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ABSTRACT

Information Technology has been develops a lot recently. Banking is a demand-driven
industry due to different preferences such as providing customers efficient banking services
internet should be taken into account as an important issue for banks to delivery financial
services. In order to guarantee high rate of customer retention and decreasing costs for recruiting
new customers, building loyalty in internet banking plays an important role. All banks try to
retain their customers by making them satisfied with different services and offerings through
delivering high quality of electronic service (e-SQ) hence, determining dimensions of e-SQ to
meet customer needs in internet environment seems influential and significant. Modified,
developed model for measuring the quality of online services consisting 7 dimensions with 30
items are used according to literature review and expert opinion. The items to measure customer
satisfaction were taken from overall level of user satisfaction and is corresponds to the summary
affective response or feeling of a customer in relation to her/his experience with all aspects of on
online services. Five-item Behavioural Loyalty is used to measure the loyalty intentions
construct. The quantitative research paradigm and a controllable convenient sampling procedure
were implemented in the current research. The questionnaire distributed among customers of
MEELAT bank which is a public banks in Iran. according to the result of factor analysis on
modified theoretical model (instrument) the final version of the model (instrument) for
measuring quality of online banking services were formed which includes five quality
dimensions (efficiency, service performance, customer service, contact, site aesthetic) with total
of 19 items . Based on the result of analysis it can be concluded that there is casual relationship
between dimension of e-service quality, customer satisfaction and loyalty. Some suggestions

and recommendation are given according to the results of the Analysis of the Empirical data.
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ABSTRAK

Baru-baru ini Teknologi Maklumat telah membangun dengan pesat. Industri perbankan
dipacu oleh permintaan disebabkan oleh pilihan yang berbeza sebagai contoh menyediakan
perkhidmatan perbankan yang cekap kepada pelanggan. Internet perlu diambil kira sebagai satu
isu penting bagi bank untuk menawarkan perkhidmatan kewangan. Dalam usaha untuk
menjamin kadar yang pengekalan pelanggan yang tinggi dan mengurangkan kos untuk menarik
pelanggan baru, membina kesetiaan dalam perbankan internet memainkan peranan yang penting.
Semua bank cuba untuk mengekalkan pelanggan mereka dengan membuatkan mereka berpuas
hati dengan perkhidmatan yang berbeza dan penyampaian kualiti perkhidmatan yang tinggi
elektronik (e-SQ). Maka adalah amat penting dalam penentuan dimensi e-SQ untuk memenuhi
keperluan pelanggan dalam persekitaran internet. Model ini dibangunkan dan diubahsuai untuk
mengukur kualiti perkhidmatan dalam talian yang terdiri 7 dimensi dengan 30 item digunakan
mengikut kajian literatur dan pendapat pakar. Item untuk mengukur kepuasan pelanggan telah
diambil dari tahap keseluruhan kepuasan pengguna dan sepadan dengan ringkasan tindak balas
berkesan atau pandangan pelanggan berhubung dengan pengalaman mereka dengan semua
aspek mengenai perkhidmatan dalam talian. Lima perkara dalam Kelakuan Kesetiaan digunakan
untuk mengukur pembinaan kesetian. Borang soal selidik telah diedarkan di kalangan
pelanggan bank MEELAT. Akhir model (alat) untuk mengukur kualiti perkhidmatan perbankan
dalam talian telah dibentuk yang merangkumi lima dimensi kualiti (kecekapan, prestasi
perkhidmatan, perkhidmatan pelanggan, kenalan, estetik tapak ) dengan jumlah sebanyak 19
item. Berdasarkan hasil analisis ia boleh membuat kesimpulan bahawa terdapat hubungan kasual
di antara dimensi kualiti e-perkhidmatan, kepuasan pelanggan dan kesetiaan. Beberapa

cadangan dan syor telah diberikan mengikut keputusan analisis data empirikal.
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CHAPTER 1

INTRODUCTION

1.1 Introduction

Internet banking is one of the increasingly important businesses in electronic
business worldwide. Building loyalty in internet banking is significant for banks to
guarantee high rate of customer retention and reduced cost for recruiting new
customers which leads to long-term profitability. From the banks perspective, to
retain their customers, they should try to make customers satisfied with their services
and offerings, and this can be achieved through delivering high quality of electronic
service (e-SQ). Most studies in e-SQ researches indicated that e-SQ and e-
satisfaction have strong correlation and e-SQ is significantly and positively affected
e-satisfaction (Zeithaml, 2002). Subsequently, high e-SQ, with high e-satisfaction
will contribute to the customer retention and e-loyalty (Parasuraman et al., 2005).
This fact makes it important for the banks to have a clear view on the impacts of their
internet banking e-SQ and e-satisfaction on e-loyalty to stay in competitive in the

market.

This chapter describes the context of the research. It begins with a
background of the study and followed by problem statement, purpose of the study,
research objectives, and significance of study, scope of study and finally the
limitation of study.



1.2  Background of the Study

In recent years, technological advancements in the banking industry continue
to revamp the way financial services are delivered (Claessens et al., 2002). For
example, the Intranet become the channel in which banks could offer their financial
services to their customers (Sadig Sohail & Shanmugham, 2003). In recent years,
internet banking has experienced exceptional explosive growth that has dramatically
transformed traditional practices in banking (Gonzalez et al., 2008). In the world of
banking, the development of information technology has had an enormous effect in
the formation of more flexible payment methods and more efficient banking services.
The Internet provides an efficient delivery channel through which customer banking
requirement can be delivered more conveniently and economically (Gkoutzinis,
2006). This has motivated many banks in the world to invest in their Internet banking
infrastructure. Such shift implies that understanding how customers perceive and
evaluate e-service quality is of importance for banks that offer internet banking.

With nationwide growth in Internet connectivity, in the early 90s, the Iranian
banks upgraded their automation standards. Gradually, the foundation for online
data transmission is formed. In the late 90s, a few of Iranian banks began to
implement internet based services ("Economic Focus,” 2007).  Nowadays;
technology runs through every part of the banking business in Iran. Over the last 20
years, more of daily life activities are moved online in Iran. For this, internet
banking services have become increasingly important. At the same time, more
enterprises are trying to attract and win customers in the highly competitive
electronic market by providing electronic service (Mirza et al., 2009). Therefore the
topic of e-service become very important for enterprises that offer internet based

services.

E-service is able to determine the success or failure of electronic commerce
(e-commerce) applications, other than the fact that it provides customers with a
convenient service booking channel that supplies and transfers interactive transaction

information (Santos, 2003; Z. Yang & Fang, 2004). Internet banking is one of the



most common types of e-service where financial transactions can be done through

the Internet at any time and place (Sathye, 1999).

Delivering quality service is considered as one of the factors that determine
the success of a business in today’s competitive environment. The first formal
definition of electronic service quality (e-SQ) is provided by Zeithaml et al (2002),
which define e-SQ as ‘the extent to which a website facilitates efficient and effective
shopping, purchasing, and delivery of product and services. For better understanding
of e-SQ the author brings some differences between E-SQ and traditional service
quality (SQ) in the sense that in traditional SQ, efficiency refers only to employers
efficient activities, but in e-SQ, it refers to website efficiency. Furthermore, e-SQ
involves some new dimensions related to website-specific attributes (e.g., website
appearance, functionality, ease of navigation, and security) that are uncommon in
traditional SQ. (Parasuraman & Zinkhan, 2002; Zeithaml., et al., 2002) revealed that
e-SQ schemes usually include regular (core) and recovery dimensions. The core
dimension is consisted of key drivers like efficiency, fulfilment, reliability, and
privacy; these key drivers are based on a company’s website performance. On the
other hand, key drivers of the recovery dimension are like responsiveness, real-time
access to help (contact), and compensation; these are related to the company’s
personal services. In traditional SQ, such classification does not exist, and its key
drivers are mainly efficiency, fulfilment, tangibility, empathy, and reliability only

(Parasuraman et al., 1994).

Besides service quality, customer satisfaction is also a critical issue in the
success of any business system; traditional or modern (C. F. Ho & Wu, 1999).
Consumer satisfaction is a subject of much attention in the marketing literature
because of its potential influence on consumer behavioural intention and customer
retention (Cronin et al., 2000). Customer satisfaction is defined as ‘the customers’
evaluation of a product or service in terms of whether that product or service has met
their needs and expectations’. Traditionally, the level of customer satisfaction is
determined by the quality of service, the price level, and the purchasing process. But

in the e-commerce, Technology, shopping, and products are the main constructors



that are usually related to customer e-satisfaction, and e-satisfaction is evaluated
through various attributes (Schaupp & Bélanger, 2005).

Most marketing literature suggests that service quality is strongly related to
online customer satisfaction (Carr, 2007; Devaraj et al., 2002). The relationship
between expectation, perceived service quality, and customer satisfaction has been
investigated in a number of researches (Zeithaml, 1988). They found that a very
strong relationship exists between SQ and customer satisfaction (Parasuraman et al.,
2004). Increase in a bank’s SQ can satisfy and nurture the customer’s loyalty towards
the bank, and this is an important way to retain valued customers (Nadiri et al.,
2009). Simply to say, a less than excepted SQ will cause the customers to be
unhappy (Jain & Gupta, 2004).

Internet is ideal for carrying out banking activities because it helps to save
cost and offers higher speed in information transmission. These two main advantages
are logical enough to encourage banks to shift as many of their services online as
they can. However, the question now lies in how customer loyalty can be fostered
and strengthened when there is a lack of human touch.

The modelling of loyalty is not a new topic in the academic world (Jacoby &
Kyner, 1973). In an e-commerce context, building e-loyalty is a difficult challenge if
an online firm wishes to differentiate itself from its competitors. E-loyalty brings
high rate of customer retention and reduced cost for recruiting, and getting new
customers means long-term profitability to the online retailer (Reichheld & Schefter,
2000).

Most of the early studies define loyalty as repetitive purchasing of a service
or product (Homburg & Giering, 2001). Such definition has been heavily criticized
as it cannot differentiate between true and spurious loyalty: "The key point is that,
this spurious loyalty does not mean any attachment to brand attributes, and buyers

can be immediately captured by another brand when better deals are being offered



(Day, 1969). Therefore, repetitive purchasing behaviour does not mean loyalty, and
a combination of attitudinal and behavioural attributes is recommended (Grisaffe,
2001) for the evaluation of customer loyalty. Satisfaction is positively related to
loyalty (Stewart, 1999) even in the online environment. Moreover, (Shankar et al.,
2003) indicated that the effect of satisfaction on loyalty is stronger online than
offline. Recent conceptualizations of satisfaction suggest that overall satisfaction is
largely an affective evaluation of (Fornell & Wernerfelt, 1987; R.L. Oliver, 1993;
Westbrook & Oliver, 1991) and this view prove that cumulative (overall satisfaction)
encompass with behavioural intention form the altitudinal loyalty which in term
leads to actual behaviour and eventually the loyalty phases will be completed.

E-commerce success models like that of DeLone and McLean (DeLone &
McLean, 1992, 2004) developed causal relations between antecedents (indirect
measures) of overall user/customer satisfaction (e.g., system quality and information
quality, service quality), overall user/customer satisfaction, and consequents of
overall user/customer satisfaction (customer loyalty). There are an increasing
number of firms using the Internet to manage their businesses and many have
succeeded. Other than system quality and information quality, service quality is also
an important factor and antecedent in measuring e-commerce success and customer
satisfaction respectively in online shopping environment (Pitt et al., 1995; Rodgers et
al., 2005). Therefore having more emphasis on this circle can be served as a sense of

success in highly competitive word of e-commerce activities.

Internet banking is one of the most common type of e-services which is
defined as using the Internet to conduct banking activity like: transferring funds,
paying bills, viewing account balances, paying mortgages, and etc. (Gkoutzinis,
2006). Internet banking deliver services which are available only online such as
electronic commerce, real-time brokerage, financial information menus, e-mail
alerts, and tax payment. Online banking is a service that benefits both banker and
customer. The convenience of being able to access accounts at any time as well as
the ability to perform transactions without visiting a local branch continue to draw

many people to be involved (Koskosas, 2011). Online banking is advantageous to



the bank because the Internet banking can increase customer satisfaction since
customers can now access their accounts at any place and time convenient to them,
thus fostering a closer relationship with the bank (Mattila et al., 2002). As for the
customers, comparison between different service offerings is much easier online and
switching costs are lower (Santos, 2003). Therefore, to retain its customers, the
banker need to continuously satisfy its customers with more and better services
finally achieve long relationship with its customers which is define in having loyal
customer, but delivering high quality electronic services requires understanding of

the Internet service quality dimensions so that a competitive advantage is gained.

1.3 Problem Statement

For banks, e-commerce has dramatically change the way relationships with
customers are built and maintained. Many studies have measured the service quality
of real banks; however, there are very few studies that have developed measures for
assessing virtual banks (Jun & Cai, 2001). The attribute for defining a high quality
service delivery has to make a clear differentiation between traditional and internet-
based service, but measuring the quality of online service is a challenging one (Y. Li
et al., 2002). As the use of Internet banking steadily increases over the years
(Fredriksson, 2003), it is crucial to deepen our knowledge on high-quality service
delivery over the Internet so that banks can remain competitive. Service quality is a
key determinant to distinguish a service from another to gain advantages, and not to
forget, comparison costs over the Internet are relatively low (C. Grénroos, 2007,
Santos, 2003). All in all, service quality is a crucial issue in Internet banking because
it will determine whether the customer will stay loyal with the bank or not
(Reibstein, 2002).

Banking is traditionally a service that needs human touch, but the lacking of
it in online channels makes it even more important to grab every opportunity to
foster close and friendly relationship with the customers (Broderick &
Vachirapornpuk, 2002).



(Parasuraman, et al., 2004) and (Asubonteng et al., 1996) defined service
quality as the difference between customers’ expectations for service performance
prior to the service encounter and their perceptions of the service received. All of us
have different expectations for a quality service, but there are some common
requirements and expectations among internet users which banks should depict them

and offer to meet users’ expectations.

According to (Jun & Cai, 2001), most Internet banking services are still
lagging behind their customers’ quality expectations. In order to enhance customer
loyalty, portals are required to put a strong emphasis on their customers’ quality
demands since these demands are steadily increasing over time due to growing
competition in the Internet banking industry (Jun & Cai, 2001)

A company’s electronic service quality as perceived by its customers can be
measured in several ways. The best-known methods are: WebQual, developed by
(Loiacono et al., 2002); e-SERVQUAL, developed by (Zeithaml., et al., 2002); and
e-TailQ, developed by (Wolfinbarger & Gilly, 2003). These methods share common
core service quality dimensions, such as efficiency, fulfilment, system availability,
privacy, responsiveness, compensation, reliability, assurance empathy, tangible,

efficiency, trust, security, and contact.

The usage of e-SQ instruments such as E-SERVQUAL can determine
essential dimensions that require the researchers’ attention to review their content
and construct validities in different contexts to suit the climate and type of services
being provided by a certain country. Previous researches’ findings on these
dimensions demonstrated the need to re-examine the suitability of using the
identified dimensions in different countries. For examples, web-site setting, access,
web site interface, trust, attention, and credibility were dimensions of e-SQ in UK
(Jayawardhena, 2004), but in Hong Kong, other dimensions such as credibility,
efficiency, problem handling, and security are more profound (N. Y. M. Siu & J. C.
W. Mou, 2005). Credibility, efficiency, fulfilment, security, site aesthetics, system

availability are important in Sweden (Kenova & Jonasson, 2006), while in Taiwan,



efficiency, fulfilment, system availability, privacy, contact, compensation, site
aesthetics, and customization are more popular (Wu et al., 2008). Efficiency, contact,
and customization are evaluated in USA (Joseph et al., 1999), and reliable services,
fulfilment, security/trust, site aesthetics, responsiveness/contact, and ease of use are
some common dimensions in Iran (Zavareh et al., 2012). Lastly, in Indonesia, the
popular dimensions include assurance-fulfilment, efficiency-system availability,
privacy, contact-responsiveness, and website aesthetics and guide (Mohd Shoki Md
Ariff, 2011).

However, given that the theories of e-SQ are based on consumer perceptions,
do these perceptions translate well to other countries like Iran? furthermore that the
proposed e-SQ dimensions in lranian Internet banking as put forth by Zavareh
(Zavareh, et al., 2012) which consider generally applicable for Iranian internet
banking needs further validation. It is preferable that these dimensions are
investigated further and from this point of view, looking at the problem of how to
measure the quality of Internet banking services and customers’ perception of their
quality seems appropriate to be conducted in Iran. This raises first question of

current study:

Research Question 1: What are the dimensions of e-service quality for internet

banking in Iran?

The concept of “Customer or User Satisfaction” as a key business
performance indicator has been used extensively since the early 1980s (Bailey &
Pearson, 1983; Ives et al., 1983). An understanding of customer satisfaction must be
a basic parameter used to evaluate the performance of products and services (Y.
Yoon & Uysal, 2005). Consumer satisfaction has been the subject of much attention
in the literature because of its potential influence on consumer behavioural intention

and customer retention (Cronin, et al., 2000). Specially in e-commerce, satisfaction



IS considered as an important construct because it affects participants’ motivation to

stay with the channel (Devaraj, et al., 2002).

The formation of the relationship between e-service quality and customer
satisfaction is indicated in the electronic American Customers Satisfaction Index
(EACSI). This is an index which supports that the relationship between e-SQ and
satisfaction is a national indicator of customer evaluations for quality of good and
service available. Previous studies consider overall satisfaction to be primarily a
function of perceived service quality. (Cronin, et al., 2000; Parasuraman et al., 1988)
Overall satisfaction reflects customer’s cumulative impression of a firm’s service
performance (Devaraj, et al., 2002) and that, in turn, may serve as a better predictor
of customer loyalty (Yang & Peterson, 2004).

The extant literature suggests that service quality is strongly related to online
satisfaction (Devaraj, et al., 2002). Most studies in e-SQ researches indicated that e-
SQ and e-satisfaction have strong correlation and e-SQ is significantly and positively
affected e-satisfaction (Fassnacht & Kose, 2007).

Argument that supports SQ as an antecedent of satisfaction states that
customers do not necessarily purchase the highest quality service, but may also
consider convenience, price, and availability (Kassim & Ismail, 2009). It is important
to know which dimensions have higher degree of influence on customer satisfaction

that banks can concentrate to keep their customer satisfied.

RQ2: Is there a positive significant effect of e- SQ on customer e-satisfaction in

Iranian internet banking system?

Loyal customers may worth up to ten times than average customer and

benefit the sellers from many perspectives. Thus, customer loyalty is a critical
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indicator to measure the success of marketing strategies (R. E. Anderson &
Srinivasan, 2003; Y. Yoon & Uysal, 2005).  Many companies try to maintain a
good relationship with their loyal customers because the best designed e-business
model can also be ruined without customer loyalty. As a barometer of customer’s
behavioural intentions and loyalty, customer satisfaction cannot be neglected (R. E.
Anderson & Srinivasan, 2003; H. E. Yang & Yeh, 2006).

Theory of profit chain indicates that customer satisfaction is related to
customer loyalty, which in turn is related to profitability (Heskett et al., 2008).
Another theory, which is the expectation-confirmation paradigm, hypothesizes that a
consumer’s level of satisfaction with a product/service determines re-purchase
intention and loyalty. The study of customer repurchase behaviour continues to catch
the attention of researchers since a large portion of consumer purchases are second

time purchases rather than initial acceptances (R.L. Oliver, 1993).

Satisfied customers are more likely to possess a stronger repurchase intention
and to recommend the product/service to the people around them (E. W. Anderson et
al., 1994; Reichheld & Teal, 2001; Skogland & Siguaw, 2004; Taylor & Baker,
1994). In this study, customer loyalty was attitudinally measured by customers’
behavioural intention to continuously or increasingly conduct business with their
present company, and their inclination to recommend the company to other people.
This measure has proven to be useful in previous research (Zeithaml. et al., 1996).
Satisfied customers tend to easily favour over a certain service than those who are
not satisfied (Bolton & Lemon, 1999; Ram & Jung, 1991). In addition, they are more
likely to possess a stronger repurchase intention and to recommend the
product/service to their acquaintances (Zeithaml., et al., 1996) Customers’ overall
satisfaction is an indication of how well customers like their experience at the site,
and it is probably the best indication of their willingness to return to the site again.
This simply means that, if a customer is not happy, he or she will be most unlikely to

do future purchases and being loyal.



11

As mentioned earlier, comparison between different service offerings is much
easier and switching costs are lower on the Internet (Santos, 2003). To retain its
customer, it is essential for banks gain a better understanding of the relationship
between satisfaction and loyalty in the online environment to critically allocate their
online marketing efforts between satisfaction initiatives and loyalty programs. If, for
example, the firm finds that loyalty is associated with increased satisfaction, it can
directly focus on enhancing their services offering to make their customer satisfied
and to build long term relationship with them, but this relationship needs to be

verified through the third research question:

RQ3: Is there a positive significant effect of customers’ e-satisfaction on their e-

loyalty in Iranian internet banking?

In current marketing study, the measures of perceived quality, satisfaction,
and loyalty on behalf of customers have been utilize to evaluate firm’s productivity
and its marketing performance, (Cortinas et al., 2004). Although Satisfaction is a
medium between quality level perceptions and emergence of behavioural intentions
(Cronin Jr & Taylor, 1992; Gotlieb et al., 1994). The notion of “mediating” a
relationship clearly suggests that there is a third variable (Baron & Kenny, 1986),
such as satisfaction. In fact, numerous studies have established relationships
between service quality and loyalty, hypothesising an indirect effect (Ostrowski et
al.,, 1993; Patterson et al., 1997; Pritchard & Howard, 1997) mediated by
satisfaction.(Rust & Zahorik, 1993) and (Storbacka et al., 1994) studied the impact of
SQ on satisfaction, and satisfaction on customer loyalty. They found SQ to be
positively correlated with satisfaction and leads to increased purchase (loyalty).
(Ismail et al., 2006) concluded that as service improve, the probability of customer
satisfaction increases and consequently, customer’s loyalty will increase as well

(Arasli et al., 2005).
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Nevertheless, an important question remains will satisfaction antecedents
leaves equal effect on behavioural consequences the way overall satisfaction does?
This is an important question that will have tremendous effect on both businesses and
the academic world, as suggested by (Bloemer et al., 1999). In this study, e-service
quality is considered as an antecedent of satisfaction. If the answer is yes, the focus
of a company may solely be on improving customers’ overall satisfaction. If not,
firms may devote their limited and costly resources to those factors leading to more
desirable outcomes. For instance, in advancing market share, the managers can focus
more on increasing the repurchase intention of customers and improving word-of-
mouth communications as a marketing measure. In short, this study shall identify the
pattern of relationships among overall satisfaction, its antecedents, and its

consequences.

RQ4: Does Customer e- satisfaction mediate the e-SQ-e-Loyalty relationship in

internet banking?

1.4 Research Questions

1. What are dimensions of e-service quality for internet banking in Iran?

2. Is there significant positive relationship between e- SQ and customer e-

satisfaction in Iranian internet banking?

3. Is there significant positive relationship between customers’ e-Satisfaction

and their e-loyalty in Iranian internet banking?

4. Does Customer e- satisfaction mediate the e-SQ-e-Loyalty relationship in

internet banking?
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1.5  Objectives of the Study

The main research objectives of this research are:

1. To determine dimensions of e-SQ in internet banking.

2. To examine the relationship between e-SQ and customer e-satisfaction in

Internet Banking.

3. To examine the relationship between customers’ e-satisfaction and their e-

loyalty in internet banking.

4. To examine the mediating effect of e-satisfaction on the relationship between

e-service quality and e-loyalty in internet banking.

1.6 Significance of The Study

The result of the study would give the deeper vision of causal relations
between antecedents (indirect measures) of overall user/customer satisfaction
(service quality) with overall user/customer satisfaction, and consequents of overall
user/customer satisfaction (customer loyalty) in e-commerce specifically in internet
banking. For this firstly, the study would determine the main dimensions that
constitute Iranian Internet banking e-SQ, and whether or not these dimensions are

identical with what have been identified in published reports in other countries.

Secondly, by investigating of relationship between e-service quality
dimensions and e-customer satisfaction it would be clear that which dimension have
more impact on satisfaction of internet banking users as a result the banking mangers

could allocate their resource properly.
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Finally investigating the relationship between e-customer satisfaction and e-
loyalty also its mediating role on e-service quality and e-loyalty relationship so that
the focus of a company which provide e-services should be solely on improving

customer overall satisfaction.

The significant of this study is that there is no comprehensive work on this

area in the case study of this research which is Kerman one of the provinces of Iran.

This study attempts to achieve the following assumptions:

1. Itis anticipated to find out To the main e-SQ dimensions in internet banking

2. It is expected to identify the relationship between e-SQ e-customer
satisfaction and e-loyalty and going further to investigate the mediating role

of satisfaction in this assumed relationship.

1.7  Scope of The Study

The formation of E-SQ, e-customer satisfaction and e-loyalty in Internet

banking

This study focused on customers’ perception of e-service quality and its

relationship with online customer satisfaction and e-loyalty in internet banking.

o Dimensions of e-SQ

This study choose e-servqual theory and its dimension for assessing internet
banking e-SQ according to this theory there are four core e-SQ dimensions that are:
efficiency, fulfilment, system availability and privacy as well as recovery dimensions

which are: contact, responsiveness, compensation (Zeithaml et al., 2000; Zeithaml.,
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et al., 2002). Furthermore in this study author add one more dimensions as review in
previous studies in the area of internet banking which is site aesthetic.

o Location

This study focuses on MELLAT bank (the public bank in Iran) customers.
Reason behind choosing the public bank is ease of access to their customers as the
private banks are still not widely popular among people in Iran also in this research
the author is looking for relationship between variables for this reason it is more
appropriate to choose the location in which have the most number of active users
who interact with bank e-service quality attributes a lot and also According to the
first International Festival of Iranian Banks (IFIB) 2010, MELLAT bank achieved
highest rank in the area of internet banking services among other banks in lIran

http://www.ibfi.ir/.

o Respondent

The participation involved in this study is the current users of Internet
banking in this public bank because the study confined to analysis of Internet

banking e-SQ from the customer perspective.

1.8  Limitation of Study

There are some limitations of this study which should be addressed in the
future. In this study measuring e-service quality relied only on perception
component, for this there is a supposition that the customers have informed idea
about what their expectations are, and what their perceptions are about their service
experiences. Also there are other important antecedents of online satisfaction, such
as information quality and system quality, in addition to service quality, being
considered in an online satisfaction and loyalty model (Rodgers, et al., 2005), not

included in the study. This study is limited to the public Iranian Internet bank users
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the results of this study could not be generalized to other groups or to users at any
other time than the year of the study. Furthermore this study is limited to gathering
empirical data over a questionnaire from a sample of the population in Kerman (a

city in Iran), who are using Internet banking services.

1.9 Proposal Plan

This thesis is devised into five chapters. Chapter one presents an introduction
and the background of the study. Besides that it searches into the problem statement,
research questions and the scope of the study. Chapter two concentrates on reviewing
previous literatures related to the context of the study, related theories, models and
presenting a modified framework. Chapter three identifies the methodology, the
sampling and the instruments that were used to conduct the research.Chapter four the

analysis and five recommendation and implication of findings.
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