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Abstract

This study aims to assess internet banking performance by developing a scale and then evaluate it impact
on user satisfaction. E-banking provides efficient and fast services to clients and it also provide effective
tool for competitive advantage over other financial intermediaries. Due to customer intensive demand of
internet banking, banks are paying attention towards service quality of internet banking. This research has
used deductive approach and quantitative in nature, survey strategy is used to collect data from sample
using close ended questionnaire. It revealed that positive and significant relation between internet banking
service quality and user satisfaction. This research uses the knowledge of the service quality aspects and
the satisfaction of users which create client loyalty and trust towards institute.
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Introduction

Information technology is playing vital role in any business sector to improve the efficiency and enhance
pace of working. It is becoming a critical success factor to gain competitive edge than competitors.
Especially is service industry new technology always attract clientage because it provide better service then
old method and reduce lags. Banking is also a service based industry where clients always demand quick
and effective financial services. In order to facilitate customers by providing efficient services, internet and
IT applications plays significant role. Financial institutes are developing their own web portals to provide
internet banking services to their clients which save time and reduce cost of paper working. The quality of
service is very crucial to any institute to gain competitive advantage.

Today Quality of service delivered to users is main criteria to identify winning or losing position of internet
banking (Santos, 2003) now days due to advancement in IT gadgets and clients more demanding towards e-
banking services than existing traditional services. As today client has less time to spend in banks so he
used to save time by using internet banking (Santos, 2003).

Internet banking is different from other services offered by bank as in other services there is interaction
with client while internet banking services provide through website where customer do not interact face to
face with bank official. Client use financial services using portal (Al-Hwari et al., 2009). Internet banking
is not much common in Pakistan as user is still not equipped with necessary knowledge to operate internet
banking, many studies have been done to evaluate service quality in tradition banking services but gap
present in evaluation of internet banking service quality measurement (Zeithmal et al., 2002).
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Literarture Review

Website are most commonly used media for marketing and promotion for many companies (Ranganathan
& Ganapathy,2002) . Banking sector also providing financial services to clients using internet (Kenova &
jonasson,2006). E-banking concept is being popular in customer due to ease of use and flexibility. (odd
fredrikkson,2003). Banks are also motivate client to use eObanking facilities so that client can get better
services (Heringto & weaven,2009). Banks are still running parallel internet banking with traditional
banking as fully migration towards e-banking is not possible due to still need of traditional services by
clients.(David wong et al.,2008). Service quality has gain importance due to progress in service sector and
consumer demand for higher service quality (Santos, 2003).

Service quality determine the criteria of customer requirement about any product performance
(Parasuraman et al., 1988). Asubonteng et al. (1996) stated service quality as difference between
previous rendered services to client and present services methods Gefen (2002) described it as customer
demand about aby service performance and actually they received upto what extent. Service quality plays a
vital role in success of any organization and it works as critical success factor in competitive advantage
(YYasin et al., 2004).internet services are growing day by day and similarly clients expectations are also
expanding same pace so banks should establish proper mechanism to establish proper policies and
procedure to ensure interrupt free online services to clients and in case of any issue resolve it priority basis.
(Yang et al., 2001; Santos, 2003). Internet services are different from traditional banking as in this modern
method customer do not interact face to face, he or she access finical service of bank through website or
portal and in case of any lag and delay effect adversely customer satisfaction, so there must user friendly
portal and guidance material should be available so that customer can take further guidance in case of any
issue (Rowley, 2006). Zeithaml et al. (2000) stated e-banking as services provided to clients using
technology it may be through internet, through ATM, through telephonic or sms banking, customer
database can be generated to customize these online services and increase customer motivation to use these
services, security and privacy are major concerns on internet banking, banks should pay attention toward
these issue and use highly secured encryption codes for user password and user data. Internet banking
provide ease to clients as they need not to physically move towards bank for any financial service they can
transfer funds , make inquiry to check balance and request new cheque book , and pay any utility bill while
sitting at their home or workplace or anywhere by using internet services (Cronin, 2003). There is intense
completion to provide efficient and effective internet banking service to clients as now a days there is
immense completion in financial institutes especially in private sector to increase customer portfolio.
Internet banking plays major role to gain comparative advantage. Given the lack of geographical or
other physical constraints associated with internet banking, attracting, and retaining customers may be
largely determined by the quality of service delivered (Liao and Cheung, 2002). Improvements in the
quality of service delivered can only be made if it can be measured in the first place. The fact that effective
measurement of service quality can be very useful in the allocation of resources and in the segmentation of
customers is well documented (Parasuraman et al., 1988). All these reasons combined have led to service
quality measurement in internet banking becoming an area of growing interest to researchers and managers.

Research Objective

e To determine the key factors in providing efficient internet banking services
e Toinvestigate the link between internet banking and customer satisfaction

Research Questions

o Does efficient e-services of internet banking impact on the online users’ satisfaction?
o Do key measures of e-services help out to improve internet banking?
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Theoratical Frame Work
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Hypothesis

H1: Internet banking service quality positively affects the satisfaction level of online banking users
H2: Internet banking service quality has no effect upon the satisfaction level of online banking users.

Research Methodology

In this study Positivism/quantitative approach has been used to investigate effect of internet banking quality
and online banking users. In quantitative studies variables are used for categories or values (sekaran &
Bogie, 2009). Random sampling was used to collect data from 400 sample size. Close ended questionnaire
adopted (zeithaml et al. 2002) used as tool to collect data from sample. Five point likert scale was used to
measure constructs. SPSS was used for data analysis. Banking sector of Punjab province was considered as
target population due to time limitation and financial constraints. Response rate was 57% which was
adequate for this study.

Operational Definition of Variables

Hypothesis Dimensions Elements Theoretical support
H1: Internet banking | Customer services claim (Zeithaml et al., 2002)
service quality services Guidance to issues

positively affects the Prompt response

satisfaction level of Process accurate

online banking users | Web design hyperlink valid (Zeithaml et al., 2002)

user friendly interface
contents updated
quick processing

Assurance transactions reliable (yang and Fang,2004)
credible
protection
security
Information information provided (Zeithaml et al., 2002)
provision help available
easily located
H2: Internet banking | users’ satisfaction (Zeithaml et al., 2002)
service quality has no | satisfaction process smoothly (Parasuraman et al.,
effect  upon  the fee reasonable 1988)

satisfaction level of
online banking users.
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Analysis and Findings

400 questionnaires were provided to the sample where 300 received with complete information. So 300
considered as sample size which is 75% of total. 28% are in bracket of 20-30 years and 26% in bracket of
30-40 years. The male respondents were 85% while female were 15 %, 29% graduate customers, 30 %
business men, 30 % belong to service sector.

Table 1
N Mean Std deviation
Customer services 300 3.7741 44398
Web design 300 3.8707 .38567
Assurance 300 3.9724 .50786
Information provision 300 2.7596 45334
User satisfaction 300 3.9864 .67059

Above table show the customer satisfaction. Cronbach’s alpha was used. Statistical test of Mean, variance,
standard deviation were utilized on data collected to analyze sample characteristics. Linear regression has
been used to find relationship between dependent and independent variable, correlation and other statistical
tools were used to find impact between variables used and test hypothesis

Reliability

Cronbach’s alpha value was .814 which reliability of items used in questionnaire as value shown in table 2.

Regression

R value was .562 with significance level of .000, that shows has positive effect on user satisfaction. Value
of Durban Watson test was 1.89 that shows no autocorrelation was found in data.

Table 2
Model R R Square Change Statistics Durbin-Watson
R Square F Change  Sig. F Change
Change
1 .562° .316 .316 17.984 .000
1.890

a. Predictors: (Constant), CUST ,WEB,ASSUR,INFO
b. Dependent Variable: INTERNET BANKING USERS’ SATISFACTION

Model was fit with 17.98 F-value with .p<0.05 so H1 is accepted.

Table 3
B Std Error  Beta t Sig.
Customer services 256 .072 184 4.529 .002
Web design 406 .071 278 .5.763 .000
Assurance 247 .058 247 4.685 .000
Information provision ~ .064 .189 .053 .659 .107

Dependant variable: customer satisfaction
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Customer services, web design and assurance have impact upon customer satisfaction. From statistical
analysis it is concluded that service quality of internet banking has relation between customer satisfaction
and H1 is accepted while H2 is rejected. Robison (2000) claim support the finding of research that
availability of effective internet banking services to client enhances the customer loyalty with the bank.

Recommendations

o Internet banking can be used for better marketing tool to increase asset and liability portfolio.

e  There must be customizable internet banking s services to meet customer requirement.

e Online banking must guide to client by branch officials as it will eradicate extra load from branch staff.
e  Online banking booth should be established.

e  Some computers should be allocated in each branch for online banking.

Limitations

Respondents have not adequate knowledge of online banking as still internet banking is not much common
in Pakistan due to infrastructure issue and banking users are not much computer literate.

Due to financial and time limitation constraints few sample size has been taken in this research which can
be enhanced in future research to find more insight this topic.

In this study only quantitative approach has been used in future research exploratory method can used to
explore more factors by asking open ended questions from internet banking users.
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