 0.05 significance level, this shows there is a strong connection between the six independent 

factors and customer satisfaction. Table 18 shows a composite correlation (R) of 0.694, which means 

there is a positive relationship. The R squared value is 0.482, meaning the six factors explain 48.2% 

of the changes in customer satisfaction. So, 48.2% of customer satisfaction is affected by the quality 

of digital banking services at Commercial Bank of Ethiopia. Other factors may explain the 

remaining 51.8% of the variation in customer satisfaction. Therefore, more research is needed to find 

out what those other factors are. 

4.5. Test of Hypotheses 

In this section, the researcher aimed to separate the alternative hypothesis for each dimension of e- 

banking service quality so that it would be easier to decide whether to accept or reject the alternative 

hypothesis. This was done using a table. To test the hypotheses, the researcher used standardized 

coefficients beta and p-value to determine if the hypotheses should be accepted or rejected. 

Table 19: Decision of Hypothesis 

Alternative Hypothesis Decision 

Ha1 Service quality of e-banking does impact on customer satisfaction Accepted 

Ha2 Access does impact on customer satisfaction Accepted 

Ha3 Ease of use does impact on customer satisfaction Rejected 

Ha4 Time of delivery does impact on customer satisfaction Accepted 

Ha5 Privacy/security does impact on customer satisfaction Accepted 

Ha6 Reliability does impact on customer satisfaction Rejected 

Source: Own survey, 2025 
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The results from the regression analysis in table 20 show that out of the six dimensions, four were 

found to be important in affecting customer satisfaction with e-banking in Ethiopia. From the 

customers' perspective, access, time delivery, service quality, and security/privacy were the main 

factors that strongly influence their satisfaction. Additionally, it was found that reliability and ease of 

use did not have a significant effect on customer satisfaction. 

As shown in table 20, the study found that access, time delivery, service quality, and security/privacy 

were important because they have a strong effect on customer satisfaction. This means the null 

hypothesis was rejected. On the other hand, the null hypothesis was accepted for reliability and ease 

of use because they did not have a significant impact on customer satisfaction according to the 

regression results. From this analysis, it can be seen that banks offer customers more convenience 

through fast service delivery via the internet, such as using websites, internet banking, mobile 

banking, ATMs, and POS terminals. Customers can access services without any delay or confusion. 

Since reliability and ease of use were not found to be important, these factors may not be major 

issues for customer satisfaction. However, banks must ensure the security of customers' internet 

banking activities and not share personal information with others to maintain trust in digital banking 

services. 

4.6. Interpretations and Findings 

The purpose of this study was to look at how the quality of digital banking services affects customer 

satisfaction at CBE. Information like gender, age, job, education level, monthly income, and type of 

digital banking services was collected to understand the general characteristics of the people 

involved. 

In this section, the main findings and key points from the survey data analysis are discussed. 

A total of 120 questionnaires were used for the analysis. The data was gathered and fully completed 

through sampling from the Commercial Bank of Ethiopia. 

According to the study, 72% of women and 28% of men use e-banking services. This shows that 

most people who use digital banks are women. Looking at the age data, the youngest group was over 

69 years old, with 6% of people in the study being from this group. The oldest group was between 18 

and 29 years old, with 66 people in this group, making up 55% of the total surveyed. The next age 
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groups were 30-49 and 50-69, which accounted for 28% and 11% respectively. Most of the people 

surveyed were between 18 and 29 years old, which made up 55%, while those aged 30-49 made up 

28%. The results show that more young people are using digital banking services in CBE. 

Furthermore, the marriage status of the respondents shows that 64 people are not married, 42 are 

married, 7 are divorced, and 7 are widows. The results suggest that the best users of the digital 

banking service are singles or young people, followed by larger clients who are married. When 

looking at education levels, out of the total sample of digital banking users, three people had no 

formal education. The most common level of education was a bachelor's degree, with 64 people, 

which makes up 53% of those surveyed. There were 20 people with diplomas or master's degrees or 

higher, which is 17%. The least common level of education was TVET, which accounted for 6 to 5% 

of the surveyed group. 

This means that digital banking services need more understanding, especially internet banking. Many 

users have a bachelor's degree and a master's degree. When looking at the jobs of the people 

surveyed, 41% worked in the government sector and 27% in the private sector. This shows that most 

of them were employed in the government. So, most government workers are customers of CBE. 

The reason is that CBE is the leading bank when it comes to introducing banking technologies and 

has a good public image As for the types of digital banking used by most customers, ATMs were 

used by 34%, followed by ATMs, POS, and MB at 22%, and ATMs and MB at 21%. From this, 

we can see that most customers use CBE ATMs, POS, or MB. 

This means that instead of using internet banking, people prefer ATMs and mobile banking for many 

reasons. They might not need an internet connection. ATMs and mobile banking are simpler to use. 

They don‗t require much understanding and are often less expensive. In this study, both inference 

and descriptive analyses were used, including correlations and several linear regression analyses, to 

find out how the quality of digital banking services affects customer satisfaction. 

The following are summaries of the analysis's findings: 

Data protection or security metrics were relatively high mean score (4.014), with time delivery 

coming in second (3.808) and ease of use in third (3.802). However, compared to the other three 

dimensions, access and reliability had low mean values 3.73 and 3.65 respectively. Due to the 

lowest average, the quality of digital banking services in commercial banks in Ethiopia was 
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perceived as the least dimension in total measurements. The standard deviation is very high, 

indicating the variance of the wide distribution. 

Here is a rephrased version of your text in clear and coherent English: 

"The results indicate that the impact of service quality on customer satisfaction follows a normal 

distribution. 

It also suggests that the respondents generally supported the idea of customer satisfaction. The study 

found two main outcomes through the use of inferential statistics. The first outcome shows that 

service quality, delivery time, and accessibility have a significant impact on customer satisfaction, 

and customers expect a high level of privacy and security from the digital banking services provided 

by the banks. The second outcome, however, reveals that ease of use and reliability do not have a 

significant effect on customer satisfaction. According to the empirical findings from the sampled 

banks in Ghana, these dimensions were found to have a strong and significant effect on customer 

satisfaction, as highlighted by Parasuraman et al. (1985). Therefore, this study's results do not align 

with those of Parasuraman et al. (1985)." 

This study is similar to the work of Parasuraman et al (1985) because both found that service quality 

affects customer satisfaction in the same way. The idea of time, as discussed by Churchill (1982), 

shows that saving time is very important for people using electronic banking and shopping. 

However, in this study, even though delivery time was considered important, the bank did not offer 

time-saving services, according to the results. Also, the findings of this study match those of 

Parasuraman, Zeithaml, and Berry (1988) about service quality. In their research, they said that if 

customers expect a certain level of service quality and it matches what they actually experience, they 

become satisfied. If there is a big difference between what they expected and what they got, that 

leads to dissatisfaction. But if the service is better than expected, it makes customers really happy. In 

this study, customers felt that the service quality matched their expectations, so they were very 

satisfied with the services provided. 

This study's regression results showed a positive relationship between all service quality variables 

and customer satisfaction, supporting the model used. The model indicates a positive or linear 

relationship between satisfaction and service quality. However, the reliability of digital banking 

services as a factor influencing customer satisfaction was found to be insignificant based on the 
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respondents' measurements. According to the respondents' views, they were not very satisfied with 

the reliability of the bank. This dissatisfaction might be due to the dissemination of their banking 

information and PINs. This result contradicts the bank's slogan of "you can always rely on us." 

Therefore, the reliability of the bank is a crucial question to address, as customer dissatisfaction 

could lead to a decline in profitability. Previous research by Deribe et al. (2012), Anderson and 

Gaile-Sarkane (2008), and Parasuraman (1995) has shown that reliability has a significant effect on 

customer satisfaction. 

In this regard, the result was opposite to their study. This also leads to decreasing banks' profitability 

while customers lack trustworthiness. Regarding access in digital banking, according to the 

respondents' point of view, it had a significant impact on their satisfaction. For instance, there was 

24/7 ATM, POS, and MB service. In this case, the customers were satisfied. According to the 

previous study conducted in Ghana by Kwashie W. (2012), access was a prominent factor for 

customer satisfaction. It was similar to the result of Olanipekun, W.D., Brimah, A.N., and Ajagbe, 

S.T. (2013), Olsen, LL, Johnson, MD. (2003), and Parasuraman, A., Zeithaml, VA, and Malhotra, A. 

(2005). 

In terms of ease of use, the study found that it wasn't a big factor in customer satisfaction. This 

means customers found digital banking services difficult to use, or they had trouble understanding 

the text messages they received on their phones. The instructions on the internet banking platform 

were unclear, and remembering the PINs for different digital banking services was hard, especially 

for mobile and online banking. The importance of each factor varied. The results showed that, 

except for service quality and privacy, all other factors were not significant at the 5% level. This 

happened because customers didn't feel they had enough services available through digital banking. 

These findings are different from Bateson (1985) and Bowen (1986), who said reliability and ease of 

use are important for customer satisfaction. Looking closer, the study found that customers weren‗t 

interested in the fun parts of internet banking, but rather in its usefulness. This goes against Davis et 

al. (1992), who said people enjoy the fun aspects of internet banking more. 
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CHAPTER FIVE 

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS 

Introduction 

This chapter concerns on the conclusion of the study. It provides summary on important findings, 

conclusion, recommendation and implications for next research on similar subject. 

5.1. Summary of the Major Findings 

Digital banking services are more convenient, efficient, and cheaper. The shift from traditional 

banking to digital banking has mainly happened because of changing customer needs, strong 

competition, and the desire to improve how banks operate and save money. Even though digital 

banking has a lot of potential to change how customers experience banking, it's important to look at 

the many challenges that come with it. This study found out the main problems faced during the 

implementation of digital banking. 

5.1.1. The bank provides various digital banking services to customers, such as receiving 

and depositing funds, inter-bank transactions, international fund transfers, mobile money 

transactions, checking account balances, cash withdrawals, purchasing goods and services, 

and paying bills. However, due to various reasons, customers end up using only a limited 

number of the bank's digital banking services. Customers have an understanding of the digital 

banking services offered by the bank, but they still face trust issues. 

5.1.2. The customer faces challenges in accessing digital banking services anytime and 

anywhere due to both internal and external issues. Internal factors include ATM cards being 

trapped in the machine, ATMs running out of cash, and instances where the machine deducts 

money from the account but does not dispense cash, inability to print receipts, and low cash 

withdrawal limits. External factors such as power outages and network failures also restrict 

the availability and convenience of ATM, mobile, and internet banking services. 

5.1.3. The customer is having issues with the bank's digital banking service. They find the 

design difficult to use because there are not enough options in their local language, the process 



54 

 

for making a transaction takes too many steps, and they can't print a receipt. 

5.1.4. The current limits for CBE birr and mobile banking transactions are too low. 

5.1.5. Poor digital banking rules because of limited experience. There is not enough teamwork 

and communication between banks, regulators, and other financial organizations to spot 

fraud and handle refund policies in online banking. 

There is no clear policy or process in place for dealing with customer questions about fraud, 

system problems, and mistakes made by people. Also, there is no clear law that explains the rules 

and conditions for using electronic banking. 

5.2. Conclusions 

The fast growth of digital banking services has created many chances and advantages for both banks 

and their customers. But making digital banking work isn't easy. There are several problems, like 

building trust and keeping things secure, dealing with technology issues, following rules, and 

making sure everyone can use it. According to the study, the main difficulties that CBE faces when 

setting up digital banking are these challenges;- 

 Lack of trust because there isn't enough information. 

This result contradicts the bank's slogan of "you can always rely on us." Therefore, the reliability of 

the bank is a crucial question to address, as customer dissatisfaction could lead to a decline in 

profitability. 

 Even though there was access of 24/7 ATM Pos and MB service the customer may face 

ATM cards being trapped in the machine, ATMs running out of cash, and instances where 

the machine deducts money from the account but does not dispense cash. 

 The instructions on the internet banking platform were unclear, and remembering the PINs 

for different digital banking services was hard, especially for mobile and online banking. 

 Lack of policy and procedure on handling customer inquiries related to fraudulent activity, 

system malfunction & human error. 

 There is no clear law that explains what terms and conditions apply to electronic banking. 

 The conclusion also showed that reliability, ease of use, delivery time, and accessibility are 
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four aspects that do not significantly influence customer satisfaction. Therefore, we can 

conclude that improving the quality of e-banking is expected. Otherwise customer might 

go to use other alternatives.  

 The results from the regression analysis  show that out of the six dimensions, four were 

found to be important in affecting customer satisfaction with e-banking in Ethiopia. From 

the customers' perspective, access, time delivery, service quality, and security/privacy 

were the main factors that strongly influence their satisfaction. Additionally, it was found 

that reliability and ease of use did not have a significant effect on customer satisfaction. 

5.3. Recommendations 

Based on the findings of the study, the following recommendations are proposed to enhance and 

develop the implementation of digital banking services in CBE as a whole, with a focus on selected 

branches. 

 According to the regression results even though   the model indicates a positive or linear 

relationship between satisfaction and service quality the bank should focus on the 

reliability because it was insignificant based on the respondents. 

 The bank should work on ease of use and reliability because they do not have a significant 

effect on customer satisfaction as compared to the other aspects. 

 Service quality should be improved any time to affect customer satisfaction. Because the 

time is digitalization and a lot of competitors are available throughout the country A 

proactive approach to security involves actively testing security systems and controls, such as 

penetration testing, planning responses to emerging threats and vulnerabilities, and 

regularly reviewing both internal and external threats. They may also seek guidance from 

financial regulators on how to implement these measures effectively; 

 Adequate staff with security expertise and responsibilities; 

 Using security and monitoring tools regularly is important. This can involve things like 

digital signatures, which use two keys—one public and one private. The public key is used to 

encrypt messages before sending them, and the private key is used to decrypt them when they 

are received. Another example is Public Key Infrastructure, which includes policies, 
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processes, and technology to check, register, and confirms users in a secure system. PKI uses 

public key cryptography and key certification to make communications more secure. 

 Consistence plans to deal with aftermaths of any security breaches. 

 Promoting digital literacy and increasing awareness of the benefits of digital banking 

services can help build consumer trust and acceptance. This can be achieved through targeted 

advertising campaigns, educational brochures for new users, and offering incentives to those 

who use digital banking. 

 Regarding the problem of not having enough rules and regulations in digital banking, 

financial institutions and governments should work together to promote financial inclusion 

and make sure everyone has equal access to digital banking services. They should create 

clear policies and procedures to handle mistakes in digital banking transactions, theft or 

fraud, and issues caused by system failures or human error. There should be clear laws that 

explain the terms and conditions of using digital banking. 

 Investment in technological infrastructure not only improves the quality of digital banking 

services but also enhances their accessibility, features, and functionality, which helps to 

reduce confusion and frustration among users.. 

CBE needs to thoroughly deal with those challenges and build a safe, welcoming, and lasting digital 

banking system to bring lasting advantages to everyone involved. 

5.4. Suggestions for Further Studies 

This study looks at the main difficulties in providing digital banking services in CBE. More research 

should be done to find new ways to solve these problems. 
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APPENDIX – Questionnaire  

Addis Ababa University 

College of Business and Economics 

Questionnaire to be Filled by Customers of CBE 

 Dear Respondent 

 I would like to thank you in advance for your willingness in filling in this questionnaire. The 

purpose of the questionnaire is to collect primary data from customers for the study titled 

“Assessment of digital banking service quality in commercial bank of Ethiopia” as a partial 

fulfillment of the Master of Arts in public management and policy at Addis Ababa University in 

business and Management College. For the successful achievement of the study, your genuine 

response for the questions is important and I assure you that your responses will be confidential. 

If you have any question, please contact me at Mobile: 0900064025 or e-

mail:Kassahunassefa999@mail.com 

 Instruction 

 No need to write your name  

Answer by making a √ mark,  

Part I- Demographic Profile 

 

 1. Gender: Male                 Female 

 2. Age: below 25                 26-35             36-45                        Above 45   

3. Educational Background: Vocational Education/Certificate                     College Diploma                      

        Degree               Masters                     PhD 

4. Your current position:   Top level Manager                       S Supervisor     

        Professionals and experts                       support staff 

5 Years of experience  1-5               6-10                     11-15                   Above15 
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Access 
Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

agree 

1. CBE digital banking services operate 

24 hours a day. 

     

2. ATM services are frequently available.      

3. It's easy to call my bank when needed.      

4. Mobile banking is very useful      

5. I can use online banking to access my 

account from anywhere in the world 

     

Reliability 1 2 3 4 5 

6. The point of sale is safe to use      

7. All CBE digital banking services are 

safe to use 

     

8. CBE staff provides information 

appropriate to my needs. 

     

9. I can trust CBE mobile banking      

10. ATM service is a better alternative to 

withdraw money 

     

Ease of use 1 2 3 4 5 

11. Mobile banking information contents 

And  texts are simple and easy to 

understand 

     

12. ATM Service Instructions are clear      

13. digital banking services are easy to 

use 

     

14. Online banking is fun to use      

15. Mobile banking doesn't require much 

effort 

     

Time of delivery 1 2 3 4 5 

16. Mobile banking is very fast to use      

17.  ATM helps to use your time properly      

18. The purpose of the point of sale is to 

avoid holding excess cash  

     

19. Using digital-banking services helps 

me complete my banking transactions 

faster. 

     

20. My bank has all the digital banking 

services I need 

     

Privacy or security 1 2 3 4 5 

21. Using POS makes me feel safe.      
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22. Passwords for all digital banking 

services are safe 

     

23. Digital Banking Services 

ensure security for my business. 

     

24. I trust the security of all digital 

banking services. 

     

25. I feel safe when using ATM services      

Service quality 1 2 3 4 5 

26. I see digital-banking as a useful 

service 

     

27. The service I obtain from the ATM is 

very good 

     

28. The quality of the service I receive 

from mobile banking is very high 

     

29. Digital-banking has a positive impact 

on the quality of banking services 

     

30. The digital banking services of CBE is 

more convenient  than expected 

     

Customer satisfaction 1 2 3 4 5 

31. My expectations before using online 

business is the same as the Current 

experience  

     

32. I found ATM's financial transaction is 

simple and very interesting. 

     

33. I am interested in POS banking.      

34. I am satisfied with the digital banking 

services offered by mobile banking. 

     

35. Overall, I am very satisfied with the 

quality of digital banking services 

provided by CBE. 

     

     

 Thank you 

 


