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Chapter 1 — Introduction

1.1  Background

Customer satisfaction is of the essence for the superior business performance and
subsequent survival of entities around the globe. The current study intends to assess the effects of
web banking factors on client satisfaction and entity performance. Seven dimensions of the e-
banking model, including efficiency, privacy, system availability, fulfillment, and responsiveness,
contact, and website design. These dimensions, alongside literature analysis, will be selected as
predictors of client satisfaction in internet banking. Additionally, the study adopts a quantitative
research model. The data will be gathered through questionnaire from 120 internet banking users
including bank managers and relationship officers will be interviewed to assess whether internet
banking, as mentioned above, variables, has any impact on business performance. The data
collected will be shown in the form of graphs and tables. The study hypothesizes that there is a

significant interplay among the seven tested factors on customer's contentment.

1.2 Problem Statement

The recent banking sector is characterized by intense and fierce competition due to the

emergence of new financial service providers (Oni, Adewoye, and Eweoya 2016, p.1). As such,



the quality of service is considered more than ever as a critical differentiator in the market
environment (Sathiyavany and Shivany 2018, p.4808). However, one question relates to whether
internet banking connotes a positive image and is delivering exceptional service quality. While it
is typically true that technology can save time and money and suppress errors, it can also
diminish direct customer interactions. Alluding to Ling et al. (2016), accurate and reliable
banking services, tailored services, customer services, and precise records are some of the
concepts that enhance customer contentment in each type of banking services.

Myriads of examinations have been undertaken on the importance of e-banking products on
business performance. Still, there is scant research on the consequences of web banking on entity

performance and customer satisfaction.

1.3  Research Aim & Objectives

The universal aim of this research is to assess the effects of internet banking on client’s
satisfaction based on efficiency, privacy, system, availability, fulfillment, responsiveness,
contact, website design to increase satisfaction and retention of the clients in order to improve

the business performance of internet banking in Hong Kong.

Specific objectives:
1. Identify all factors have influence on customer satisfaction and retention of internet banking

service quality in Hong Kong.



2. Check the interplay between customer contentment and various internet banking service
quality factors.

3. Research on the consequences of web banking service quality factors on client satisfaction and

client retention.

4. Recommendation to the management of internet banking research direction on client’s

satisfaction.

1.4 Research Direction

Table 3.1 — Research Direction and Flow Chart

Establish Research Topic

v

Literature Review

v

Research Methodology

v

Data Collection & Analysis

v

Conclusion & Recommendation

(Source: From this research)



Chapter 2 — Literature Review

The term web/e-banking illustrate the provision of financial products and services over
digital platforms. Ong, Nguyen, and Alwi (2017, p.18) define web banking as an internet-based
portal through which clients can access various types of banking services at the comfort of their
homes. Internet banking is a provision of financial products and services through digitized
delivery models such as USSD platform and websites (Jovovic, Lekic, and Jovovic 2016, p.100;

Kumar and Mishra 2017, p.16).

2.1  Customer Satisfaction and Retention of Internet Banking

Internet banking is commonly known as web/ internet/ electronic banking (Boshkoska &
Sotiroski, 2018, p.2). It has become a trendy norm in smoothening electronic trade in the global
arena. The change is a result of a fiercely competitive marketplace emanating from market
globalization. According to Firdous and Farooqi (2017, p.2), customer satisfaction is a critical
driver in entities' profitability, and thus, internet banking has optimized the link between banks
and the customers. As a consequence, banks are forced to establish customer contentment as one
of their prime goals to enhanced performance since the component is a function to the entity's
success (Oumar et al.2017, p.674; Asiyanbi and Ishola 2018; p.154). Worku, Tilahun and Tafa
(2016, p.18) note that technology is delivering immense impact on service entities in general,
and the banking sector is not an exception. Moreover, the use of Information and

Communication Technology (ICT) concepts, policies, and techniques in the banking industry has



become a fundamental concern and as such, a requirement for local and international presence

and success (Ismail and Alawamleh 2017, p.13).

Assimilation theory is deducted from dissonance theory. The dissonance hypothesis
posits that customers establish a cognitive evaluation between assumptions on the object and the
apparent product functionality. This concept of the client's post-utilization appraisal is driven to
the satisfaction paradigm through assimilation theory (Mangus and Ruvio 2019, p.60; Kombo
2015, p.174). After using the product or service, the customer assesses different aspects of the
product or service in terms of efficiency, fulfillment, and superiority of the service. Rahi, Yasin,
and Alnaser (2017,p.14) note that If a customer uses a particular banks website to access his or
her account to withdraw funds, the customer satisfaction will be measured in terms of the
website design, responsiveness, contacts, fulfillments, and system availability among others to
decide whether the service was superior or not. Nonetheless, in the background of the current
research, this theory is instrumental in delineating customer contentment in the financial sector
as a component of the expectation in connection to the service obtained (Ayyash 2017, p.78). On
the other hand, the level of customer satisfaction determined the level of success of businesses

(Simon and Thomas 2016, p. 41; Ghani et al. 2017, p.1918)

2.2 Theoretical Framework

As a frame of reference to study the relationship of these e-service quality dimensions

and customer satisfaction in the Internet Banking, this model was a refined according to the



needs and demands of the banking sector to suit its usage in the study. The model used for the

study consists of the following items:

Efficiency: The ease and speed of accessing and using the site (Jun, M., & Palacios, S., 2016).

Privacy: The degree to which the site is safe and protects customer information (AlHalig, H.A.

and AlMuhirat, A.A., 2016).

System availability: The correct technical functioning of the site (AlHalig, H.A. and AlMuhirat,

AA., 2016).

Fulfillment: The extent to which the site’s promises about order delivery and item availability are

fulfilled (Ayyash, M.M., 2017).

Responsiveness: Effective handling of problems and returns through the site (Ayyash, M.M.,

2017).

Contact: The availability of assistance through telephone or online representatives (AlHalig, H.A.

and AlMuhirat, A.A., 2016).

Website design: The degree of ease of navigating through and using the website. Which the site

compensates customers for problems (Firdous, S. and Farooqi, R., 2017).



Based on the above model and its dimensions, a framework was developed for the
present study, to develop the relationship between E-service quality in Internet Banking and

customer satisfaction.

Many models have been proposed to explain the degree of quality of internet banking
services. Some of these models include SERVQUAL, WebQual, SITEQUAL, and eTailQ,
among others. According to Nyoni, Chiguvi, & Nhlane (2017), web banking quality of service
can be modeled by E-SQ. Al-dweeri et al. (2017) highlight that E-SQ encompasses seven
components that impact e-service quality: privacy, efficiency, accomplishment, reliability,
compensation, responsiveness, and contact. Moreover, Pakurar et al. (2019) note that the e-
banking services can be accessed from the customer relationship's point of view, indicating that
website service quality, customer loyalty, individual involvement, relationship value, and

integration are essential dimensions for measuring e-service quality.

According to Hahn et al. (2017), banking customers are more likely to use aspects such
as satisfaction, trust, and loyalty to assess the level of service quality. These dimensions
influence customer perception of the quality of web banking services. Jun & Palacios (2016),
researched to find the core determinants of the web banking service quality. They identified
seventeen service quality determinants of web banking, including accessibility, courtesy,
competence, credibility, responsiveness, and reliability, empathy, communication, continuous
improvement, collaboration, simplicity, accuracy, security, timeliness, aesthetics, and driver
attributes. They also identified that the seventeen components above could be subdivided into

7



three major classifications: web systems quality, customer service quality, and banking product
quality. Jun & Palacios (2016) notes that accuracy, reliability, responsiveness, and accessibility

are critical sources for either contentment or discontentment.

In 2011, Farokhian and Sadeghi established a service quality framework grounded on
distinct service quality approaches and theories (Hahn et al., 2017). These included the model of
planned behavior, technology acceptance framework, and the theory of reasoned action.
Farrakhan and Sadeghi's model encompass seven quality components: usefulness, convenience,
security, accuracy, accessibility, web architecture, and entity image (Kumar, 2016). In a study
conducted by Hussein (2017), to assess effects of e-service excellence components on private
and public banks in Egypt from the lenses of the chief banking actors, nine service quality
aspects were outlined namely assurance, empathy, efficiency, confidentiality, fulfillment,
incentives, usability, responsiveness, and reliability. The outcome of the research indicated that

the e-service above quality components significantly influenced internet banking.

Alluding to Nyoni, Chiguvi, & Nhlane, (2017), evaluate the interplay between internet
banking and customer contentment. They note that a broad client base is more pleased with
IBSQ service components, while customer contentment is ranked top for the assurance.
Therefore, the bank administration must keep enhancing web design to drive clients to
contentment (Jun & Palacios, 2016). Another study by Ling et al. (2016), analyzed the interplay
between e-banking and the degree of customer contentment in Malacca. The researchers

unleashed that there is a positive association between client contentment and e-banking products



and services. The main quality components assessed are empathy, assurance, reliability, and

responsiveness, which results in an adequately contented client.



Chapter 3 — Methodologies

3.1  Research Design

To conduct and evaluate this study, the assumption needs to be reviewed to determine the
direction and feasibility of the research framework. To reflect the customer satisfaction, business
performance, customer loyalty and retention. According to this research study will analysis in-

depth of those factors. The below figure is the hypothesis of this study.

Table 3.2 — Research Model with Hypotheses

Efficiency &‘
Privacy &*

System Availability ._\’-_E;
Business
___H_f';t_—o- Customer Hg -+ port
; . . erformance —
Fulfilment Satisfaction T .
Customer Retention

Responsiveness

Contact

e

Website Design

(Source: From this research)
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Hypotheses

Based on the above factors (professional features), the following assumptions are made:
H1: There is a significant positive correlation between efficiency and customer satisfaction.

H2: There is a significant positive correlation between system availability and customer
satisfaction.

H3: Fulfillment is significantly positively related to customer satisfaction.

H4: There is a significant positive correlation between privacy and customer satisfaction.
H5: Responsiveness is significantly positively related to customer satisfaction.

H6: Website design is significantly positively related to customer satisfaction.

H7: Contacts are positively correlated with customer satisfaction.

H8: There is a significant positive correlation between customer satisfaction and customer
retention.

3.2  Research Method Approach

Descriptive figures will be utilized to analyze the samples of the study, analyze
qualitative data obtained from the questionnaires, and subsequently inform the conclusion of the
population under review. To make inferences from the research, correlation analysis, and
regression test to inferential statistics will be incorporated to measure the extent of functional

interplays between technology usage, business performance, and customer satisfaction.
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3.2.1 Triangulation

Triangulation generally refers to the art of incorporating multiple methods or data sources
to enhance comprehension of the phenomenon. To this end, there various sources of
triangulation, such as method, investigator, theory, and data source triangulation. The current
study incorporates two triangulations (Helen & Roberta, 2019). As far as theory triangulation is
concerned, the study included multiple arguments in the research such as Assimilation-contrast
theory, Assimilation theory, and dissonance theory will help the researcher, to examine whether
internet connectivity and customer satisfaction are interrelated .Those theories are more
divergent theories since they are more likely to illuminate the issue objectively. Additionally,
there 1s some aspect of method triangulation since, apart from interviewing the respondents; the
study will also scrutinize the financial statements of different banks to decrease the deficiency of

bias.

3.2.2 Design questionnaire

The questionnaire will comprise open and closed questions spread across both the end-
users and the bank's staff. The items provided will assess the following aspects: efficiency,
privacy, system availability, fulfillment, responsiveness, contact, and website design. These
variables will be subjected to a 5-point Likert scale measure to utterly understand what the

customer feels on the internet banking platform. One is denoting excellence, and five denoting

poor quality.

12



Table 3.3 — Main Requirement on Design Questionnaire

1. | Questionnaire content is reasonable and close investigation related
topics.

2. | The design of the questionnaire should have a sense of unity. This sense
of unity means that there should be logic between the problem and the
problem

Questionnaire content is clear and definite

The problem is set in a neutral, non-induced

The design of the questionnaire should be closely linked to the topics
studied to facilitate the collection of data

S e B

(Source: Nugraha & Putra, 2015)

Table 3.4 — Type of Data of each Factors from the other Researcher

Type of Questionnaire Type of Data Researcher
Efficiency (EFF)
Privacy (PRI)
System Availability (SA)

Fulfilment (FUL)
Responsiveness (RES) 5-point Likert scale (Parasuraman et al., 2017) | Parasuraman et al., (2017)

Contact (CON)
Website Design (WD)

Customer Satisfaction (CS)

Customer Retention (CR)

Personal Information Categorical Data (Parasuraman et al., 2017) Parasuraman et al., (2017)

(Source: From this research)

3.2.3 Pilot Design

Before administering the actual questionnaire, it is essential to undertake a pilot test of
the study population to polish the survey by removing unnecessary information. Alluding to
King et al. (2019, P.85), pilot studies determine the study protocol. A pilot study will be

conducted in Hong Kong. By the provisional study protocol, will do a small scale of 30

13



respondents. The questionnaire will, as such, demonstrate the consent to participate in the survey
by signing the consent form. The measurement instrument will be a questionnaire that will be
filled out by the 30 respondents (10% of final survey). This will also assess whether the survey is

appropriate and whether the questions are well understood and written consistently.

3.2.4 Target Population

The target population consisted of both the end-users of internet banking and the selected
banks' staffs with age 18 or above in Hong Kong. The current population over 18 age of Hong
Kong is 6,306,249; according to Worldometer’s interpretation of the latest United Nations data

as of June 9, 2020.

3.25 Sample Size & Sampling Method

The determination of the sample size is to choose the number of observations or

repetitions to participate in the statistical sample behavior, which will be 120 respondents in total.

’xpx(1-p)

n—Nx e2
= .
[N-1+—p—Lz X :9' ):I

p = 0.5 (estimation) z =1.96 (95% of confidence level)

From the above calculation = 119 (at least sample size, refer to Appendix 4.1)
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The sample size is an important feature of any empirical research aimed at inferring the
population and requiring sufficient statistical power. Complex research may involve several
different sample sizes (Suresh & Chandrashekara, 2012). Determine the sample size required for
the target population and sample items, such as population size, margin of error (confidence
interval), confidence level, and deviation criteria. The most common confidence interval is 95%

confidence with the final sample size about 200.

For the sampling method, common sampling methods include simple random sampling,
systematic sampling, stratified sampling, matched random sampling, panel sampling or judgment
sampling, etc. Therefore, judgmental sampling will be used in this study as judgment sampling is
a method of statistical and quantitative research on non-randomly selected people. When
investigators are awfully familiar with their research field and have a better understanding of the
survey, this sampling method can be used to obtain highly representative samples (Parasuraman

et al., 2017).

3.2.6 Nature and Form of Results

The results will be shown in the form of tables and graphs. Additionally, the analysis will
be done using SPSS for windows statistical package software. Data analysis in this study
includes Descriptive statistics, Reliability test, Correlation analysis, Regression analysis. Upon
analyzing the data and obtaining the results, will go back to the research objectives and ensure

that each goal of the study has been covered (refer to Appendix 4.2).
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3.2.7 Qualifications of the Researcher

Will select 120 respondents who possess in-depth experience in internet banking and

their responses will play a pivotal role in completion of this study.

3.2.8 Budget

The budget cost of this study will be $0 since the questionnaires will be administered

online using Google forms.

3.2.9 Facilities and Special Resources

Some of the facilities and special resources that will be used in this study include SPSS

software and Google forms.

3.3 Schedule

16



Table 3.5 — Working Schedule of Dissertation

May, 2020 Jun, 2020 lul, 2020 Aug, 2020 Sept, 2020

1.  Determination of research topic

2. |dentification of the major issues

3.  Definition of research objective

4. Formulation of research framework
5. Writing research proposal

B. Literature review

1.  Design of questionnaire
2. Finalizing questionnaire
3. Administration of questionnaire to the

respondent

1.  Data analysis
2. Conclusion and recommendation
3. Adjustment and for amendments

4, Process review

5. Seeking opinions from supervisor

Compiling all the work and working on supervisor's

comments

Proofreading

Presentation of the final work

(Source: from this research)

3.4  Project Management
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By the end of May, this study will be anticipating and completed a literature review. So
now, from June, will begin by identifying the focus group and designing of the questionnaire.
After that, will administer the survey through online platforms, and within one month, this study
will collect the results so that can embark on data analysis. The final presentation of the study

shall be done in October after compiling and proofreading the work.

3.5 Limitations

Banks staff, such as customer relationship officers, has vital information on what makes
their customer satisfied. However, some of the banks do not permit their team to give out
information that their competitors use. The information provided might be biased towards an
institution. In retrospect, the questionnaire comprises of end-users who are bank customers. If a
customer had a positive perception about a bank, more positive responses about the bank will be
noticed and vice-versa. This presents a challenge when understanding the real effects of web

banking on customer satisfaction and performance.

One of the critical challenges of this study is the accuracy of the information provided by
the respondents (banks customers and banks staff). Information concerning the number of
transactions occurring at a specific bank due to accessibility of products and services are
generally traded secrets, and such information cannot be availed. Some of this information is
vital in deducting the conclusion on the interplay between web banking, customer satisfaction,

and performance.
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3.6 Future Research

The current research is mostly concerned with the interplay between internet banking and
customer satisfaction and entity performance. Further study should be conducted to determine
the effects of internet banking on financial performance to Deposit-taking micro finances and
savings and credit unions in Hong Kong banking industries. This will help in understanding
whether savings and credit unions and micro finances have similar business models and

innovations.
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Appendices

Appendix 4.1 — Sample Size

6,500,000 Target population
1.96 confidence level 95%
9.0% a tolerated level of error
0.50 Successful rate from Estimation
0.50 Failure rate

To find out the sample size

n= N (Z/e)’ Pg
N-1+ (Z/e)2 pq

o T 0 N2

= 6,500,000 3.84 0.5 0.5
0.0081
6,500,118
0.999982 X 119

119 at least sample size

Appendix 4.2 — Nature and Form of Results

This study will apply with qualitative analysis, which includes information obtained from
customer surveys and interviews with employees, usually referring to quality over quantity.
Therefore, the analytical methods used are less structured than quantitative techniques. There

are two techniques for qualitative data:

Content analysis — This method helps to understand the overall themes that appear in qualitative
data. Using techniques such as color-coding specific topics and ideas helps to parse text data to

find the most common clues. When processing user feedback, interview data, and public
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surveys, content analysis can be performed well. This can help you identify the most important

areas for improvement.

Narrative analysis — This analysis focuses on the way the company communicates stories and
ideas and can help better understanding of the organizational culture. This may include
explaining how employees feel about work, what customers think about the organization, and
what they think about operational processes. This feature is useful when considering changing

the company culture or planning a new marketing strategy.

Inferential analysis — Most of the main inferential statistics come from a series of general
statistical models called "general linear models™. This includes t test, analysis of variance
(ANOVA), analysis of covariance (ANCOVA), regression analysis, and many multivariate
methods, such as factor analysis, multidimensional scaling, cluster analysis, and discriminant

function analysis.
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