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Abstract

Nowadays, service organization, particularly banks, are operating in a highly
competitive environment. The needs of customers are changing and increasing; thus,
much have to be done to meet and exceed customer’s expectations. Hence, this study
aimed to investigate the impact of e-service quality dimensions on customer satisfaction
in banks in Ramallah.

The study model was built based on e-service quality models, and in order to achieve
the study objective, the analytical descriptive approach was used, and the questionnaire
was used as a data collection tool from the study sample, which were 411 bank’s clients.
The study results revealed that customers tend to use banking e-services more widely,
and they are highly satisfied about the quality of provided e-services at banks.
Additionally, it was concluded that all e-service quality dimensions influence the level
of customer satisfaction, whereas some service quality factors contribute more than
other factors.

So, researcher had recommended banks to regularly and periodically measure both their
e-service quality and the level of customer satisfaction, and work hardly to maintain and
enhance both levels in order to be able to stay competitive at the market. Also, more
efforts should be toward developing capabilities and skills of banking staffs, especially
those who are dealing directly with customers, in addition to allocate more budgets to

develop the banking technological infrastructure, including mobile applications.
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Chapter 1

Introduction

1.1 Overview

Lately, the development of information and technologies has made the world an
integrated community. Many businesses are forced to deliver service quality over the
web, including banks, which led to the emergence of fundamental changes in the nature
of banking in order to keep pace with these developments and maintain survival and
competition. Therefore, banks have to reconsider their traditional role to provide
sophisticated banking services. (El Talla et al., 2019).

Subsequently, as customers are the basis of success for any business, it should be made
sure that customers are receiving the best service, which will help to strengthen the
relationship with customers and will bring new ones. Thus, satisfied customers are the
main base to achieve competitive advantage and to increase profit (Lewin, 2009).
Electronic banking services have emerged in light of these developments through many
electronic channels, such as ATMs, e-bank, Internet banks, and e-mail center phones,
which in turn made it easier for customers to complete their transactions, in combination
with reducing costs and increasing the level of efficiency and efficiency, and expand the
provision of financial services, and attract new customers. (El Talla et al., 2019).
Palestine was not isolated from this perspective; several banks had launched the smart
bank service on mobile devices after the launch of electronic banking services years ago
via computers by most of the banks in Palestine. Banks accept this advanced form of
services to keep pace with global technological developments around the world in the
field of electronic banking services, and the use of electronic banking services has

become one of the essential tools of competition among banks (Aligtisadi, 2016 ).



Thus, banks have taken significant steps towards the transition from traditional to e-
banking services to be able to provide e-banking services in a convenient and safe
manner and make it easier for the user to use them around the clock and wherever the
client is located (El Talla et al., 2019).

This study aims to explore the impact of the e-service dimensions scale (efficiency,
reliability, responsiveness, fulfillment, and privacy) on customer satisfaction. The
importance of this topic comes from helping banks in Palestine to improve their banking
marketing through enhancing e-banking services. This will lead to customer
satisfaction, increasing market share, less cost, and more profit (Al-Hawary and Al-
Smeran, 2017). And it will assist in establishing a database of customers, which will

help banks in improving e-services.

1.2 Research Problem

Due to the huge technological development, competition between the organization, and
particularly banks, is continuously increasing, and as a result, banks have moved rapidly
from traditional banking services to e-banking services (Agrawal et al., 2014). This
competition is primarily serving the customer and aims to increase customer
satisfaction, as they are an important element in the success of any company.

Such changes had also played a role in increasing customer's needs, as well as
increasing the requirements needed to reach satisfaction. Customers are becoming more
aware and informed about the quality level of services provided by other competing
banks; thus, they continuously require more and more.

his is in line with what Pasha et al. (2018) said that the quality of service has asignificant

impact on customer satisfaction and loyalty to the bank. E-services Banking has



become part of the new technological era, because the provision of E-services Banking

Is of great benefit to thecustomer, such as Reduction in cost, time and implementation
of many personal services to customers (Miah, 2013)

Consequently, Pasha et al. (2018) agreed that the quality of service has a significant
impact on customer satisfaction and loyalty to the bank. Additionally, e-banking
services have become part of the new technological era, and the provision of e-banking
services is great benefit to the customer, such as reduction in cost, time and
implementation of many personal services to customers (Shared, 2019).

his is in line with what Pasha et al. (2018) said that the quality of service has a
significant impact on customer satisfaction and loyalty to the bank. E-services Banking
has become part of the new technological era, because the provision of E-services
Banking is of great benefit to the customer, such as Reduction in cost, time and
implementation of many personal services to customers (Miah, 2013)

his is in line with what Pasha et al. (2018) said that the quality of service has a
significant impact on customer satisfaction and loyalty to the bank. E-services Banking
has become part of the new technological era, because the provision of E-services
Banking is of great benefit to the customer, such as Reduction in cost, time and
implementation of many personal services to customers (Miah, 2013)

his is in line with what Pasha et al. (2018) said that the quality of service has a
significant impact on customer satisfaction and loyalty to the bank. E-services Banking
has become part of the new technological era, because the provision of E-services
Banking is of great benefit to the customer, such as Reduction in cost, time and

implementation of many personal services to customers (Miah, 2013)



his is in line with what Pasha et al. (2018) said that the quality of service has a
significant impact on customer satisfaction and loyalty to the bank. E-services Banking
has become part of the new technological era, because the provision of E-services
Banking is of great benefit to the customer, such as Reduction in cost, time

and implementation of many personal services to customers (Miah, 2013)

According to Nyoni et al. (2017), the increase in e-service quality may increase
customer satisfaction as long as there is trust. While other customers, despite e-services
advantages, prefer more personal interaction.

Unfortunately, Conditions in the Occupied Palestinian Territory continue to be
characterized by a stalled peace process, political instability, a protracted fiscal crisis,
and outbursts of violence in the West Bank and Gaza, political and security tensions,
and high levels of deprivation in Gaza due to a crippling blockade (ILO, 2018). Hence,
those challenges had put the economic institutions, including banks, in a high
competitive and complicated work environment, where customer characteristics are
complicated. Thus, hard efforts had to be done to satisfy them.

By focusing on banking sector, this study will assess the e-banking service quality,
based on suitable quality dimensions, in order to gain a better understanding of how
does the quality of the e-banking service influences customer satisfaction. Thus, this
study aims to answer the following question: "What's the impact of e-service quality on

Customer Satisfaction among users of e-Banking Services in Ramallah?"

1.3 Research Objectives:
1. Determining the most impacting dimensions of service quality for e-banking

evaluation.



2. Determining the way that dimensions of service quality are used to measure the
quality of e-banking services.

3. Measuring the overall customer satisfaction at Palestinian Banks in Ramallah.

1.4 Research Questions
1. Which dimensions of service quality are the most important for banks to consider
for e-banking evaluation?
2. How can these dimensions of service quality be used to measure the quality of e-
banking services?
3. How clients receive and recognize the E-banking service quality dimensions?
4. What is the customer satisfaction level regarding E-banking service at Palestinian

Banks in Ramallah?

1.5 Research Hypothesis

1. There is a significant effect of dimensions of e-service quality dimensions on
customer satisfaction of E-service quality.

SUB-Hypothesis:

1. There is a statistically significant effect of Efficiency on Customer satisfaction of
E-service quality.

2. There is a statistically significant effect of Reliability on Customer satisfaction of
E-service quality.

3. There is a statistically significant effect of Responsiveness on Customer satisfaction

of E-service quality.



4. There is a statistically significant effect of fulfililment on Customer satisfaction of
E-service quality.
5. There is a statistically significant effect of Privacy on Customer satisfaction of E-
service quality.
2. There is a significant difference between E-Service Quality and Customer

Satisfaction denoted to demographic variables

1.5 Research Significance

The importance of the study can be highlighted in examining the impact of e-service
quality dimensions in reaching customer satisfaction in Palestinian banks, which would
enhance the performance of banks, track better customer experience, supports the
continuity of providing e-banking services, supports the continuation of the
participatory process between the bank and its clients, and meet the needs of customers

in a suitable manner to achieve satisfaction towards the services provided

1.6 Research Structure

This research includes seven chapters, and these have been organized as follows:
Chapter one deals with the introduction to the research, including an overview, research
problem, research objectives, key questions, research hypotheses, the significance of the
research, and research structure.

Chapter two, three, and four address the concepts of services quality and e-service
quality, customer satisfaction, and the banking sector in Palestine; in order to deeply
understand the critical concepts of the research. In addition to some of the previous

studies.



The research methodology and strategy are represented in Chapter 5. In addition, data
collection tools and data analysis methods are described.

Chapter six presents data analysis of the quantitative data by using appropriate data
analysis methods.

Finally, Chapter seven presents the conclusions of the research, research

recommendations, and future research directions.



Chapter 2

Service Quality and E-Service Quality

2.1 Introduction

In the light of recent and rapid technological and economic changes, robust growth in
internet access to the entire population has existed. Recent statistics of the Palestinian
Central Bureau of Statistics (PCBS) for the year 2017 showed that 27.9% of Palestinian
households have a laptop, 51.7% of them have intent access at their homes, and 96.6%
have at least one mobile phone at home (PCBS, 2018).

Nowadays, the business world is operating in a continuously changing environment;
due to fast technological advancements and developments. Thus, the rise of internet-
based services has changed the way that businesses and consumers interact.
Consequently, businesses operating in the service sector are under increasing and
continuous pressure to demonstrate that their services are customer-focused and deliver
the best performance. Additionally, they are continuously required to understand and
measure customer expectations and identify and gaps properly.

Research into service quality areas had gotten academic attention for more than two
decades, and it was being recognized as a critical factor in differentiating services and
building competitive advantage. Moreover, the preceding literature supports the notion
that favorable service quality perceptions lead to improved customer satisfaction and
loyalty.

Therefore, Information technology has produced structural changes in the banking
sector and provided an opportunity to engage remote banking systems. A few routes
have been opened to provide services to customers, such as: ATMs, Internet banking,

phone banking, and mobile banking.



So, banks are operating in a very competitive environment where they are offering the
same services with the exact cost almost everywhere; therefore, in order to distinguish
their services from other banks, banks are looking to increase the efficiency of their e-
services (Rostami et al., 2016).

Hence, quality of service is considered a critical success factor for banks to differentiate
from competitors, and it is an important tool to maintain their competitive advantage in

the marketplace (Al-Azzam, 2015).

2.2 Service Quality and E-Service Quality

Research into service quality areas has gotten academic attention for more than two
decades. Today, with increased competition among service providers, service quality
has become a popular area for academic studies. It has been recognized as a critical
factor in differentiating services, building competitive advantages, and building a
supportive relationship with customers (Zeithmal et al., 2002).

Therefore, service quality is an essential concept in the service industry and is more
important for financial service providers who have difficulty showing their customers'
product differentiation (Al-Azzam, 2015).

Then, nowadays, with the growth of e-commerce, the term "E-service" has recently
become a popular research topic, and e-service providers are required to pay more
attention to the attributes which customers actually use in their evaluation of e-service
quality; thus, they can be able to compete in the competitive market situation.
Additionally, e-service quality is a significant predictor of satisfaction and loyalty. The

increase in the level of e-service quality makes e-service providers more appealing, thus



10

can assist them with achieving higher consumer satisfaction levels and maintenance

(Baykal, 2016).

2.2.1 Definition of Electronic Services
The concept of electronic services had emerged due to the rapid expansion of the
internet, and it had changed the way companies interact with consumers (Herington and
Weaven, 2009). It became a vital source of competitive advantage by enhancing
customer relationships, getting services at a lower cost, and achieving excellence in
quality.
Rowley and Hsu had defined e-service as "deeds, effort or performances whose delivery
is mediated by information technology (including the web, information kiosk, and
mobile devices)" (Agrawal et al., 2014).
Also, Boyers et al. (2002) had defined it as “delivering all interactive services via the
Internet, and the use of advanced communications and information and multimedia
technology". And according to Lemo and Rust (2001), e-service is "a set of business
done through information and communications technology” (Al-Hawary and Al-
Smeran, 2017).
Consequently, electronic service can be provided via a mobile phone, internet, and self-
service centers. According to Akinyele and Olorunleke (2010), it includes several

elements: electronic retail, customer support, and service itself, and service delivery.

2.2.2 Definitions of Service Quality
The definition of service quality is an entire evaluation performed by the customer who

gets the service (Eshghi et al., 2008). Other researchers have defined the quality of
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customer service as the extent to which services meet customers' needs or expectations
(Al-Azzam, 2015).

In addition, quality of service was defined as the degree of difference between
customers' normative expectations for service and their evaluations of the service's
execution (Parasuraman et al., 1994).

Overall, service quality can be defined as "Customer's overall evaluation of a received
service and the extent to which service provision process under meet, meet, or over

meet their expectations."

2.2.3 Definitions of E-service Quality
E-Service is a service that is provided to a consumer or potential buyer through a
website service.
The term "website quality” was originally defined formally by Zeithaml et al. (2002) as:
"the extent to which a website facilitates efficient and effective shopping, purchasing,
and delivery of product and services" (Sakhaei et al., 2013).
According to Yang (2001), "E-service quality" is a standard of means by which the
potential benefits of the internet are realized. Additionally”, Santos (2003) had defined
e-service quality as "overall customer assessment and judgments in relation to the
excellence and the quality of e-service delivery in the virtual marketplace” (Baykal,
2016).
Consequently, e-service quality can be defined as the "difference between the service
that a customer or a user of a particular online application expects, and the one actually

provided by the application™.
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Also, Santos had defined e-service quality as "consumers' overall judgment and
evaluation of the excellence and quality of e-service offerings in the virtual
marketplace."” So, e-service quality includes a complete service process experienced by
the customer, consisting of pre-website, on-website, and post-website service aspects
(Agrawal et al., 2014).

Therefore, electronic service is a self-service by which the service is obtained through
mechanical interaction between the applicant and machine, instead of accessing service
by speaking to an employee over the phone or behind the desk.

Accordingly, there are many challenges faced by electronic service providers in meeting
customers' desires and expectations, as there is no direct contact between employees and
customers. Consequently, the website became the basis for interaction between

customers and organizations (Al -Hawary and Al Smeran, 2017).

2.2.4 Impacts of Service Quality

Service quality would leave its impact on several aspects of consumer behavior, as it
can influence customers' perceived value strongly, satisfaction, revisit, and word-of-
mouth intentions.

Consequently, service quality directly or indirectly impacts customer loyalty via
satisfaction, according to (Beerli et al., 2004; Lewis and Soureli, 2006; Caruana, 2002;
Jamal and Anastasiadou, 2009).

In the context of banking services, Bloemer et al. (1998) revealed that the reliability and
efficiency of the provided service impact the level of customers' loyalty (Kranias and

Bourlessa, 2013).
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2.2.5 Service Quality Gaps
Service quality can be viewed in a structured way called the Gaps. Hence, the customer
gaps occur when there is a difference between the customer expectations and
perceptions; thus, the organization should close those appearing gaps.
Zeithma et al. (2006) suggested that four types of gaps occur at organization services,
which are:
Gap 1: is about knowing what customers want.
Gap 2: refers to not selecting the correct service designs and standards.
Gap 3: refers to not delivering to service designs and standards.
Gap 4: is about not matching performance to promise.
Gap 5: is about not matching the expected service and the perceived service (Molapo,

2008).

2.2.6 Factors Affecting the Growth of E-service
The speed growth in new technology and the emergence of the internet have changed
the business landscape. Thus, the growth of e-service in a country depends on many
factors such as:
1. The success of internet access.
2. New online service features.
3. Household growth of internet usage.
4. Dependable services to the customers for which they may be relatively satisfied

than of manual system of receiving services (Sakhaei et al., 2013).
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2.3 E-commerce Activities Available for Internet Users:
As mentioned by Sakhaei et al. (2013), there are four e-commerce activities available to

internet users, which are:

1. Shopping.
2. Banking.
3. Investing.

4. Online electronic payment.

2.4 Measuring the Quality of the Website Interface

Many researchers have developed models to measure the quality of website interface,
as follows:

Table (1): Quality of Website Interface Models. Source: (Wolfinbargera and Gilly,

2003).

# Model Developers Year Dimensions

WebQualTM Loiacono et 2002 Informational fit-to-task

al. Interactivity

Trust

Response time

Ease of understanding
Intuitive operations
Visual appeal

Innovativeness

© 0 N o gk~ w0 Ddh e

Flow/emotional appeal

[EY
o

. Consistent image

[N
[N

. Online completeness

[E
N

. Better than alternative

SITEQUAL Yoo and 2001

=

Ease of use

Donthu’s

N

Aesthetic design (site creativity with multimedia and
color graphics)

Processing speed (promptness of online processing
and interactive responsiveness to consumer requests)

Security of personal and financial information.
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# Model Developers Year Dimensions
Attitude toward | Chen and 1999 | 1. Website relationship building
the site "AST." | Wells 2. Intentions to revisit
3. Satisfaction with service
4. Comfort in surfing
5. The judgment that surfing the website is a good way
to spend time
Electronic Liu and 2000 | 1. Information and service quality
commerce (EC) | Arnett 2. System use (including ease of use and privacy)
3. Playfulness and system design quality (including
processing speed
4. A balance between security and ease-of-use for

payment method

2.5 Measurement of E-service Quality

Many methods can be used to measure the e-service profile of any organization, and the

most known methods are:

1. WEBQUAL, which Loiacono, Watson, and Goodhue developed in 2002.

2. E-SERVQUAL, which Zeithaml, Parasurman, and Malhotra developed in 2002.

3. ETailQ, which was developed by Wolfinbarger, and Gilly in 2002.

4. E-S-QUAL, which was developed by Parasuraman, Zeithaml, and Malhotra in

2005.

Additionally, many methods depend on measuring the commercial performance of a

website, such as the number of clicks or purchase orders generated by the website.

(Agrawal et al., 2014).

2.6 Web Usability

Simply, usability refers to the "quality in use," which means how users understand and

use a product or a system with minimum effort. Accordingly, International Organization
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for Standardization (ISO-9421, 1998) defines usability as "the extent to which specified

users could use a product to achieve specified goals with effectiveness, efficiency, and

satisfaction in a specified context of use," and it considers effectiveness, efficiency, and
satisfaction as the three dimensions of usability.

Hence, Agarwal and Venkatesh (2002) had defined web usability as "the extent to
which specified users can use websites to achieve specified goals to visit with
effectiveness, efficiency, and satisfaction in a specified context of website use." So,
websites that are designed with the users in mind are the ones that are usable at the end
of the day.

Consequently, the three components or characteristics of web usability are:

1. Effectiveness: this refers to the accuracy and completeness by which online users can
achieve their intended goals from visiting the website.

2. Efficiency: refers to the resources expended by the customer to achieve his intended
goals while visiting a website. Efficiency can be reached when a customer can
achieve goals with a quick visit without putting forth much cognitive effort.

3. Satisfaction: This refers to the pleasant degree to which a customer feels when he is
using the website, and most of the time, if any website fulfills the above list of
characteristics, and then it has a high likelihood of satisfying the user (Kebkab,

2012).

2.7 E-Services Quality Models
With the increased adoption of e-service in the business field, and as the channels of

service delivery shifted from traditional to electronic, the need for a scale to measure the
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e-service quality was felt. Thus, numerous systems and models are dealing with the

evaluation of the e-service quality (Firdous, 2017).

The researcher had viewed many studies such as (Sakhaei et al., 2013), (Kumar and

Dash, 2015), (Al-Azzam, 2015) and (Baykal, 2016), and had summarised them in the

following table the major models that have been established and used to measure the e-

service quality:

Table (2): E-service Quality Models.

# Model/ Study Developer/s Year Dimensions
1 | A confirmatory factor Doll and Torkzadeh 1988 1. Content
analysis of the end-user 2. Accuracy
computing satisfaction 3. Format
instrument 4. Ease of use
5. Timelines
2 | SERVQUAL Parasuraman, et al. 1988 6. Tangibles
7. Reliability
8. Responsiveness
9. Empathy and security
3 E-SQ (e-service quality Zeithmal, et al. 2002 1. Information availability
model through Web 2. Ease of use
Sites) 3. Privacy/security
4. Graphic style
5. Reliability
4 E-servqual measure for Zeithaml, et al. 1. Efficiency
electronic service quality 2. Reliability
3. Fulfillment
4. Privacy
5. Responsiveness
6. Recovery
7. Contact
5 | Web Qual, Lociacono, et al. 2002 Measurement of website
quality by wusing 12
dimensions
6 E-tail Wolfinberger and 2002 1. website design
Gilly 2. reliability
3. security/privacy
4. customer service
7 | Consumer perceptions of | Janda, et al. 2002 1. Performance
internet retail service 2. Access
quality 3. Security
4. Sensation
5.

Information quality.
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Model/ Study

Developer/s

Year

Dimensions

Dimensions of e-quality

Madu and Madu

2002

NG wWDRE

10.

Performance
Features
Structure
Aesthetics
Reliability
Storage capacity
Serviceability
Security and
integrity

Trust, responsiveness,
Product/service
differentiation

system

. Web store policies
. Reputation

. Assurance

. Empathy

Internet retail service
quality

Trocchia and Janda

2003

Performance
Access
Security
Sensation
Information

10

A model of virtual
service quality
dimensions

Santos

2003

Incubative dimension:
Ease of use
Appearance
Linkage content
Active dimension
Reliability
Efficiency
Support
Communication
Security
Incentive

11

Online service quality
dimensions and their
relationships with
satisfaction

Yang and Fang

2004

Reliability
Responsiveness
Competence
Ease of use
Security

Product portfolio

12

Service quality
dimensions in internet
banking

Saha and Zhao

2005

©WoooNOGOREWODNDPROOGORWDDRE

Efficiency
Reliability
Responsiveness
Fulfillment
Privacy
Communications
Personalization
technology update
logistic/technical
equipment
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# Model/ Study Developer/s Year Dimensions
13 | E-S-QUAL and E-RecS- | Parasuraman, et al. 2005 1. 22 items for the E-S-
QUAL QUAL scale in four
dimensions
— Efficiency
— Fulfillment
—  system availability
—  privacy
2. 11 items for the E-
RecS-QUAL scale in
three dimensions:
—  responsiveness
— compensation
— contact
14 | Perceived e-service Cristobal, et al. 2007 1. Web design
quality: measurement 2. Customer service
Validity and effects on 3. Assurance
consumer satisfaction 4. Order management
and website loyalty.
15 | Measuring service Collier and Bienstock | 2009 1. Process
quality in e-retailing 2. Qutcome
3. Recovery
16 | The antecedents and Chung and Shin 2010 1. Convenience
consequents of 2. Site design
relationship quality in 3. Informativeness
internet shopping 4. Security

It has been argued that there is a broad consensus among researchers that there are five

main dimensions for service quality, which are: tangibles, reliability, responsiveness,

assurance, and empathy.

In particular, tangibles indicate customer perceptions of the service provider's physical

evidence, while reliability is associated with the accurate performance of the service.

Likewise, responsiveness reflects employees' willingness to help their customers,

whereas assurance, on the other hand, is tied to employee behavior and competence.

Empathy is related to client views of the service provider's attention to the customer.

(Kranias and Bourlessa, 2013).
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2.8 Integrating E-service Among Banking Sector ""E-Banking"':

Banks are operating in a very competitive market where they offer the same services
with relatively the exact cost almost everywhere; therefore, to differentiate their services
from other competing banks, they are looking to increase their e-services (Rostami et
al., 2016).

Thus, E-banking has become a crucial phenomenon in the banking business, and it will
continue as more information technology advances, and improvements are produced
(Sakhaei et al., 2013). E-Banking is also called Internet banking, online banking or PC
banking, and according to Pikkarainen et al. (2004), internet banking can be defined as
an "Internet portal, through which customers can use different kinds of banking services
ranging from bill payment to making investments” (Khalil, 2011).

A review on Internet banking e-service quality dimensions shows that besides the
dimensions used in ESERVQUAL, some researchers noted site aesthetics, assurance,
and personalization as dimensions to be considered.

Hence, Joseph et al. (1999) indicated that internet banking e-service quality in the USA
has three dimensions: Efficiency, Contact, and Customizations.

Also, Noel and Jeremy (2005) found efficiency to be a significant component of Internet
banking e-service quality in Hong Kong. The same finding was indicated by (Kenova
and Jonasson, 2006) in Sweden.

Moreover, Yu-Lung Wu et al. (2008) indicated Efficiency, Fulfillment, System
Availability, Privacy, Contact, Compensation, Site Aesthetics, and customization to be a
major dimension that constitutes Internet banking e-service quality in Taiwan (Agrawal

etal., 2014).
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2.8.1 Internet Banking Portal:
The wide popularity of using the internet and technology in almost all life aspects has
led to change in customer needs and satisfaction requirements in all sectors. The
banking sector has been undergoing tremendous transformation, and it has experienced
new technological innovations such as the internet banking portal.
The use of the internet banking portal means that all stages of financial transactions can
be processed electronically, and personal interaction and physical facilities are replaced
with technological solutions. Thus, customers can carry out different financial
transactions at one site, including paying bills, booking railway and air tickets, charging
mobile phones, donating money, paying taxes, filing the tax return, viewing bank
statements, purchasing financial products (such as stocks and insurance).
Hence, it is important to identify and measure the dimensions of portal quality, key
service quality dimensions, and customers' perception of the internet banking portal. In
turn, this will lead to improve customer satisfaction, build customer trust, and create
loyal customers (Halvadia and Halvadia, 2018).
2.8.2 Benefits of Integrating E-service Among Banking Sector

Internet Banking has been considered as the main way to:
1. Reduce cost, specifically operational costs.
2. Maintain or enhance services for consumers.
3. Thus, retain and expand the customer base.
4. Internet is the least expensive delivery channel for banking products as by using the

internet as a channel of delivering services- banks can reduce the number of its

operating branches as well as the number of required staff. (Firdous, 2017).
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Also, e-banking services would particularly be helpful for old and sick individuals and
customers who live in the outskirts or in small towns without banks. Consequently, it
helps in avoiding bank trips and time in queues; from the bank's viewpoint, e-banking

effectiveness increases, and operational expense decreases (Kumar et al., 2020).

2.9 Models of Internet Banking Service Quality

The banking industry was going strongly to adopt and integrate technology in its
operations and shift from traditional to electronic services delivery. Thus, this trend was
also a significant issue among researchers.

E-banking offers customers more options to approach their financial data and make
financial transactions whenever and any place. Then, they would have better control of
overseeing accounts and budgets and arranging their money-related records, which in
turn helps reduce costs.

According to Halvadia and Halvadia (2018), a set of researches was conducted in the
field of measuring the quality and customer satisfaction of internet banking, such as:
Table (3): Measuring the Quality and Customer Satisfaction of Internet Banking

Models.

Model/ research Developer/s Year Dimensions
1 The key determinants of Jun and Cai 2001 Reliability
internet bank service Responsiveness
quality: a content analysis. Competence
Courtesy
Credibility
Access
Communication
Understanding the customer
Collaboration
. Continuous improvement
. Content
. Accuracy
. Ease of use
. Timeliness
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15. Aesthetics
16. Security
17. Diverse features
Service quality in internet Broderick and 2002 1. Reliability
banking: the importance of | Vachirapornpu 2. Efficiency
customer role. 3. Responsiveness
4. Assurance
5. Ease of use
6. Information.
The measurement of end- Pikkarainen et 2006 1. Content
user computing satisfaction | al. 2. Accuracy
of online banking services: 3. Format
empirical evidence from 4. Ease of use
Finland 5. Timeliness
Internet banking and quality | Sohail and 2008 1. Efficiency
of service: perspectives Shaikh 2. Security
from a developing nation in 3. Fulfilment
the middle east 4. Responsiveness.
Exploring e-service quality: | Loonam and 2008 1.  Web usability
a study of Irish online O’Loughlin 2. Security
banking. 3. Information quality
4.  Access
5. Trust
6. Reliability
7. Flexibility
8. Responsiveness
9. Self-recovery
10. Personalization/customization
An examination of the Rod et al. 2009 1. Online  customer  service
relationship between quality
service quality dimensions, 2. Online information system
overall internet banking quality
service quality, and 3. Banking service  product
customer satisfaction: A quality
New Zealand study.
Service quality evaluation Khan et al. 2009 1. Reliability
in internet banking: an 2. Accessibility
empirical study in India 3. User-friendliness
4. Privacy/security
5. Efficiency
6. Responsiveness
7. Fulfillment.
Exploring customer Chuang and 2010 1. Transaction technicalities
perception of e-banking Hu 2. Decision-making convenience
services 3. Interactive interrogation
4. Specialty information
5. Security
6. Exploration
Customer satisfaction Sadeghi and 2010 1. Convenience
factors (CSFs) with online Hanzaee 2. Accessibility
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banking services in an 3. Accuracy
Islamic country, Iran 4. Security

5. Usefulness

6. Image

7. Web site design

10 | E-service quality Zavareh et al. 2012 1. Efficiency

dimensions and their effects 2. Availability
on e-customer satisfaction 3. Responsiveness/ contact
in internet banking services. 4. Ease of use

5. Fulfillment

6. Security/trust.

Hence, Halvadia and Halvadia (2018) had grouped the dimensions into ten groups, by

which each group contains common dimensions together. Thus, the ten groups and their

description are the following:

1.

Information quality: the group of dimensions which is related to the ability of
internet banking portal to provide sufficient, real-time services, in addition to
accurate information and valid hyperlink

Web site design: which includes visually appealing, well-designed pages, proper
size and colour of fonts, well-labelled hyperlink, and easy browsing

Ease of use: includes navigation and connecting easily with other related websites
Reliability: involves providing correct services at the first time to users, and
accessibility of internet banking portal from anywhere and at anytime

Security and privacy: include the protection of personal information of users and
protecting users from the risk of fraud and financial loss, which may result from
using the financial information of their financial cards

Interactive interrogation: which include the ability to share opinions and
information, ask problem or query, and ability to apply electronic complaint
Personalization/Customisation: This is related to the ability to provide customized

or personalized services to users, which may include providing a recommendation
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of financial and non-financial products to users as per their personal needs,
providing personalized investment tips, and responding to customer queries.

Basic Service Quality: this involves dimensions of service quality of classic bank
processes such as payment processing (cash management, transfers, viewing bank
statements), online requests for a credit card, debit card, checkbook or loan, online
stock trading, and online fixed deposit facility.

Other Financial Products' Service Quality: includes availability and performance of
financial products like insurance and mutual fund.

Added Values which is related to entertainment and non-financial products'
services, which may include connectivity with social networks, availability of
newsroom and chat room, railway or airline ticket reservation, hotel reservation,
online shopping, donation facilities, paying bills online, TV and data card, and

paying income tax.
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Chapter 3

Customer Satisfaction

3.1 Introduction

The intangible elements of a service, which are: inseparability, heterogeneity, and
perishability, are the critical determinants that are influencing its quality. This means
that the provider must define a service in terms of its characteristics to understand how
the consumer perceives service quality (Douglas and Connor 2003; Parasuraman et al.,
1985; and Ladhari, 2008, p.172).

The contrasts in service industries are based on the characteristics of service, which
incorporate; intangibility, heterogeneity, perishability, and inseparability. Intangibility
implies there is no physical item, nothing to be touched, tasted, noticed, or listened to
before being acquired. Therefore, it is difficult for the consumer to understand the
nature of what they receive. Furthermore, heterogeneity is related to the distinction
between delivery of service due to the distinction in human behavior of those
advertising services and the customer. Besides, perishability means that, since services
cannot be stored for later usage when they are produced and consumed simultaneously,
if the service is not used then, it cannot be used again (Daniel and Berinyuy, 2010).
Every business organization's success is dependent on the satisfaction of its customers,
and a business that is succeeding to satisfy its customers will remain in the top positions
in a market. Today's business understands that customer satisfaction is critical to the
company's success. At the same time, it is critical in raising its market value.

Customers, in general, are those who purchase goods and services from a market or

business that suit their needs and wants (Khadka and Maharjan, 2017).
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Thus, Customer satisfaction was defined because of a cognitive and affective
evaluation, where some comparison standard is compared to the actual perceived
performance.

Hence, in the case of perceiving a product/service that is less than expected, customers
will be dissatisfied. On the other hand, if the perceived product/service exceeds
expectations, customers will be satisfied (Sakhaei et al., 2013).

The importance of customer satisfaction in today's dynamic business environment is
evident as it critically influences customers repurchase intentions; simultaneously,
dissatisfaction has been seen as a primary reason for customers' intentions to switch.
Satisfied customers are most likely to share their positive experiences with five or six
people around them, and happy customer is like free advertising.

In the banking industry, the relationship between the customer and the service provider
is a key element of customer satisfaction. Service quality is commonly noted as a
critical prerequisite for satisfying and retaining valued customers (Mohsan et al., 2011).
Additionally, by satisfying customers, banks will be able to retain and reap maximum
benefit from this relationship, which leads to higher rates of profit and customer
retention, which has become one of the most important goals of the marketing strategy

of any bank (Njoki, 2012).

3.2 Defining Customer Satisfaction

By reviewing the literature, the researcher noted a diversity of definitions for customer
satisfaction. Customer satisfaction had become a focus of academic marketing research
since Cardozo's (1965) initial study of customer effort, expectations and satisfaction,

and it refers to "the summary psychological state resulting when the emotion
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surrounding disconfirmed expectations is coupled with the consumer's prior feelings
about the consumption experience™ (Bao, 2015).

Njoki (2012) had noted the definition of Kotler et al. (2002), which is a person's feeling
of joy or disappointment that results from comparing the perceived characteristics of a
product or result with the person's expectations.

Additionally, Kang et al. (2004) had described customer satisfaction as a subjective
evaluation of the outcomes and experiences associated with consuming or using a
product or service; thus, satisfaction exists when customer expectations are fulfilled or
surpassed, and the purchase choice is reinforced (Njoki, 2012).

As well, satisfaction refers to the feeling or attitude toward a product or service after it
has been used (Yacob et al., 2016).

Satisfaction can also be defined as "a judgment that a product or service feature, or the
product of service itself, provided or (is providing) a pleasurable level of consumption-
related fulfillment, including levels of under-or-over fulfillment" (llieska, 2013).

So, customer satisfaction means customer judgment and feeling about the product or
service characteristics and features and how and where they get it.

Consequently, Oliver had classified satisfaction into two types: transactional and overall
or (cumulative) satisfaction. Hence, transactional satisfaction reflects a specific
purchase occasion, while the overall satisfaction reflects the accumulated experience
and impressions for the product or service, and it can be a better predictor of customer

loyalty (Bao, 2015).
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3.3 The importance of Customer Satisfaction

Customer satisfaction is a key factor that affects any operating business. According to
LaBarbera and Mazursky (1983), "satisfaction influences repurchase intentions whereas
dissatisfaction has been seen as a primary reason for customer defection or
discontinuation of purchase." Additionally, JochenWirtz (2003) noted that customer
satisfaction might lead to creating a customer who is more likely to come back to
repurchase and generate customer loyalty and introduce the product to other people
around them. Consequently, this will lead to an increase in the long-term profitability of
the company.

On the other hand, dissatisfaction can also leave effects on many business aspects.
Hoyer and Maclnnis (2001) stated that dissatisfied consumers could decide to:

e Stop buying the good or service.

e Complain to the firm or to a third party and consider returning the item.

e Engage in negative word-of-mouth communication (Phuong, 2017).

Unfortunately, often dissatisfaction about one particular feature of service leads to
dissatisfaction about the service as a whole, even if the satisfaction level about the other
features is high (llieska, 2013).

So, customer satisfaction can have direct effects on repurchase intentions and
customers' positive word of mouth, which will, in turn, affect customer loyalty,

competitive business advantage, and revenues.

3.4 Difficulties Associated with the Concept of Satisfaction
According to Abdullah and Rozario (2009), the level of customer satisfaction maybe

influenced by several internal and external factors, making it difficult to measure and
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determine the level of satisfaction. So, it is not a static process, but it keeps on changing

by each time the customer experiences the service.

In the same vein, Communities Scotland cited in the European Institute of Public

Administration (2008) has listed the following as the difficulties associated with the

concept of satisfaction:

e It is not static, and it changes over time; with new experiences and levels of
awareness.

o ltis likely to be complex and the result of a mix of experiences before, during, and
after the point at which it is measured.

e It is highly connected with social contexts, which are changing and varied, and may
be unpredictable or inexpressible to the service user.

¢ It may be difficult to express the reasons for satisfaction, mainly where less tangible
aspects of services are being considered.

e It may be easier to express the reasons for dissatisfaction, mainly if this is an
exceptional state.

e Without understanding the causes of satisfaction, there is a danger that we might

treat a “good result” as a reason not to change anything (Mensah, 2010).

3.5 Customer Satisfaction Measurement Techniques

There has been a lot of approach to customer satisfaction as well as many ways to
measure customer satisfaction. Kotler and Keller (2006) had highlighted some of the
techniques to measure satisfaction as:

1. Periodic surveys tracking customer satisfaction directly
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2. The customer loss rate. Thus, customers who have stopped buying should be
contacted, and their feedback would help design winning back strategies.

3. Mystery shoppers posted to service provision halls to pose as customers and report
back on strong and weak points experienced.

4. Suggestion and complaints boxes (Njoki, 2012).

In 2001, Bel and Chiao stated that product quality, service quality, and price are fatal

factors that influence customer satisfaction. Consequently, Zeithaml and Bitner (2000)

proved that customer satisfaction is not only influenced by product and service quality

and price but also by situation factors and personal factors. The figure below illustrates

Zeithaml and Bitner's theory.

Product quality Situational factors
Service quality Customer satisfaction
Price Personal factors

Figure (1): Zeithaml and Bitner Model to Measure Customer Satisfaction.

3.6 Value, Satisfaction, and Quality
According to Zeithaml and Bitner (2000), four main factors constitute customers

perceptions of service quality, satisfaction, and value, which are:
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1. Service encounters: which refers to both verbal and non-verbal attitudes which
form the basis for intangible service quality, such as the environment where the
service is (equipment and layout of the place).

2. The evidence of service: as services are intangible and produced and consumed
simultaneously; customers based their search of the level of service provided on
specific proof like employees, process, and physical evidence. Zeithaml and Bitner
(2000) have furnished three proofs; employees, process, and physical evidence.

3. Image: image has been described as subjective knowledge, as an attitude, and as a
combination of product characteristics that are different from the physical product.
Maclnnis and price (1987) described image formation as a procedure by which
ideas, feelings, and previous experiences with an organization are stored in memory
and transformed into meaning based on stored categories.

4. Price: Zeithaml and Bitner (2000) noted that a high service price is associated with
an equal high-quality consumer expectation. Usually, a low price of things, in
general, does not connote inferior or superior quality.

On the other hand, satisfaction is derived from the value proposition offered in specific

products/markets. Cronin et al. (2000) claim that value precedes satisfaction. They

further accentuated that quality affects value. Nguyen and LeBlanc (1998) also
recommend in the results of their study that there is a correlation between service
satisfaction, quality, and value. It is clear from the literature that value is the worth or
importance of gains and losses derived from purchases or consumption of services.
Also, satisfaction and quality are seen as the meeting of the requirements of customers.

Therefore, it could be inferred that the requirements are the same as the importance
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attached to the services. Therefore, the three concepts, quality, satisfaction, and value,

could be used interchangeably (Mensah, 2010).

3.7 Disconfirmation Theory

Disconfirmation theory was developed by Oliver (1980), and it is one of the most
popular schools that seek to explain the satisfaction process.

Theory proponents believe that satisfaction is formed due to the discrepancy between
the perceived performance of a product/service and the customer's expectation.

Thus, customers come to the received service with some expectation. By comparing
their expectations with the perceived performance of the product they purchase or
consume, they either confirm or disconfirm their expectations, resulting in satisfaction

or dissatisfaction, illustrated in the figure below. (Wandaogou and Jalulah, 2011)

Expectation
[} )
Expectation Overal
. ) vera
»| Disconfirmation
Customer
Satisfaction
Y
Perceived
Performance

Figure (2): Disconfirmation Theory
Consequently, Liu et al. (2008) had listed four criteria for measuring the satisfaction
level of customers regarding the purchase and subsequent consumption of goods or

services, which are:
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1. Content: The characteristics of products or services, as well as the underlying
advantages, provide the client with a pleasurable consuming experience.

2. Relived: The alleviation of the negative state of customers' minds by the goods or
services provided

3. Novelty: The level of freshness and excitement that a good or service may bring in
to customers

4. Surprise: The level of amazement and unexpected pleasure brought to people buy
goods or services consumed.

The study of the many stages of the customer relationship life-cycle reveals critical

concerns and aids in depicting the level of customer satisfaction at each stage; thus, at

each step of the relationship, it would be beneficial to emphasize unique consumer

wants and expectations. Client satisfaction denotes the relationship that exists between

the customer and the service provider. It fosters client loyalty and fosters a long-term

relationship between both parties. (Munawar and Fasih, 2014).

3.8 Objectives of Customer Satisfaction Measurement Programs:

1. Measuring and tracking customer satisfaction.

2. Creating profiles of one's strengths and limitations.

3. Determining the importance of certain performance elements in terms of overall
satisfaction.

4. Creating a list of measures to boost client loyalty (llieska, 2013).

3.9 Potential Uses of Collected Customer Satisfaction Information:

1. Assist in recognizing certain satisfaction dimensions' strengths and weaknesses.
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Identifying important customer requirements. Thus focus efforts on those areas that
are most important to the customer.

Monitoring customer satisfaction results at different points of time, This aids in
recognizing trends and patterns that emerge as a company matures and changes,
allowing the organization to adapt and adjust services and products to meet
changing customer requirements.

Provide comparisons to other organizations or within the organization by
department or sub-group, providing a wealth of information to determine strengths
and weaknesses, the effectiveness of product/service components, and
product/service delivery.

Analyze the effectiveness of company processes. Customer satisfaction survey data
can give useful and reliable information to aid in the evaluation of product/service

components and delivery. (llieska, 2013).

3.10 Customer Loyalty

Duffy (2003) proposed that customer loyalty is a feeling of association that a customer

has towards a brand, which would motivate the customer to acquire a good or service

repeatedly. Therefore, customer loyalty incites customers for repeat purchases and

persuades them to refer those products or services to others. As a result, the firm

benefits from significant and improved financial outcomes.

Customer loyalty is generated under the following six assumptions:

1.

2.

3.

It is a function of psychological processes.
It involves bias (which is random).

It involves some decision-making unit.
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4. It may relate to some alternative brands.
5. Behavioral response (the final purchase).

6. Itis expressed over time (post-purchase behavior) (Munawar and Fasih, 2014).

3.11 Customer Satisfaction and Service Quality

Service quality and customer satisfaction are unquestionably the two core notions at the
heart of marketing theory and practice. Many researchers have found empirical supports
for the view of the point that service quality is a determinant of customer satisfaction,
and customer satisfaction came as a result of service quality.

Satisfaction and service quality have certain characteristics, but satisfaction is a broader
term, whereas service quality focuses particularly on service aspects.

Although it is stated, perceived service quality is a component of customer satisfaction
(Agbor, 2011).

Cronin and Taylor (1992) found empirical support for the idea that perceived service
quality led to satisfaction. They stated that customer satisfaction is seen as a
multidimensional construct along the same dimensions that constitute service quality.

In the e-context, several researchers such as Lee and Lin (2005), Collier and Bienstock
(2006), and Shamdasani (2008) have confirmed the impact of e-quality on both
satisfaction and loyalty (Baykal, 2016).

Despite strong correlations between service quality and customer satisfaction, Baker
(2013) had noted that the two constructs are, in fact, different from the customer's point
of view. Thus, Brady and Cronin (2001) attempted to clarify the definition and nature of

the service quality and satisfaction constructs, provided empirical evidence for the
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concept that service quality was a precursor to the construct of superior satisfaction
(Gambo, 2016).

Arguably, various studies had different views in terms of the relationship that links
satisfaction and quality. McDougall and Levesque (1996, 2000) and Negi (2009)
supported that satisfaction leads to quality. Others, like Parasurman et al. (1988),

proposed that the same attributes determine quality and satisfaction.

3.12 Customer Satisfaction of Electronic Service

Customer satisfaction becomes more important in the case of electronic service. Hence,
Al-Hawari and Toaher (2012) had defined electronic satisfaction as "the outcome of
previous experience with the services provided by the website and allowed this
experience to assess the effectiveness of the distribution channel of the Web and
determine how he satisfied about the website".

So, customer satisfaction for e-service is a mission to achieve financial performance. It
can be a possible customer loss if he could not access the website or if the website is
unsatisfactory. Accordingly, organizations must obtain information on how to satisfy
the e-service customers.

According to Parasuramn et al. (1985), receiving high-quality service will lead to a rise
in customer satisfaction., so Su et al. (2002) emphasize the link between the quality of
service and customer satisfaction, as customer satisfaction depends on the quality of
service provided (Al -Hawary and Al Smeran, 2017).

Yang (2001) discovered a significant relationship between online quality service and
consumer satisfaction based on five e-service quality dimensions: care/help, ease of use,

reliability, and product portfolio. Likewise, Mobarek (2007) proved that customers are
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generally satisfied with e-banking services as a whole. Too, Nupur (2010) stated that
there is a link between customer satisfaction with e-banking and the five SERVQUAL
scale dimensions: reliability, responsiveness, assurance, empathy, and tangibles (Khalil,

2011).

3.13 Customer Satisfaction and E-Banking

According to Gronroos (1998), E-service quality and customer satisfaction are
positively and steadily related together. Indeed, it was also concluded by Parasuraman
(1988) that the relationship between quality of service and customer satisfaction is very
sturdy and durable. Also, Jain and Gupta (2004) concluded that great customer
satisfaction immensely depends on receiving a better and higher quality service.
Furthermore, Asiyanbi and Ishola (2018) confirmed that the degree of customer
satisfaction in the banking sector increases when using E-Banking services. Likewise,
Bei and Chiao (2006) recognized a significant relationship between the quality of the
service and customer satisfaction. Similarly, Ranaweera and Neely (2003) verified that
the quality of E-service is the first step of customers' satisfaction. Finally, Zhou (2004)
stated that the E-Banking service quality related to reliability has a significant effect on

the degree of customer satisfaction (Hammoud et al., 2018).

3.14 Advantages of Electronic Banking Services:
1. Working to reduce costs and increase profitability, as e-services do not need to use
paper for transactions and procedures and save time and effort. Thus, it means

providing services with speed and accuracy
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Allowing banks to expand their activities and reach more customers without
opening new branches, and without regard to time or location, so customers may
request help from anywhere and at any time, allowing the company to access a
larger customer base keep pace with the progressive development of laws and
rules

Improve information security and transaction secrecy for various parties.
Capability to provide innovative financial services that are better tailored to the
needs of consumers.

Improving the efficiency of bank performance and the quality of service given
Increasing the ability of local banks to compete in foreign markets. (El Talla et

al., 2019)
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Chapter 4

Banking Sector

4.1 Introduction

In recent years, greater competition in the banking industry has been driven by
globalization, and banking is seen as an information-intensive service field. It is
considered an ideal center for the successful development of e-commerce because it
highly depends on using the internet to provide quick services that result in customer
satisfaction.

Thus, technology has emerged as a strategic resource for banks in order to attain
efficiency, control operations, productivity, and profitability.(Wandaogou and Jalulah,
2011). Additionally, the findings of Chai et al. (2016) had supported that banks are
highly affected by technology and innovation, and it contributes to sustaining their
competitive advantage and improve business performance.

According to Singh and Malhotra (2004), E-banking can be defined as the deployment
of banking services and products over electronic and communication networks directly
to customers (Wandaogou and Jalulah, 2011).

So, the emergence of technology in the banking sector had led to

1. Increase customer base.

2. Reduce transaction costs.

3. Improve the quality and timeliness of response.

4. Enhance opportunities for advertising and branding.

5. Facilitate self-service and service customization.

6. Improve customer communication and customer relationship management

(Wandaogou and Jalulah, 2011).
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4.2 Palestinian Banking Sector

The Palestinian banking industry was established within the last decade of the last
century. There were solely two banks in Gaza Strip and West Bank at the end of the era
of direct Israeli military occupation, which is the period that preceded the national
authority directly (Sisalem, 2018).

Before that period, at the year 1967, Israeli banks monopolized the banking sector in
both Gaza Strip and West Bank by issuing the Israeli military decision No.7 for the year
1967 on 07/06/1967 to close all Arab banks in Gaza Strip and West Bank. Then, Israeli
banks like (Bank Hapoalim and Bank Leumi, and Bank Mizrahi) and others started to
open branches in the West Bank and Gaza Strip.

Those banks were operating to achieve an occupational role; by withdrawing depositors'
money to be invested in Israel. It did not grant Palestinian citizens any facilitations;
therefore, it lost citizens' trust because they felt that its goal was to enforce the existence
of Israeli occupation.

After that, the Palestinian bank restated its activities in 1981 after the Israeli occupation
allowed it to re-operate in Gaza Strip, and the Israeli Central Bank supervised it. Then,
Cairo Amman Bank -which is a Jordanian bank- had launched its first branch in 1986 in
the West Bank in Nablus, and the Jordanian and Israeli central banks have supervised it.
The Palestinian banking sector is regulated by The Palestinian Monetary Authority
(PMA), which was established as a result of the signing of the Paris Protocol on
Economic Relations between the PNA and Israel in 1994; in order to implement and
regulate monetary policies in Palestine.

Consequently, The Palestinian Monetary Authority started to build the money and

banking system and ensure stability and promote economic growth in the Palestinian
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territories until the Palestinian banking system became one of the best systems in the
region (Shamallakh, 2014).

From another perspective, customers of Palestinian banks are divided into several
categories, which are: employees who are the most numerous, businessmen and traders
who are the most in touch, as well as customers with saving accounts, depositors, and
those with limited dealings such as recipients of aids (El-Hinnawi, 2011). Recently,
banks in Palestine have faced huge challenges and difficulties due to the Israeli

occupation and Siege.

4.3 Services Provided by Palestinian Banks

Palestinian operating banks provide all banking services acknowledged within the

world, offering; current and future accounts in several currencies, giving loans and

remittances, documentary credits and bank guarantees, Islamic banking services, online

banking services, and different services (Sisalem, 2018).

More specifically, provided services are:

1. Opening of current accounts of different types (debtor, creditor) using the three
monetary forms traded (Dinar, Dollar, the shekel, the euro).

2. Issuing checks using the traded currencies.

3. Acknowledgments of a wide range of deposits.

4. Allowing credit facilities for traders and others.

5. Executing Issued transfers and receiving incoming remittances.

6. Managing and organizing subscriptions to new local joint-stock companies.

7. Safes rental to clients.
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8. Issuance and offer of traveler's checks. Issuance of letters of assurance and the
issuance of guarantees and open letters of credit.

9. Installment of checks drawn on the bank or gathering checks drawn on other banks
for bank clients.

10. Purchasing and selling currencies.

11. Financing the acquisition of vehicles, furniture, and premiums (Murabaha and loan)
(Shamallakh, 2014).

Since provided services by Palestinian banks are virtually the same, the level of

competition between banks is continuously increasing, but what distinguishes a bank

from another is the quality of service provided to customers and not the service itself.

(Sisalem, 2018).

4.4 Recent Statistic of the Palestinian Banking Sector

According to the annual report of the Palestinian Monetary Authority (PMA) for the
year 2018, the analysis of the financial statements of the banking sector (as at the end of
2018) showed an increase in the total assets of the banking sector by 1.7% to reach
16,124.9 million dollars.

Also, the direct credit portfolio increased by 5.1%, by about $ 8,432.3 million, with a
percent of 52.3% of the total banking assets.

Consequently, customer's deposits reached $ 12,227.3 million, up 2.0% from 2017. As
well, Banking sector equity increased by 1.1% to reach $ 1,912.0 million (PNA, 2018).
As well, the following tables illustrate the recent statistics related to the Palestinian

banking sector:
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4.5 Number of Working Banks in Palestine and Their Branches

Table (4): Working Banks in Palestine

Item 2016 2017 2018 2019
Number of banks
Local banks 7 7 7 7
Expatriate Banks, including: 8 8 7 7
Jordanian banks 7 7 6 6
Egyptian banks 1 1 1 1
Foreign banks 0 0 0 0
Total 16 15 14 14
Number of branches and offices
Local banks 187 209 227 239
Expatriate Banks, including: 122 128 124 131
Jordanian banks 116 121 117 124
Egyptian banks 6 7 7 7
Foreign banks 0 0 0 0
Total 309 337 351 370

4.6 Operating Banks in Palestine

Table (5): Operating Banks in Palestine.

) No. of branches and
# bank Establishment year )
offices
Local banks

1 Bank of Palestine 1960 73
2 Palestinian investment bank 1995 20
3 Islamic Arab Bank 1996 25
4 Palestinian Islamic Bank 1997 45
5 Al-Quds Bank 1995 39
6 National bank 2006 28
7 Al Safa bank 2016 9
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Expatriate Banks

1 Cairo-Amman Bank 1986 22
2 Avrabic bank 1994 32
3 Jordan bank 1994 38
4 Egyptian Arab Land Bank 1994 7
5 Jordan Commercial Bank 1994 7
6 Jordan Ahli Bank 1995 10
7 Housing bank 1995 15

4.7 Palestinian Banks Financial Indicators

Table (6): Financial Indicators for Palestinian Banks

Item 2016 2017 2018 2019
Number of depositors' 3,072,923 3,208,783 3,471,849 3,686,875
accounts
Total Deposits (Million 10,604.7 11,982.5 12,227.3 13,384.7
UsD)
Total facilities (Million 6,871.9 8,026.0 8,432.3 9,036.6
UsD)
Number of ATM's 622 644 690 715
Number of Credit 118,076 98,041 103,057 105,216
Cards
Number of Debit Cards 547,019 695,120 816,329 866,812
Number of ATM's 165,763 132,772 114,966 128,095
cards

4.8 E-services Provided by Palestinian Banks
There is a wide range of electronic services provided by Palestinian banks to its
customers, and they are relatively the same. The provided E-services can be divided into

four categories as follows:
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1. E-service Related to Cards, Including:
e ATM's cards (withdraw and deposit both cash and cheques).
e Credit cards.
e Master cards.
e Easy life.
2. Internet Banking Services
They provide a wide range of services by signing up an account for each client (user)
on the bank's website, where the client can perform many transactions, such as
transferring money, requesting checkbook, currency exchange, requesting bank
statements, etc.
3. Mobile Banking Services
Providing internet banking services through a specific mobile application, which is
available for both Android and 10S.
4. SMS Services
By which customer is kept informed about all transactions performed on his banking
account
5. Auto-Islami
A new type of interactive service is provided by a Palestinian Islamic bank, which
depends on using social media to interact with customers and immediately answer their

queries.



Table (7): Shows The E-Services Provided By Each Bank.

# Bank

E-services

1 Bank of Palestine

Mobile Banking

Online Banking Services

USSD Service

SMS Services

Interactive VVoice Response (IVR) Services
Automated Payment Services

2 TNB

TNB Online Banking
Mobile Banking

The Digital Service Center
Cardless Service

3 SAFA Bank

Internet Banking Service
SMS Service

ATM Service

Cash deposit

Mobile bank

4 Quds Bank

ATM Cards

SMS Service

SMS Services upon Request (SMS Pull)
Online Banking

5 Palestinian Islamic Bank:

Digital Contact Center
Electronic Payment Service
Currency Exchange
ISLAMI ONLINE
ISLAMI MOBILE
ISLAMI AUTO

SMS Service

ATM Service

Cash Deposits

6 Arab Islamic Bank

Internet Bank

SMS Service

Call Center

Mobile Bank

Advance Reservation
ATM Service
Immediate Bill Payment

7 Palestine Investment Bank

Cash cab
ATM Service

8 Arab Bank:

ATM

ARABI Mobile
I™

SMS Express
ARABI Online
Direct Sales



https://www.safabank.ps/en/page/online-banking
https://www.safabank.ps/en/page/sms
https://www.safabank.ps/en/page/atm
https://www.arabbank.ps/mainmenu/home/ways-to-bank/atm
https://www.arabbank.ps/mainmenu/home/ways-to-bank/arabi-mobile
https://www.arabbank.ps/mainmenu/home/ways-to-bank/itm
https://www.arabbank.ps/mainmenu/home/ways-to-bank/sms
https://www.arabbank.ps/mainmenu/home/ways-to-bank/arabi-online
https://www.arabbank.ps/mainmenu/home/ways-to-bank/direct-sales
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Customer Care Center
ARABICONNECT

Branches & ATMs Network
Corporate Business Center
Customer Biometric Recognition

Cairo Amman Bank

ATM Service
Internet Banking
Mobile Application
SMS Banking

10

Housing Bank

ATM Machines in Palestine.
ISKAN Online — Palestine.

11

Bank of Jordan

SMS Services
ATM Service
BOJ online

12

Al-Ahli Bank:

AL AHLI Online

AL AHLI Mobile

Self Service

Push Notification

Apple Pay

AL AHLI Phone Banking
ALAHLI ATM

13

Egyptian Arab Land Bank:

Online banking
AL-AQARI Mobile
SMS Services
Information Security

4.9 Main E-services Provided by Palestinian Banks:

1. Automated Teller Machine: These are devices that are placed in various locations,

either by the wall or separately, and are linked to the bank’s network, through plastic

cards or smart cards which access to various services including cash withdrawals,

deposits, purchases, inquiries, bill payments, and other transactions; without the need

for the bank's employees.

Through ATM's the office burdens of the bank's employees can be reduced, as well

as reduce the time, effort, and costs of customers.



https://www.arabbank.ps/mainmenu/home/ways-to-bank/Customer-Care-Center
https://www.arabbank.ps/mainmenu/home/ways-to-bank/ArabiConnect
https://www.arabbank.ps/mainmenu/home/ways-to-bank/branches
https://www.arabbank.ps/mainmenu/home/ways-to-bank/corporate-business-center
https://www.arabbank.ps/mainmenu/home/ways-to-bank/customer-biometric-recognition
https://www.cab.ps/service-details/205
https://www.cab.ps/service-details/55
https://www.cab.ps/service-details/255
https://www.cab.ps/service-details/247
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2. Mobile banking: Applications and software developed by banks on mobile devices
that enable the implementation of banking operations via electronic procedures via
the internet and mobile phones.

The concept of providing these services is based on a prior agreement between the
bank that provides this service and the mobile service providers, where they
collaborate to put the customer data on the chip on which his mobile phone
operates, so the customer can pay for the prices of the goods and services he
receives by using his mobile phone, as well as to make electronic money transfers
via SMS. The services offered by Mobile Banking are
e Inquiry about the account balance.
¢ Inquire about the latest ten (10) transactions on the account.
e Transfer from one account to another.
e Request for account statement
e Make a request for a checkbook.
e Summarising account balances.
e Change the PIN.
e Stop your Visa Electron card.
e Paying the bills.
e Exchange Rates.
e Interest rates.

3. Internet Banking Services: this means using the Internet and telecommunications
networks to provide a wide range of products and services to customers. Thus,
through banks' websites, beneficiaries are allowed to transfer, query, pay bills, and

do other operations without limiting the time and place (El Talla et al., 2019).
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4.10E-banking During the Spread of Covid-19

COVID-19 has altered the way people live, interact, and make a purchase. It has
become a global challenge with a significant prevalence rate, and as it exerted
devastating consequences in epidemic, economic and social terms. The fear of COVID-
19 is life-threatening for people around the world. Students are mainly restricted to
online classes, employees are forced to online meetings, and buyers and sellers are
using electronic means. Similarly, banks in affected countries have reduced the
branches working hours, and they recommend their customers use digital banking
services. Thus, the banking sector is getting popular with digital means, as account
holders are already much leaned toward online banking.

Unpredictably, where COVID-19 has shut down businesses around the world and put a

large number of people below the poverty line, there are huge opportunities which were

in specific industries, such as creating information technology businesses,

telehealthcare, and security firms (Hag and Awan, 2020).

The Covid-19 outbreak with its economic effects comes at the end of a decade that had

much significant transformation for the banking industry around the world due to three

main factors, which are:

1. The persistently low level of interest rates, with negative nominal rates in some
jurisdictions in the recent years (which negatively reduce net interest margins as
well as weaker monitoring incentives and laxer lending standards).

2. Increased financial regulation and supervision, including stricter capital and

liquidity requirements, macroprudential instruments, and resolution regimes.
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3. With the massive advent of digitalization and the emergence of FinTech as well as
BigTech companies, these developments have also favoured the entry of new
competitors in banking-related activities.

Hence, The Covid-19 brings new challenges and opportunities for the banking industry.
It is most likely means that interest rates will remain low for a longer time. In the short
run, banks are bound to benefit from being the channel of liquidity support in the crisis,
and it has access to central bank reserves; the profound crisis afflicting the real
economy is expected to result in a new increase in non-performing loans, threatening
banks' stability. While providing at least temporary regulatory and supervisory relief
for banks, the crisis may accentuate the digitalization tendency, leading to substantial
changes in the banking sector.

The banking sector will face deep restructuring, accelerating the pre-Covid-19 trend,

with medium-sized banks suffering since cost efficiencies and IT investment will be
crucial in a persistently low-interest environment. This raises questions over the ability
of some banks to survive the crisis and to generate and attract capital and over the future
structure of the banking sector. Consolidation will be an escape route, but in the post-
Covid-19 world, political obstacles to cross border mergers will resurface as states
become more protective of their national banking champions since banks are considered
strategic (Carletti et al., 2020).

In the Palestinian Context, the Palestinian Bureau of Statistics stated that the closure

procedure, which was imposed by governmental authorities during the spread of Covid-

19, had affected all economic sectors, including insurance and financial institutions.

Published statistics had shown that insurance and financial institutions were affected by

closure instructions during (03/05/2020) to (31/05/2020) as follows:
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99% of insurance and financial institutions were closed during the closure period at
West bank, while 22% were closed at Gaza Strip.

The percentage of closure days were 52% at West Bank and 6% at Gaza Strip.

The decrease in sales and production during the closure period was 97% at West
Bank and 97% at Gaza Strip.

21% of Insurance and financial institutions had faced difficulties in reaching
employees to their work locations.

The percentage of Insurance and financial institutions having a decrease in cash
flow availability were 82.3%.

The Percentage of Insurance and financial institutions having an increase in
returned checks were 8%.

Percentages of institutions having a decrease in the supply of financial services that
are normally available were 64%.

10% of institutions had delayed payments to suppliers or employees in order to face
a shortage in cash flows during closure time.

Regarding employees, 12% of institutions had fired their employees, 10% had
reduced salaries and wages, 14% had reduced working hours, 14% had given their
employees leave with salary, and 11% had given their employees leave without
salary.

The percentage of increasing use of the internet, social media networks, specialized
apps or digital platforms in response to the COVID-19 outbreak was 22%.
Insurance and Financial institutions had noted the needed policies to Support their

Sector Over the COVID-19 Crisis through Exemptions or tax deductions,
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Government purchase of goods and services, Postponing credit payments,

suspending interest payments or renewing debt, and Salary subsidies (PCBS, 2021).

4.11 Previous Studies

The researcher had reviewed many previous studies, which are related to the field of
this study. A number of those studies are listed below, which were used to build the
research literature, and interpret its results.

4.11.1 International and Regional Studies

1. (Alietal., 2017)

"Evaluation of E-Service Quality through Customer Satisfaction (a Case Study of

FBR E-Taxation in Pakistan)"'

The purpose of this study was to investigate the relationship between suggested service
quality dimensions (Responsiveness, Reliability, trust, and empathy) with customer
satisfaction and customer reuse intention in the e-taxation of FBR in Pakistan. Thus, a
sample count of 188 from FBR's e-taxation/e-filling users was used to examine the
study through a detailed semi-structured questionnaire.

The statistical method has been used to check the research model significance
relationship among various variables.

Hence, the result shows that the service quality dimensions, namely responsiveness,
reliability, and trust, have significantly related to customer satisfaction, whereas
empathy was insignificant.

Researchers had suggested improving the service quality through keeping on conducting
a regular and continuous assessment of e-government services with a specific end goal

to meet the suitable changes in the service quality, which can develop taxpayer's
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satisfaction and prompt e-user’s reuse intentions. Additionally, new technologies must
be integrated as a factor to assess service quality.

2. (Seyoum, 2017)

""The impact of service quality on customer satisfaction: the case of Ethio telecom
call center"

This study aimed to assess the overall level of service quality and customer satisfaction
in the Ethio telecom call center and investigate the impact of service quality dimensions
on customer satisfaction.

To do so, the researcher had developed and hypothesized a conceptual model of service
quality dimensions and had used a structured questionnaire as a tool for data collection
among Ethio telecom major customers in Addis Ababa. They have access to use both
980 and 994 access numbers. So that 400 respondents were taken as a sample from
3,157 major customers.

The acquired data were examined statistically using both descriptive and inferential
approaches. The study's findings show that the service quality of Ethio telecom call
center is subpar, and customers are dissatisfied with the service.

Thus, based on the finding, all service quality dimensions significantly impact service
quality and customer satisfaction.

The researcher recommended that Ethio Telecom should work diligently in all
dimensions of service quality to increase the service quality and customer satisfaction of

its call centers.
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3. (Daniel, 2016)

"Effects of service quality on customer retention among commercial banks in
Kenya"

This study aimed to examine the relationship and effect of service quality on customer
satisfaction and retention among commercial banks in Kenya.

The research depended on a descriptive cross-sectional research design, and primary
data was collected from bank customers using a Likert-type scale questionnaire.
Research results indicate that most of the commercial banks in Kenya use the ServQual
dimensions to some extent. Additionally, results indicate a significant relationship
between ServQual dimensions (reliability, assurance, tangibility, empathy, and
responsiveness) and indicators of customer retention (customer trust, customer
satisfaction, level of involvement, communication effectiveness, switching barriers, etc.
and price).

Consequently, the researcher recommended that managers at commercial banks pay
attention to service quality and other factors which may lead to customer retention.

4. (Amin, 2016)

"Internet banking service quality and its implication on e-customer satisfaction
and e-customer loyalty- Malaysia internet banking."

The study aims to examine the internet banking service quality and its implication on e-
customer satisfaction and e-customer loyalty in the context of Malaysian internet
banking.

In order to achieve the study objective, the researcher had developed a structured
questionnaire as a measurement tool, where 1000 questionnaires were distributed

among customers visiting the counters of banks and had experience with internet
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banking services prior to completing the survey. The study population was ten
commercial banks and forty branches in four different cities in Peninsula Malaysia.
Hence, the results found that the relationship between internet banking service quality,
e-customer satisfaction, and e-customer loyalty is significant. Additionally, results
indicated that the efficiency of the website is found to be the key driver of internet
banking service quality, followed by site organization, user-friendliness, and personal
need, respectively.

Furthermore, the researcher had recommended banks to focus on strategic choice in
increasing consumer awareness and acceptance of new technology (banking system) in
order to gain competitive advantage; they are also recommended to provide online
transaction procedures, information on how to deal with security problems, and
instructions on how to use internet banking services securely.

5. (Rostami et al., 2016)

""The Impact of E-service Quality on the Improvement of the Level of
Communication with Customers of Bank Melli Branches in South Tehran Affairs
Office™

This research aims to investigate the influence of electronic service quality on the
enhancement of customer communication in Bank Melli branches in the South Tehran
affairs office.

Researchers had used a descriptive cross-sectional study and library and field methods
to collect data, where the study population includes all the customers of Bank Melli
branches in South Tehran, and their number is unlimited.

Researches had distributed a questionnaire among 384 individuals, who were randomly

selected according to Cochran's theorem.
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Hence, the study had concluded that there is a strong and positive relationship between
the quality aspects of e-services quality (efficiency, system availability, commitment to
system implementation, privacy policy, response, and contact) and the level of
communication with customers of Bank Melli's branch in southern Tehran.

In the light of study findings, researchers had recommended expanding the e-service
system, installing more ATMs machines, speeding up the provision of services, and
responding on time.

6. (Apondi, 2016)

""Service quality, customer satisfaction and loyalty in commercial banks in

Kenya"

This study was conducted to measure the extent to which service quality and customer
satisfaction influence customer loyalty in Commercial Banks.

To achieve the study objective, the researcher had used a questionnaire to collect data
from a pool of 300 respondents chosen using stratified random and systematic sampling
processes; then, Data analysis was done through Pearson correlation and regression
analysis.

Therefore, findings revealed that there was a positive and significant relationship
between service quality, customer satisfaction, and customer loyalty. Additionally,
results indicate that service quality and customer satisfaction are critical success factors
that influence an organization's competitiveness.

So, the study had recommended banks adopt the model, which consists of three
constructs, in order to create and maintain customer loyalty, improve performance, and

gain a competitive advantage.
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7. (BaykaL 2016)

""The effect of e-service quality on customer perception''

The purpose of this study is to explore the roles of e-service quality dimensions on
attitudes and feelings of customers and to develop a conceptual framework to identify
the antecedents and consequences of E-SQ based on grounded theory analysis of
literature.

Based on inductive research, the researcher developed a conceptual model primarily
based on Parasuraman's E-SQ model (2005), which is being most extensively and
successfully used model in service quality measurement in the twenty-first century and
has a wide coverage of factors included in other models. Thus, Parasuraman's
dimensions are grouped into factors as Technology Factors, Shopping Factors, and
Product Factors.

The main result of the study was constructing a conceptual model that has a broad
coverage of critical dimensions of e-service quality according to their effect on
consumer satisfaction and loyalty by presenting some extra dimensions like product
quality, product assortment, and product customization to perceived e-service quality
build likewise to Parasuraman's E-SQ.

The study had recommended important implications for web merchants by indicating
the need to develop online systems, which are trustworthy, user-friendly, secured,
responsive, personalized, and product rich to encourage repeating visits and repurchase

intentions of their customers.



59

8. (Blutetal., 2015)

"E-Service Quality: A Meta-Analytic Review"

The study aims to develop a conceptual framework relating different components of e-
service quality to its outcomes. The framework is tested empirically using a meta-
analysis of 89 independent samples representing 31,264 individual observations.
Researchers had summarized the impact of e-service quality on key outcomes (customer
satisfaction, repurchase intentions, and word-of-mouth), just as the moderating impact
of three contextual factors (country culture, regulatory environment, and industry
context). Results demonstrate that e-service quality has four underlying dimensions
(website design, fulfillment, customer service, and security/privacy). However, their
relevance for overall e-service quality is moderated by country-specific (uncertainty
avoidance, masculinity, power distance, individualism), regulatory environment-specific
(financial secrecy, the rule of law), and industry-specific (services/goods,
retailing/banking) factors as well as research-design factors.

The researcher recommended that firms use their study findings to refine their strategy
by focusing on specific components of e-service quality to improve results such as
customer satisfaction, repurchase intentions, and word-of-mouth, and to implement
specific strategies in countries with different cultures regulatory regimes.

9. (Al-Smeran, 2017)

"Impact of Electronic Service Quality on Customers Satisfaction of Islamic Banks
in Jordan™

This study aimed to investigate the impact of electronic service quality on customer
satisfaction of Islamic Bank in Jordan. The Electronic Service Quality represented by

(Reliability, Ease of use, Effectiveness, Web Site Design, privacy, and Responsiveness)
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The researcher had used a questionnaire as a data collection tool. A sample of 300
participants was selected from the study population, which was customers of Islamic
Banks in the northern territory of Jordan (Jordanian Islamic Bank, International Arab
Islamic Bank). Them SPSS had been used to examine the study hypothesis and analyze
results.

The researcher found that there is a statistically significant impact of the Electronic
Service Quality (Ease of use, Web Site Design, privacy, and Responsiveness) on
Customers Satisfaction of Islamic Banks in Jordan. The study indicates that they had an
insignificant impact on customer satisfaction regarding the dimensions of reliability and
effectiveness.

Thus, the study had recommended the use of specialists in the field of electronic sites
design in particular, because the site attractiveness needs sufficient experience in this
area to support its attractiveness for customers, in addition, to benefit from the
experiences of the developed countries in the field of software technology control and
protection of client information.

10. (Abdulfattah, 2012)

""The effect of electronic customer relationship on customer satisfaction a study on
web banking in Saudi Arabia."

This study aimed to examine the effect of various electronic customer relationship
management (E-CRM) features at the different stages of the transaction cycle (pre-
transaction, during-transaction, and post-transaction) on customer satisfaction on bank's

websites in Saudi Arabia.
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The researcher had used a questionnaire as a data collection tool, where six basic
hypotheses were tested (E-CRM features) against seven service quality dimensions
selected from the SERVQUAL instrument.

Hence, the empirical analysis was carried out using a structural equation model.
Research had concluded that the use of E-CRM in building customer relationships
affected online customer satisfaction and service quality.

Therefore, the researcher highlighted the critical dimensions of service quality, which
managers in the banking sector are recommended to invest in when drawing their
customer satisfaction strategies.

4.11.2 Local Studies

1. (Abu Awad, 2020)

""Customers' Acceptance of E-Banking Services in Hebron City™

The study aimed at identifying the extent of customers' acceptance of the use of
Palestinian banks' online banking services. The descriptive-analytical approach was
used, in which investigates the phenomena as it exists in the reality and expresses it both
quantitatively and qualitatively.

A questionnaire was prepared to meet the study's objectives, and the study population
comprises of all clients of Hebron City banks, which are 12 banks dispersed over 24
branches, throughout the academic year 2019-2020. The study sample consisted of 226
Hebron city bank clients.

Data collected through surveys, and were evaluated using a variety of statistical
techniques including correlation measures (T) test, monovariance analysis, test Anova

(One Way), the Schiffe test, and the multiple linear regression analysis.
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The study concluded that there is a high degree of customer’s acceptance of the use of
Palestinian banks’ online banking services, and the cash deposit service using the ATM
is the most often accepted by clients, followed by a medium level of usage of services
and queries available through the Internet banking., While services and queries through
ATMs are the least accepted by clients with a minor difference. Also, There is a
statistically significant positive correlation between the use of the online banking
service provided by the bank and the ease of use of the online banking service and the
regularity of the online banking service provided by the bank. This shows that the easier
to use regularity online banking services, the more widely used online banking services.
Based on the findings, the study recommended ensuring the continuous availability of
ATM services and attempting to find a mechanism to feed it without interfering with its
operation, issuing ATM cards to businesses, providing a private ATM for businesses
with large amounts of money in terms of withdrawals and deposits, and providing a
private ATM for businesses with large amounts of money in terms of withdrawals and
deposits., and encourage customers over the age of (60) years to use online banking
services.

2. (Abu Mezar, 2019).

"The Quality of Banking Services of The Palestinian Banks Operating in the City
of Hebron: A comparative Study between Islamic Banks and Commercial Banks.""
The study pointed to recognize the quality of banking services within the Palestinian
banks working within the city of Hebron through a comparison between Islamic banks
and commercial banks from the point of view of clients. To realize the objective of the
study «the quantitative approach was utilized through the "comparative study" strategy.

The study was conducted on a sample of 390 people from the clients of the seven banks
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working within the city of Hebron <recovering 371 questionnaires with a 95% recovery
rate. The study concluded that there are no statistically critical differences within the
level of significance between commercial and Islamic banks within the quality of
banking services offered. The study displayed a number of recommendations <the most
vital of which are the recognizable proof of the Islamic and commercial banks working
within the city of Hebron at the time of completion of managing an account benefit to
clients more precisely.

The Palestinian Monetary Authority is recommended to oblige banks to review the
quality of banking services permanently. Conduct comparative studies on the quality of
banking services between banks operating in Palestine and regional banks.

3. (Lahlouh and Zain Al-Deen, 2016)

“The impact of the quality of banking services on customer satisfaction in
commercial banks in Nabuls”

This study aims to identify the level of quality of banking services at Nablus and
examine the relative importance of the different dimensions representing the quality of
banking service. The study included an intended sample of clients from 11 commercial
banks.

The study revealed the overall quality of banking services in the dimensions of safety,
trust, and tangible material aspects. However, in return, it did not give the same
attention to the practical aspects such as responding to customers' desires, helping them,
developing the service provided to them, and personal attention to the customer.

Hence, the study recommended that commercial banks adopt service quality as a
strategy for development and competition, continuously enhance their use of technology

in providing services, and regularly measure the level of service quality.
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4. (Khrewesh, 2011)

“E-banking Adoption Model in Palestine”

This research aims at investigating Factors affecting Customers' Reception of E-banking
Technology in Palestine. Additionally, the research plans to present the E-banking
adoption model, which can help the banking sector in Palestine. This model could help
in spreading E-banking innovation among Palestinian society. Literature was reviewed
to define a research framework that is based on the extension of the Technology
Acceptance Model (TAM) with Theory of Planned Behavior (TPB), Perceived Risk,
Technology Usage, and Bank's Role.

The research used both qualitative and quantitative research methodology. Qualitative
data were gathered by interviews with IT bankers and specific banks' clients Likewise,
A survey designed for this aim was used to collect quantitative data from a random
sample of one thousand and ten (n=1010) Palestinian bank clients. We were able to
retrieve 739 items (n=739) questionnaires with a response rate of seventy-three percent
(73%).

The research questionnaire was gathered, coded, and entered into SPSS v 17 to analyze
factors affecting customers' reception of E-banking Technology in Palestine. Different
statistical processes were utilized, such as frequency, means, percentages, in order to
answer and test the research questions and hypotheses.

5. (Al Fogahaa, 2012)

“Factors Affecting Customers Satisfaction with Islamic Banking Services in

Palestine”
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The study aims to explain the perceived impact of the dimensions of service quality of
Islamic banking, the role of the image of Islamic banks perceived by customers, and
customers' trust in the level of customer satisfaction.

The study was based on three assumptions, and its population consisted of the clients of
Islamic banks in three cities of West Bank. The study sample was (376) clients.

The study results showed that there is a statistically significant effect on reliability and
collateral on customer satisfaction with the services of Islamic banks. In addition to the
existence of a moral influence on the independent study variables (Islamic, quality of
banking services, trust, and institutional image) on customer satisfaction.

Hence, the researcher had recommended Islamic banks enhance their tangible
environment, focus more on marketing their banking operations, and work continuously

to enhance their customer satisfaction level.
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Chapter 5

Research Design and Methodology

5.1 Overview:

This chapter aims to define and clarify the implemented methodology in this research,
which measures the impact of e-service quality on customer satisfaction "an empirical
study on banking services in Ramallah”. The researcher relies upon a few strategies to
achieve this review and accomplish the expressed objectives, which are the data about
the research methodology, research design, research population, survey design and
procedures, data measurement, testing survey validity and reliability, test normality, and

statistical data analysis tools.

5.2 Research Approach

This research tries to figure out the impact of e-service quality on customer satisfaction
at Palestinian banks in Ramallah. In this research, the deductive method a quantitative
approach was used.

Creswell (1994) stated that quantitative research described a phenomenon by gathering
numerical data and analyzing it mathematically. Quantitative research reaches a broader
part of the problem using the deductive approach; the researcher used questionnaires as

a tool for this approach.

5.3 Population and sample size:
The research population represents the cases or group of members that the researcher

was studying (Saunders et al., 2009).
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In the current study, the researcher focuses on Palestinian banks customers who use e-
banking services in the city of Ramallah for easy access to the researcher to be the study
population. And since it will be impossible to cover all people who utilize online
banking services, as a result, the study will include 500 people and will look at how they
utilize the internet banking services.

For sampling, a random sample of 500 respondents was chosen to be the study sample,
and the samples were distributed using Google forms in a convenience sampling
method. The total number of questionnaires retrieved was 455, whereas the total number
of valid questionnaires for analysis was 411, with a recovery rate of approximately

82%.

5.4 Conceptual model of this study

This study had used a theoretical model that describes the relationship between E-
service quality dimensions (independent variables) and customer satisfaction (dependent
variables). The model was built in the light of several previous models and studies see
table (5.1). The researcher had utilized the most common shared service quality
dimensions in Internet banking, which are:

1. Efficiency

N

Reliability

w

Responsiveness
4. Fulfillment

5. Privacy
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The model includes dimensions that are widely shared with most of the models, and it
is applied to the banking sector, which is the field of our study. Thus, this model was

highly recommended to be used for this study.

Demographic Variables

(Gender, Age, Educational Level, Job Nature)

Efficiency

Reliability

Responsiveness . )
P E-service quality

# > Customer Perception of

Fulfillment

Privacy

Figure (3) Proposed Framework for E-service Quality

Efficiency

Zeithaml et al. (2002) had defined efficiency as "The ability of the customers to get to a
website, find their desired product and information associated with it."

Issues that related to efficiency would include the speed of login and logout time,
easiness to find all the information from the bank'’s site, simplicity of use, and easiness

to find the policy and notice statement on the bank site.
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Reliability

According to the SERVQUAL model, reliability was defined as the "ability to perform
the promised service dependably and accurately” (Parasuraman et al., 1988). It occurs
when the customer views the services provided as reliable or perfect.

Reliability is also viewed as providing service through “time conscious staff” with' "less
queue."

Hence, achieving the required level of reliability requires sufficient attention toward
Materials (good library and Computer facilities), service time, availability of Shop
assistance (Agbor, 2011).

Additionally, reliability includes uniformity of the bank performance, dependability of
the customers on the bank, providing accurate bills to the customers, proper record-
keeping by the banks, and providing the required service at the right time (Kumar et al.,
Shyam, 2020).

e Responsiveness

Based on the SERVQUAL model, responsiveness refers to "willingness to help
customers pleasantly and effectively and provide prompt service™ (Parasuraman et al.,
1988). Therefore, it was viewed in terms of "service time" and "shop assistance"
(Agbor, 2011).

In other words, responsiveness includes motivation or inclination of bank employees to
provide the service to the customers, service suitability like providing transaction slip
right away, call back facility to the customers, providing instant service (Kumar et al.,

2020).
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e Fulfillment

Zeithaml et al. (2002) had to define both accuracies of service promises and deliver the
product in the promised time as measuring criteria for fulfillment.

Hence, fulfillment is related to confirming services, the bank's site provides a
confirmation of the service ordered, and the bank's site performs the service right the
first time.

e Privacy

It refers to the level by which credit card information is secure and information is not
shared.

Related issues would be showing care about collecting personal information. The bank's
site does not use cookies to collect personal information. The bank site is secure for
credit card information, and the customer can rely on that the information he gives

would not be misused.

5.5 Quantitative Method — Questionnaire

A massive volume of numbers is generated in the quantitative approach and needs to be
summarized, described, and analyzed. Numerical data and statistics are used in the
quantitative approach to characterize a phenomenon and discover the relationships
between its variables. However, to simplify the data characteristics, it could be
presented on graphs and charts, in addition to cross-tabulation and calculating means
and standard deviations (Lacey and Luff, 2007). Regarding this research and its
questions and after a comprehensive literature review, a primary questionnaire was
established, consisting of 7 questions, and aimed to discover the three most used e-

services. It had been distributed among 13 banks operating in Ramallah (appendix C).
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The results of this questionnaire were a predictor for the main used e-services, showing

that the most used e-services at Palestinian banks are ATM, mobile banking, and online

banking, respectively (appendix D).

Then, research questionnaire was designed depending on the following questionnaire

procedures:

1. The questionnaire is designed by the researcher based on reviewing literature and e-
service models.

2. The questionnaire is reviewed and modified by the research's supervisor.

3. The modified copy is given to several academic referees. The referee's list is
attached in (appendix E).

4. The questionnaire is then modified based on the referee's comments.

5. Based on these modifications, it is concluded that the questionnaire is ready to be
distributed as a final copy.

The researcher first designs the Arabic language questionnaire (Appendix B) to make it

easier for understanding. After the distribution and collection of the questionnaire, it

was translated into English (appendix A). The researcher in both copies depends on the

clear and straightforward language. The questionnaires were distributed with a covering

letter; this letter clarifies the research purpose, the responding way, the research aim,

and the information security in order to have a high response rate.

The Research Questionnaire Involves the Following:
1. Section one includes demographic data.
2. Section two includes information about the independent research variables

(Efficiency, Reliability, Responsiveness, Fulfillment, and Privacy)
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3. Section three includes information about the research dependent variable (Customer

satisfaction of E-service quality).

5.6 Questionnaire Building and Design

The research questionnaire was built by reviewing previous related studies and models.

The following table illustrates the referenced studies for each variable and its items.

Table (8): Previous Studies Used For Building and Designing Questionnaire

Mobile Banking

Variables Statements Sub-Variables Researchers’ Sources
) o (Sagib& Zapan, 2014)
Mobile banking is simple to use Ease of use .
(Nisha, 2016)
(Saha & Zhao, 2012)
>
2 Mobile banking makes my banking (Zeithaml et al., (2000)
2 _ ) Easy Info access
2 information easy to access (Parasuraman et al., 2005)
m
(Lee & Wu (2011)
Mobile banking takes a short time to Problem’s (Keno & Meku, 2018)
respond to my banking problems response speed (Barun et al., 2014)
I know exactly when my transaction will (Sagib& Zapan, 2014)
be Accuracy (Nisha, 2016)
performed (Saha & Zhao, 2012)
> Mobile banking services perform Performance (Toor et al., 2016)
;; reliably reliability (Zhilin et al., 2004)
E (Keno & Meku, 2018)
The operation of mobile banking is o (Narteh et al., 2015)
App reliability
dependable (Jha et al., 2014)
(Phan&Nham, 2016)
Mobile banking provides prompt (Sagib& Zapan, 2014)
) L problem prompt
responses if my transaction is not (Nisha, 2016)
o response
8 processed (Saha & Zhao, 2012)
2 If there is a mistake in a transaction, ) |- (Akinci etal., 2010)
z ] _ L Effective handling '
3 mobile banking app corrects it right . (Parasuraman et al., 2005)
o ] of mistakes v
104 effectively

Mobile banking provides me with

Precise service

(zhilin et al., 2004)
(Narteh, 2015)
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Mobile Banking

Variables Statements Sub-Variables Researchers’ Sources
precise banking services
Mobile banking provides a confirmation | Service (Saha & Zhao,2012)
of the service ordered confirmation (Parasuraman et al., 2005)
§ Mobile banking fulfills the majority of Quick (Akinci et al., 2010)
é my financial needs confirmation (Purani, 2008)
E Mobile banking promptly informs me (Narteh, 2015)
about important situations (payments, Prompt informing (Khan & Abdulla, 2019)
etc.)
It’s safe to release my banking (Nisha, 2016)
information to mobile banking services Info safety (Saha & Zhao, 2012)
Mobile banking is secure for my credit Secure mobile for (Parasuraman et al., 2005)
§ card information payment (Alawneh et al., 2013)
E (Purani et al., 2008)
Online transactions that are carried out Transaction (Lee & Wu, 2011)
on mobile are secure security (Collier, 2006)
(Puriwat & Tripopsakul, 2018 )
Online Banking
Variables Statements Sub-Variable Researchers’ Sources
The speed of online bank’s site processes . . — (Sagib& Zapan, 2014)
e.g., (login, logout, transactions). Login process simple — (Nisha, 2016)
- The online bank’s site is simple to use Ease of use - (Saha & Zhao, 2012)
§ —  (Zeithaml et al., (2000)
= —  (Parasuraman et al., 2005)
- Information at this site is well organized Info organized - (Lee & Wu (2011)
— (Keno & Meku, 2018)
— (Barunetal., 2014)
I can rely on the online bank’s site Proper website — (Sagib& Zapan, 2014)
functioning properly functionality —  (Nisha, 2016)
The online bank’s site is up and running Good network — (Saha & Zhao, 2012)
g all the time construction —  (Toor et al., 2016)
§ Understandable —  (Zhilin et al., 2004)

Information content in the online bank’s

site is easy to understand

/comprehensible

content

—  (Keno & Meku, 2018)
— (Narteh et al., 2015)
—  (Jhaetal., 2014)
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(Phan & Nham, 2016)

The online bank’s site promptly responds
to my requests which | made by e-mail or

other channels

Prompt response -

(Sagib& Zapan, 2014)
(Nisha, 2016)
(Saha & Zhao, 2012)

ﬁ The online bank’s site takes care of Prompt problems —  (Akinci et al., 2010)
c .
g problems promptly handling —  (Parasuraman et al., 2005)
[%2]
S The online bank’s site informs me of _ ili
§ . - . Prompt info update (zhilin et al., 2004)
& important information promptly —  (Narteh, 2015)
The online bank’s site has live online )
) ) Online customer
customer service representatives for the ] )
i service representative
service support
The online bank’s site provides a ) i . — (Saha & Zhao, 2012)
) . . Service confirmation
confirmation of the service ordered — (Parasuraman et al., 2005)
é The online bank’s site delivers services Dependable services —  (Akinci et al., 2010)
= when promised delivery —  (Purani, 2008)
>
- The online bank’s site delivers the most — (Narteh, 2015)
. Relevant responses
relevant results as specified — (Khan & Abdulla, 2019)
The online bank’s site is secure for my Secure website for — (Nisha, 2016)
credit card information payment — (Saha & Zhao, 2012)
-~ The online bank’s site allows me only to — (Parasuraman et al., 2005)
[&]
_‘g access my account; no one else can Account security —  (Alawneh et al., 2013)
S
o access it —  (Purani et al., 2008)
The online bank’s site provides high _
] ) ] Transaction security (Lee & Wu, 2011)
protection for my banking transaction ~  (Collier, 2006)
Online banking’s site protects my info . . —  (Puriwat & Tripopsakul,
] i Web info protection ( Pop
from sharing with others 2018)
ATM
Variables Statements Sub-Variable Researchers’ Sources
Cash is always available in ATM Cash availability —  (Sagib& Zapan, 2014)
Notes(currency) are available in ATM machines Notes quality —  (Nisha, 2016)
on good quality —  (Saha & Zhao, 2012)
> ATM machines can be accessed anywhere inthe | ATM city availability/ |~ (Zeithaml et al., (2000)
% city at researchable distance ATM distribution —  (Parasuraman et al.,
i 2005)

ATM card) are working smoothly

ATM parts, e.g., ( touch screen, keypad and

Parts work smoothly

- (Lee & Wu (2011)
—  (Keno & Meku, 2018)
— (Barunetal., 2014)
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ATM is always available to use

ATM use availability

The money notes from my ATM are original. (no

counterfeit money)

Generator availability

(Sagib& Zapan, 2014)
(Nisha, 2016)
(Saha & Zhao, 2012)

> (Toor et al., 2016)
= I am informed after every transaction is done on .
= (zhilin et al., 2004)
= ATM. e.g., by SMS .
& Transactions (Keno & Meku, 2018)
notification (Narteh et al., 2015)
(Jhaet al., 2014)
(Phan & Nham, 2016)
ATM support person is available to set right the | On-call Customer (Sagib& Zapan, 2014)
problems. support (Nisha, 2016)
8 ATMs that are broken down are promptly fixed Prompt maintained (Saha & Zhao, 2012)
=
2 (Akinci et al., 2010)
(%2}
§_ (Parasuraman et al.,
§ ATM cards (debit cards) are speedily replaced Card replacing speed 2005)
(Zhilin et al., 2004)
(Narteh, 2015)
ATM provides fast services Speed service (Saha & Zhao, 2012)
ATM provides a receipt to confirm transactions transaction confirmation (Parasuraman et al.,
= 2005)
[<5)
= (Akinci et al., 2010)
E ATM fulfills the majority of my financial needs | Services availability (Purani, 2008)
(Narteh, 2015)
(Khan & Abdulla, 2019)
Location of ATM machine is safe to withdraw . (Nisha, 2016)
Safe Location
money (Saha & Zhao, 2012)
Only one person is allowed to enter the ATM . (Parasuraman et al.,
; Cabin privacy
cabin 2005)
é‘ (Alawneh et al., 2013)
>
E (Purani et al., 2008)

In the case of two ATMs in the same place, there

is a partition between them to maintain privacy

Private place for ATM

(Lee & Wu, 2011)
(Collier, 2006)
(Puriwat & Tripopsakul,
2018)
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General E-Services

My bank’s e-services provide me with all the services that I need — (Casaloetal., 2008)

Customer satisfaction:(V1=SV1+SV2+...+SV7) Researchers’ Sources
Statements
1 | lam satisfied with the transaction processing via e-banking services
2 | Ithink I made the correct decision to use the e-banking services —  (Sikdar et al., 2015)
3 | My satisfaction with the e-banking services is high — (Toor et al., 2016)
4 | Overall, e-banking services are better than my expectations —  (Cockrill et al., 2009)
5
6

I like to advice family, friends and relatives to use e-banking services

5.7 Research Methodology:

The researcher depends on the descriptive analysis method as a research methodology to
analyze data. The descriptive analysis focuses on describing the phenomenon,
determining patterns in the data in order to provide an answer to the questions related to
who, what, where, when, and to what extent. It offers what can be known about
capacities, needs, methods, practices, policies, populations, and settings in a way that is
appropriate to a particular research question (Loeb et al., 2017). The researcher depends
on the poll and uses the main program, Statistical Package for the Social Sciences

(SPSS 26).

5.8 Data Sources:

The research followed the analytical/descriptive approach in addition to the statistical
analysis.

The data were collected from primary and secondary resources. The secondary
resources include the use of books, journals, statistics, and web pages. The primary data
were collected by using questionnaires that were developed specifically for this
research. Many of the measurement tools "questionnaires” used by other researchers

were adapted, translated, combined, and modified to fit the purpose of this research. It
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developed one questionnaire distributed to 500 respondents to collect the primary data.

The researcher retrieved 411 out of them.

5.9 Data Measurement

To have the option to choose the appropriate strategy of analysis, the degree of
measurement must be understood. For each sort of estimation, there is/are a fitting
technique/s that can be applied and not others.

In this research, ordinal scales were used. The ordinal scale is positioning or rating
information that ordinarily uses whole numbers in ascending or descending order. The
numbers appointed to the critical (1, 2, 3, 4, 5) do not demonstrate that the interval
between scales is equivalent, nor do they show outright amounts. They are only
mathematical marks. In light of the Likert scale, we have the following:

Table (9): Measurement Scale.

Item Strongly agree Agree Neutral | Disagree Strongly Disagree
Scale 5 4 3 2 1

5.10 Pretest Study

A pretest study of 20 respondents for the questionnaire was conducted before collecting
the results of the sample. It provided a trial run for the questionnaire, which involves
testing the wordings of the question, identifying ambiguous questions, testing the
techniques that are used to collect data, and measuring the effectiveness of standard
invitation to respondents.

5.11 Validity of the Questionnaire:

Validity addresses how much any estimating instrument measures what it is proposed to
measure (Thatcher, 2010). There are numerous perspectives and strategies for assessing

the survey validity:
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5.11.1 Internal Validity:
The internal validity of the questionnaire is measured using the correlation coefficient
between each item in the field and the entire field.
Table (10) shows the correlation coefficient and the total of the fields for each item of
the "efficiency”. The p value (Sig.) is less than 0.05. This shows that the correlation
coefficient for this field is significant at = 0.05. So it means that the items in this field
are consistent and valid for the purpose for which they were designed.

Table (10): Correlation Coefficient of Each Item of “Efficiency” And the Total of This

Field
No. Item Pearson Correlation P-Value
Coefficient (Sig.)

1. Cash is always available in ATM .689* 0.000

2. Notesﬂcurrency) are _ available in ATM 655+ 0.000
machines on good quality

3. ATM machines can be accessed anywhere in 816+ 0.000
Ramallah city at a researchable distance ' '

4, ATM nparts, e.g., (tguch screen, keypad, and P 0.000
ATM card) are working smoothly

5. Mobile banking is simple to use .823* 0.000

6. Mobile banking makes my banking information 377 0.012
easy to access

7. Mobile pankmg takes a short time to respond to e 0.001
my banking problems

8. The_speed of online b.t;mks site processes, e.g., g57 0.000
(login, logout, transactions).

9. The online bank’s site is simple to use .872* 0.000

10. Information at this site is well organized .883* 0.000

* Correlation is significant at the 0.05 level

Table (11) clarifies the correlation coefficient for each item of the "Reliability” and the
field's total. The p-values (Sig.) are less than 0.05, indicating that the correlation
coefficients of this field are significant at = 0.05, implying that the items in this field are

consistent and valid for the purpose for which they were designed.
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Table (11): Correlation Coefficient of Each Item of “Reliability” And The Total Of This

Field
No. Item Pearson Correlation P-Value
Coefficient (Sig.)
1. ATM is always available to use .740% 0.000
2. The mongy notes from my ATM are original. (no 660 0.000
counterfeit money)
3. I am informed after every transaction is done on
.607* 0.000
ATM. e.g., by SMS
4, I know exactly when my transaction will be 5g1* 0.000
performed
5. Mobile banking services perform reliably 712* 0.000
6. The operation of mobile banking is dependable .861* 0.000
7. I can rely on the online bank’s site functioning 837+ 0.000
properly
8. ”l_"he online bank’s site is up and running all the 702 0.000
time
9. Information contained on the online bank's site is 749 0.000
easy to understand

* Correlation is significant at the 0.05 level

Table (12) clarifies the correlation coefficient for each item of the "Responsiveness"” and
the field's total. The p-values (Sig.) are less than 0.05, indicating that the correlation
coefficients of this field are significant at = 0.05, implying that the items in this field are
consistent and valid for the purpose for which they were designed.

Table (12): Correlation Coefficient of Each Item of ""Responsiveness’ And The Total Of

This Field
No. Item Pearson Correlation P-Value
Coefficient (Sig.)
1. ATM support person is available to set right the 8g1* 0.000
problems
2. ATMs that are broken down are promptly fixed .626* 0.000
3. ATM cards (debit cards) are speedily replaced 7156* 0.000
4, Mobile - bar.1k|ng provides prompt responses if my 806* 0.000
transaction is not processed
5. If there is a n_nsttake ina tr_ansactlon, the mobile banking g5 0.000
app corrects it right effectively
6. Mob_lle banking provides me with precise banking 816% 0.000
services
7. The online bank's site promptly responds to my requests
- . .732* 0.000
which I made by e-mail or other channels
8. The online bank’s site takes care of problems promptly .876* 0.000
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9. The onlnine bank’s site informs me of important 751% 0.000
information promptly

10. | The online bank's site has live online customer service 834* 0.000
representatives for the service support ' '

* Correlation is significant at the 0.05 level

Table (13) clarifies the correlation coefficient for each item of the "Fulfillment” and the
field's total. The p-values (Sig.) are less than 0.05, indicating that the correlation
coefficients of this field are significant at = 0.05, implying that the items in this field are
consistent and valid for the purpose for which they were designed.

Table (13): Correlation Coefficient of Each Item of “Fulfillment” And the Total Of This

Field
No. Item Pearson Correlation P-Value
Coefficient (Sig.)

1. ATM provides fast services 812* 0.000

2. ATM provides receipt to confirm transactions .639* 0.000

3. ATM fulfills the majority of my financial needs .645* 0.000

4. Mobile banking provides a confirmation of the service ordered 746> 0.000

5. Mobile banking fulfills the majority of my financial needs .858* 0.000

6. Mobl!e banking promptly informs me about important 708% 0.000
situations (payments, etc.)

7. The online bank’s site provides a confirmation of the service 814% 0.000
ordered

8. The online bank’s site delivers services when promised .619* 0.000

9. The _o_nlme bank’s site delivers the most relevant results as 733% 0.000
specified

* Correlation is significant at the 0.05 level

Table (14) clarifies the correlation coefficient for each item of the "Privacy" and the
field's total. The p-values (Sig.) are less than 0.05, indicating that the correlation
coefficients of this field are significant at = 0.05, implying that the items in this field are

consistent and valid for the purpose for which they were designed.
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Table (14): Correlation coefficient of each item of “Privacy” and the total of this

field
No. Item Pearson Correlation P-Value
Coefficient (Sig.)

1 Location of ATM machine is safe to withdraw 695+ 0.000
money

2. Only one person is allowed to enter the ATM 536* 0.000
cabin

3. In the case of two ATMs in the same place, there 706* 0.000
is a partition between them to maintain privacy ' '

4, It’s _safe to _release my banking information to 627* 0.000
mobile banking services

5. Moblle pankmg is secure for my credit card e 0.000
information

6. Onllrwe transactions that are carried out on g3 0.000
mobile are secure

7. The _onhne b_ank s site is secure for my credit 710* 0.000
card information

8. The online bank's site allows me oply to access 746 0.000
my account; no one else can access it

9. The online _bank s 51te.pr0V1des high protection 707% 0.000
for my banking transaction

10. Onll_ne ba_lnkmg s site protects my info from 735% 0.000
sharing with others

* Correlation is significant at the 0.05 level

Table (15) clarifies the correlation coefficient for each item of the "Customer
satisfaction of E-service quality” and the field's total. The p-values (Sig.) are less than
0.05, indicating that the correlation coefficients of this field are significant at = 0.05,
implying that the items in this field are consistent and valid for the purpose for which

they were designed.
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Table (15): Correlation coefficient of each item of ""Customer satisfaction of E-service

quality’ and the total of this field

No. Item Pearson Correlation P-Value
Coefficient (Sig.)

1. I am S&T’[ISerd \{Vlth the transaction processing via 918* 0.000
e-banking services

2. My satisfaction with the e-banking services is 953 0.000
high

3. My .bank s e-services provide me with all the 888* 0.000
services that | need

4, | thlr?k I maQe the correct decision to use the e- 823* 0.000
banking services

5. Overall,.e—bankmg services are better than my 850* 0.000
expectations

6. I like to advise family, friends, and relatives to 895* 0.000

use e-banking services

* Correlation is significant at the 0.05 level

For measuring the validity of the questionnaire structure, the researcher depends on the
statistical test (structure validity test), which depends on testing the validity of each field
and the validity of the whole questionnaire. In other words, the test examines the

correlation coefficient amongst one field and all the fields of the questionnaire that have

5.11.2 Structure Validity:

the same level of scale.

Table (16) clarifies the correlation coefficient for each field and the whole
questionnaire. The p-values (Sig.) are less than 0.05, so the correlation coefficients of

all the fields are significant at o = 0.05, so it can be said that the fields are valid to be

measured what it was set for to achieve the main aim of the study.
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Table (16): Correlation Coefficient of Each Field And The Whole Questionnaire

No. Field Pearson Correlation P-Value
Coefficient (Sig.)
1. Efficiency .865* 0.000
2. Reliability .901* 0.000
3. Responsiveness .845* 0.000
4, Fulfillment .872* 0.000
5. Privacy .826* 0.000
E-service quality .988* 0.000
Customer satisfaction of E-service quality .883* 0.000

* Correlation is significant at the 0.05 level

5.12 Reliability of the Questionnaire:
The reliability of an instrument is the degree of consistency that measures the attribute;
it is supposed to be measured (George and Mallery, 2006). The lower the variance
produced by an instrument in repeated measurements of an attribute, the better its
dependability. A measuring tool's reliability might be defined as its stability,
consistency, or dependability. The test is given to the same group of people twice, and
the results are compared by computing a reliability coefficient. (George and Mallery,
2006). To ensure the reliability of the questionnaire, Cronbach's Coefficient Alpha

should be applied.

5.13 Cronbach’s Coefficient Alpha
Cronbach's Alpha is intended to measure internal consistency; that is, measure exactly
the same thing? The typical scope of Cronbach's coefficient alpha value between 0.0
and + 1.0 and the higher values reflect a more serious level of inside consistency. The
Cronbach's coefficient alpha was determined for each field of the questionnaire (George

and Mallery, 2006).
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Table (17): Cronbach’'s Alpha for Each Field of the Questionnaire

No. Field Cronbach's Alpha

1. Efficiency 0.921

2. | Reliability 0.883

3. Responsiveness 0.939

4, Fulfillment 0.902

5. Privacy 0.916
E-service quality 0.976
Customer satisfaction of E-service quality 0.943
All items of the questionnaire 0.980

Table (17) shows the values of Cronbach's Alpha for each field of the questionnaire and
the entire questionnaire. For the fields, values of Cronbach's Alpha were in the range
from 0.883 and 0.976. This range is considered high; the result ensures the reliability of
each field of the questionnaire. Cronbach's Alpha equals 0.980 for the entire
questionnaire, which indicates excellent reliability of the entire questionnaire.

As a result, the researcher demonstrated that the questionnaire was valid, reliable, and

acceptable for distribution to the population sample.

5.14 Test of normality
Table (18) shows the results for the Kolmogorov-Smirnov test of normality. From table
(18) the p-value for each variable is greater than 0.05 level of significance. The
distributions of these variables will then be normally distributed. As a result, parametric
tests should be utilized to analyze the statistical data.

Table (18): Kolmogorov-Smirnov Test

Field qumogorov-Smirnov
Statistic P-value

Efficiency 0.579 0.891
Reliability 0.742 0.641
Responsiveness 0.675 0.752
Fulfillment 0.488 0.971
Privacy 0.601 0.863
E-service quality 0.663 0.771
Customer satisfaction of E-service quality 0.709 0.695
All items of the questionnaire 0.551 0.922
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5.15 Statistical analysis Tools
The researcher used both qualitative and quantitative data analysis methodologies to
analyze the data. The data analysis was carried by using (SPSS 26). The researcher
utilizes the following statistical tools:
1) Kolmogorov-Smirnov test of normality.
2) Pearson correlation coefficient for validity.
3) Cronbach's Alpha for Reliability Statistics.
4) Frequency and Descriptive analysis.
5) One-sample T-test.

6) Multiple Linear Regression Model.
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Chapter 6

Data Analysis and Hypotheses Testing

6.1 Personal information

The following table represents the distribution of respondents according to their
demographic information.

As shown, most of the respondents are male. From the researcher's point of view, this
reflects the nature of the Palestinian community, which is characterized as a masculine
society, where men are primarily responsible for performing the job and executing
financial and banking transactions.

Also, most of the respondents are lying in the youth age category from (18-30) and from
(31-40), which is consistent with recent statistics published by the Palestinian Central
Bureau of Statistics for the year 2021; which shows that 28.4% of the Palestinian
population are youth people (www.pcbs.gov.ps, 2021).

Moreover, 51.6% of the study samples live in Ramallah and Al-Bireh, and 65.9% hold a
bachelor's degree. As well, 70.8 of them are private-sector workers, and 34.3% are

receiving salaries ranging from 1950 to 3000 ILS.

Table (19): Personal information (N=411)
Personal information Frequency Percent
Gender Male 275 66.9
Female 136 33.1
18-30 years 172 41.8
31 40 years 178 43.3
Age 41 -50 years 51 12.4
51 - 60 years 9 2.2
More than 60 years 1 0.2
Ramallah and Al-Bireh 212 51.6
The province you live in / closest to Jerusalem 10 37
your residence Hebron 26 63
Bethlehem 5 1.2
Jericho 10 2.4



http://www.pcbs.gov.ps/
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Sulfites 41 10.0
Nablus 35 8.5
Tubas 5 1.2
Qalgilya 10 2.4
Tulkarm 19 4.6
Fetus 1.7
Gaza 0.2
High school or less 2.2
College 15 3.6
Bachelor 271 65.9
Educational Level MA 105 255
PhD 11 2.7
Other - -
Student 8 1.9
public sector employee 50 12.2
private sector employee 291 70.8
Job Nature free work 45 10.9
retired 3 0.7
Unemployed 9 2.2
Other 5 1.2
Less than 1950, ILS 95 23.1
What is your monthly income range? 1950-3000 ILS 141 34.3
(ILS) 3001-5000 ILS 45 10.9
more than 5000 ILS 130 31.6

Hence, the following table shows the personal information of respondents related to

their use of banking services. The table shows that most of the respondents have been

using e-services in banks for 1-5 years. Also, 80% of respondents use mostly mobile

banking, while 77.4% of them are mainly using ATMs, and the other 66.4 are mainly

using online banking. As well, all services are used mainly on a weekly basis.

Though, most of the respondents, with a percent of 33.3% have only one bank account,

which means that the customers are relatively satisfied with the services provided by

their banks. However, having more than one account indicates that customers have

needs that they feel are not satisfied by having one bank, so they opt to have another

bank account.
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Services (N=411)
personal information of respondents related to their use of banking services Frequency Percent
One Only 137 33.3
Two 33 8.0
How many bank accounts do you have?
Three 54 13.1
More than three 187 455
Bank of Palestine 73 17.8
Arab Islamic Bank 55 134
Palestine Islamic Bank 107 26.0
Palestine Investment Bank 4 1.0
Al Quds Bank 15 3.6
ch the bank wh lectronic servi The National Bank TNB 25 6.1
Arab Bank 108 26.3
Cairo Amman Bank 7 1.7
Bank of Jordan 5 1.2
Housing Bank 1 0.2
Egyptian Arab Land Bank - -
Jordan Ahli Bank 3 0.7
) ) ] ATM 318 77.4
What electronic bir;:;ng services do you Mobile Banking 329 80.0
Online Banking 273 66.4
Daily 30 7.3
Weekly 204 49.6
How often do you use ATMs? Monthly 78 19.0
Yearly 5 1.2
Never 94 22.9
Daily 82 20.0
Weekly 157 38.2
How frequently d_o you use mobile Monthly 73 178
banking?
Yearly 9 2.2
Never 90 21.9
Daily 37 9.0
) Weekly 117 28.5
How frequently d(? you use internet Monthly 100 243
banking?
Yearly 6 15
Never 151 36.7
less than one year 56 13.6
How many ygars have you used the 1 year-5 year 247 601
electronic services of the bank you deal
with more than others? 6 years-10 years [ 18.2
More than 10 years 33 8.0

Analysis for each field



https://en.wikipedia.org/w/index.php?title=Bank_of_Palestine&action=edit&redlink=1
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6.2 E-service quality:

6.2.1 Efficiency
Table (21) shows the following results:
The mean of item #5 "Mobile banking is simple to use," equals 4.12 (82.31%), Test-
value = 22.23, and P-value = 0.000, which is smaller than the level of significance
o = 0.05 . Because the test's sign is positive, the mean of this item is significantly higher
than the hypothesized value of 3. We conclude that the respondents agreed with this
item.
The mean of item #7 "Mobile banking takes a short time to respond to my banking
problems,” equals 3.84 (76.84%), Test-value = 15.47, and P-value = 0.000, which is
smaller than the level of significance« = 0.05. Because the test's sign is positive, the
mean of this item is significantly higher than the hypothesized value of 3. We conclude
that the respondents agreed with this item.
The mean of the field "Efficiency” equals 3.97 (79.43%), Test-value = 27.07, and P-
value=0.000, which is smaller than the significance« = 0.05 level. The sign of the test
is positive, so the mean of this field is significantly greater than the hypothesized value
3. It is concluded that the respondents agreed to the field of "Efficiency."”
The above results indicate that respondents enjoy a high level of efficiency while using
internet baking, as it is easy to use and can easily access their required information. The
results fit with the study of (Abu Awad, 2020), where 52.8% of their respondents prefer
and enjoy using internet banking.
However, little improvements can be made to faster the response time of mobile

banking as a result of issues related to preventing Palestinian service providers from
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importing needed technologies such as 4G (or higher) technology on the mobile
network, which exists, it will provide many different of services (Jaroon, 2014).

Table (21): Means and Test Values for “Efficiency”

o <}
c €8 = S ~ X
Item | o sge S| 3o =
=@ Sz < gl 22 o
a c [
1. | Cash is always available in ATM 4.04 0.99 80.88 18.72* | 0.000 4
2. | Notes(currency) are available in .
ATM machines on good quality 3.96 0.96 79.18 17.87 0.000 8
3.| ATM machines can be accessed
anywhere in Ramallah city at a | 3.97 0.99 79.31 17.39* | 0.000 7
researchable distance
4. | ATM parts, e.g.( touch screen,
keypad, and ATM card) are working 3.89 1.00 77.80 1587% | 0.000 9
smoothly
Mobile banking is simple to use 4.12 0.91 82.31 22.23* | 0.000 1
Moblle panklng makes my banking 410 0.99 82.01 20,15 0.000 ’
information easy to access
7. | Mobil ki k hort ti
obile banking tal _es a short time to 384 0.99 76.84 1547% | 0.000 10
respond to my banking problems
8.| The speed of online bank's site
processes, e.g., (login, logout, 4.03 0.93 80.51 18.32* 0.000 6
transactions).
.| Th li K’s site is simpl
9 usee online bank’s site is simple to 407 0.86 81.39 20,63 0.000 3
10| Informatlon at this site is well 4.03 0.88 80.66 1930 | 0000 5
organized
All items of the field 3.97 0.71 79.43 27.07* | 0.000

* The mean is significantly different from 3
6.2.2 Reliability

Table (22): shows the following results:

The mean of item #2 "The money notes from my ATM are original. (No counterfeit
money),” equals 4.64 (92.83%), Test-value = 42.12, and P-value = 0.000, which is
smaller than the level of significance« = 0.05. Because the test's sign is positive, the
mean of this item is significantly higher than the hypothesized value of 3. We conclude
that the respondents agree with this item.

The mean of item #4 "I know exactly when my transaction will be performed,” equals

3.54 (70.88%), Test-value = 9.25, and P-value = 0.000, which is smaller than the level
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of significancea = 0.05. Because the test's sign is positive, the mean of this item is

significantly higher than the hypothesized value of 3. We conclude that the respondents

agree with this item.

The mean of the field "Reliability” equals 4.08 (81.56%), Test-value = 32.54, and P-

value=0.000, which is smaller than the significance« = 0.05 level. The sign of the test

is positive, so the mean of this field is significantly greater than the hypothesized value

3. It is concluded that the respondents agreed to the field of "Reliability.”

The above results indicate that respondents are enjoying high levels of reliability

regarding banking e-services. As well, Aborampah (2010) concluded that reliable banks

could effectively build the confidence of current customers and attract new ones

(Jaroon, 2014).

Table (22): Means and Test Values for “Reliability”

I )
| c 25 - 7:5 S ~ X
tem S| 0O = Q S = 2 [=
£ % |ZES 5 12 ¢
s ~
ATM is always available to use 3.82 0.95 76.42 15.44* 0.000
The money notes from my ATM are |, q, | 4 92.83 42.12% | 0.000
original. (no counterfeit money)
I am informed after every transaction is .
done on ATM. e.g., by SMS 4.56 0.81 91.26 34.55 0.000
I know exactly when my transaction will 354 1.07 70.88 9.05% 0.000
be performed
Mgblle banking services perform 411 0.86 8219 9342 0.000
reliably
The operation of mobile banking is 4.04 0.91 80.73 20.59*% 0.000
dependable
I can rély on the online bank’s site 4.09 0.88 81.76 20.46* 0.000
functioning properly
The onl_me bank’s site is up and running 301 1.00 78.24 15.02% 0.000
all the time
Infor'ma_tlor) contained on the online 3.99 0.95 79.78 1715% | 0.000
bank's site is easy to understand
All items of the field 4.08 0.66 81.56 32.54* 0.000

* The mean is significantly different from 3
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6.2.3 Responsiveness
Table (23): Shows the following results:
The mean of item #6 "Mobile banking provides me with precise banking services,"
equals 3.92 (78.48%), Test-value = 19.08, and P-value = 0.000, which is smaller than
the level of significancea = 0.05. Because the test's sign is positive, the mean of this
item is significantly higher than the hypothesized value of 3. We conclude that the
respondents agree with this item.
The mean of item #5 "If there is a mistake in a transaction, mobile banking app corrects
it right effectively,” equals 3.24 (64.74%), Test-value = 4.00, and P-value = 0.000,
which is smaller than the level of significance« = 0.05. Because the test's sign is
positive, the mean of this item is significantly higher than the hypothesized value of 3.
We conclude that the respondents agree with this item.
The mean of the field "Responsiveness” equals 3.53 (70.55%), Test-value = 13.24, and
P-value = 0.000, which is smaller than the significance « = 0.05 level. The sign of the
test is positive, so the mean of this field is significantly greater than the hypothesized
value. It is concluded that the respondents agreed to the field of "Responsiveness."
The above result is consistent with Abu Awad (2020), who indicate that 76.6% of their
respondents were satisfied with the level of high responsiveness by which electronic
banking services alert them about completing the transaction.
However, according to Jaroon (2018), customer’s satisfaction level was relatively high
regarding error-free records. Such results indicate that customers do not want any error

in their records, while any error could impact their accounts in a way or another.
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Table (23): Means and Test Values for “Responsiveness”

C
5 ~
S @ =)
= = ()
Item 8| o g;\a\ g Y %
| @ E=i 3 = 4
g = <
s a
a
1. ATM support person is available to set 3.39 118 67.80 5.89% 0.000 8
right the problems
2. | ATMs th_at are broken down are 3.29 1.03 65.79 5.02% 0.000 9
promptly fixed
3. | ATM cards (debit cards) are speedily 358 111 7157 9.33* 0.000 5
replaced
4. | Mobile banking provides prompt
responses if my transaction is not 3.70 1.02 73.92 12.41* 0.000 3
processed
5. | If there is a mistake in a transaction, the
mobile banking app corrects it right 3.24 1.08 64.74 4.00* 0.000 10
effectively
6. | Mobile banking provides me with | 54, | g 78.48 19.08* | 0.000 1
precise banking services
7. | The online bank's site promptly
responds to my requests which 1 made 3.67 1.07 73.33 10.34* 0.000 4
by e-mail or other channels
8. | The online bank’s site takes care of 350 107 70.04 7 74 0.000 7
problems promptly
9. _The onlm_e banks' site informs me of 3.79 101 75.75 1288* | 0.000 5
important information promptly
10.| The online bank's site has live online
customer service representatives for the 3.57 1.13 71.43 8.36* 0.000 6
service support
All items of the field 3.53 0.79 70.55 13.24* 0.000

* The mean is significantly different from 3

6.2.4 Fulfilment

Table (24) shows the following results:

The mean of item #2 “ATM provides receipt to confirm transactions” equals 4.32

(86.42%), Test-value = 28.45, and P-value = 0.000 which is smaller than the level of

significancea = 0.05. The sign of the test is positive, so the mean of this item is

significantly greater than the hypothesized value. It is concluded that the respondents

agreed to this item.
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The mean of item #9 "The online bank's site delivers the most relevant results as
specified,” equals 3.73 (74.65%), Test-value = 12.35, and P-value = 0.000, which is
smaller than the level of significance« = 0.05. Because the test's sign is positive, the
mean of this item is significantly higher than the hypothesized value of 3. We conclude
that the respondents agree with this item.

The mean of the field "Fulfillment" equals 4.02 (80.32%), Test-value = 29.89, and P-
value=0.000, which is smaller than the level of significancea = 0.05. The sign of the
test is positive, so the mean of this field is significantly greater than the hypothesized
value 3. It is concluded that the respondents agreed to the field of “Fulfillment."
According to recent statistics published by the Association of Banks in Palestine for
2019, the number of ATM cards had increased by 11% (from 13,000 to 128,000). Also,
the number of ATM's cash withdrawals transactions had increased to reach 14 million
with a total value of 4 milliard dollar. Such results reflect that clients are enjoying a
high level of fulfillment while using ATMs. They transfer their good experience to other
relatives and friends (Association of Banks in Palestine, 2019).

Moreover, 85.9% of Abu Awad (2020) study respondents believe that using e-banking
services can effectively save time and effort, which also fits with (Srour, 2011; and Al-

Bahi, 2016).
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Table (24): Means and Test Values for “Fulfillment”

C
g ~
S @ =)
= = (2}
Item % [a) g ;\5‘ S g %
S| @ E=i 3 = 4
8 [ 7
S o
a
ATM provides fast services 4.15 0.86 83.08 23.98* 0.000 2
ATM prowdes a receipt to confirm 432 0.83 86.42 28.45% | 0.000 1
transactions
ATM fulfills “the majority of my |, o5 | g 80.69 21.09* | 0.000 5
financial needs
Mobile bar_1k|ng provides a confirmation 4.09 0.85 81.82 93 37 0.000 3
of the service ordered
Mobil king fulfills th jority of
obile banking fulfills the majority of | =5 09 | o5 77.75 16.18* | 0.000 7
my financial needs
Mobile banking promptly informs me
about important situations (payments, 3.94 0.92 78.84 18.50* 0.000 6
etc.)
The online bank’s site provides a | ) oo 0.92 81.54 19.29* | 0.000 4
confirmation of the service ordered
The onhne_bank s site delivers services 3.84 0.95 76.70 14.50% 0.000 8
when promised
The online bank’s site _d_ehvers the most 373 0.98 74.65 12.35% 0.000 9
relevant results as specified
All items of the field 4.02 0.68 80.32 29.89* 0.000

* The mean is significantly different from 3

6.2.5 Privacy
Table (25) shows the following results:
The mean of item #10, "Online banking's site protects my info from sharing with
others," equals 4.22 (84.40%), Test-value = 25.14, and P-value = 0.000, which is
smaller than the level of significance« = 0.05. Because the test's sign is positive, the
mean of this item is significantly higher than the hypothesized value of 3. We conclude
that the respondents agree with this item.
The mean of item #3, "In case of two ATMs in the same place, there is a partition
between them to maintain privacy,” equals 3.50 (69.94%), Test-value = 7.36, and P-

value = 0.000, which is smaller than the level of significanceo = 0.05. Because the
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test's sign is positive, the mean of this item is significantly higher than the hypothesized
value of 3. We conclude that the respondents agree with this item.

The mean of the field "Privacy” equals 3.88 (77.60%), Test-value = 24.58, and P-
value=0.000, which is smaller than the significance« = 0.05 level. The sign of the test
is positive, so the mean of this field is significantly greater than the hypothesized value
3. It is concluded that the respondents agreed to the field of "Privacy.”

The study results fit with Abu Awad (2020), where 77% and 65.3% of respondents are
satisfied with the level of privacy and security while using ATMs and internet banking,
respectively.

Consequently, Jaroon (2014) believed that banks should ensure that data is protected
well by their customers; he also indicated that this result is supported by Lau et al.
(2013), who emphasize the necessity of protecting customers' data from being exposed
to marketers.

From the researcher's point of view, the increase of privacy level would positively affect
banking e-services. People always believe that all information related to their financial
resources should be kept as holy secrets, and they often share such information with
only their close people. Thus, when customers are satisfied with the level of privacy
while using ATMs and online banking, they tend to use and acquire more services and

transactions to be done by both channels.
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Table (25): Means and Test Values for “Privacy”

C
g ~
S ) =)
= = n
Item % ) g ;\5‘ S g é
S| @ £ 3 = 4
8 [ 7
3 a
a
L(?catlon of ATM machine is safe to 4.03 0.93 80.69 1975% | 0.000 4
withdraw money
Only one_ person is allowed to enter the 3.67 116 73.46 10.33* 0.000 9
ATM cabin
In the case of two ATMs in the same
place, there is a partition between them to 3.50 1.20 69.94 7.36* 0.000 10
maintain privacy
Is safe to release my banking | 4, 112 7447 11.77* | 0.000 8
information to mobile banking services
Mobl_le bankl_ng is secure for my credit 3.87 0.98 7745 16.16* 0.000 7
card information
Onlllne transactions that are carried out on 301 0.95 78.30 17 42% 0.000 6
mobile are secure
The_onlme_ bank’s _51te is secure for my 3.97 0.84 79.49 19 12% 0.000 5
credit card information
The online bank's site allows me only to
access my account; no one else can access 4.21 0.84 84.18 23.70* 0.000 2
it
The online bank’s site provides high | )| g, 82.78 23.49* | 0.000 3
protection for my banking transaction
.| Online b'fmkm_g s site protects my info 492 0.80 84.40 25 14* 0.000 1
from sharing with others
All items of the field 3.88 0.71 77.60 24.58* 0.000

* The mean is significantly different from 3

In General, “E-service quality:

Table (26) shows the mean of all items equals 3.89 (77.81%), Test-value = 29.12, and
P-value =0.000, which is smaller than the significanceo = 0.05 level. The sign of the
test is positive, so the mean of all items is significantly smaller than the hypothesized
value 3. It is concluded that the respondents agreed to all items of E-service quality.

The results show that respondents agreed highly with all dimensions of e-service
quality. The researcher believes that Palestinian banks are exerting solid efforts to keep

pace with the high level of competition in the banking industry at both local and
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international markets. The reports published by the Palestinian Monetary Authority
show that Palestinian banks continuously work to improve their provision of e-services.
Likewise, the entrance of technology in all life aspects and the wide use of mobiles
among individuals from various demographic categories had made it easier and more
preferable for people to perform their financial transactions using their mobiles and
laptops; and save their time and effort.

Too, the spread of Covid-19 during the last two years had paved the way for more and
more use of technology to get things done from home, which had been reflected clearly
in the banking sector.

Table (26): Means and Test Values for “E-service quality”

[ ®
c L c ~ T:U S ~ X
Item gl a £ 88X > T2 =
S| @ g8 e~ ] T2 2
o [} o
= ~
a
Efficiency 3.97 0.71 79.43 27.07* 0.000 3
Reliability 4.08 0.66 81.56 32.54* 0.000 1
Responsiveness 3.53 0.79 70.55 13.24* 0.000 5
Fulfillment 4.02 0.68 80.32 29.89* 0.000 2
Privacy 3.88 0.71 77.60 24.58* 0.000 4
All Items of E-service quality 3.89 0.61 77.81 29.12* 0.000

*The mean is significantly different from 3

6.3 Customer satisfaction of E-service quality

Table (27) shows the following results:

® The mean of item #4 "l think | made the correct decision to use the e-banking
services,” equals 4.10 (82.04%), Test-value = 24.84, and P-value = 0.000, which is
smaller than the level of significance« = 0.05. Because the test's sign is positive, the
mean of this item is significantly higher than the hypothesized value of 3. We conclude

that the respondents agree with this item.
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* The mean of item #5 "Overall, e-banking services is better than my expectations,"

equals 3.65 (73.09%), Test-value = 12.88, and P-value = 0.000, which is smaller

than the level of significancea« = 0.05 . Because the test's sign is positive, the mean

of this item is significantly higher than the hypothesized value of 3. We conclude

that the respondents agree with this item.

# The mean of the field "Customer satisfaction of E-service quality” equals 3.88

(77.63%), Test-value = 21.37, and P-value=0.000, which is smaller than the level of

significancea = 0.05 . Because the test's sign is positive, the mean of this item is

significantly higher than the hypothesized value of 3. We conclude that the

respondents agree with this item.

The above results indicate that there is a relatively high level of customer satisfaction

with the provided e-services, which is consistent with Al-Fogahaa (2012), who conclude

that the quality of banking e-service dimensions leave a positive impression for

customers with regard to the service they receive in terms of treatment, speed,

reliability, and other spatial implications, which have an increased amount of

satisfaction resulting from the occurrence of a match between what is expected and

what is existing for the banking service.

Table (27): Means and Test Values for ""Customer Satisfaction of E-Service Quality”

c
[15]
[<5] —~
S o 2
= = (%2)
Item § a § S S © _:éu
2| @ g g 3 o
S - 7
o o
j -
o
I am sgtlsflgd with t_he tran§actlon 391 0.94 78.10 19.60* | 0.000
processing via e-banking services
My _sau:;.fac'Flon with the e-banking 3.82 0.94 76.45 17.69* | 0.000
services is high
My bank’s e-services provide me | 3.73 1.04 74.70 14.38* | 0.000
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with all the services that | need

| think | made the correct decision

. . 4.10 0.90 82.04 24.84* | 0.000 1
to use the e-banking services
Overall, e-banking services are |, o 103 73.09 12.88* | 0.000 6
better than my expectations
I like to advise family, friends, and 407 0.97 8141 22 46% | 0.000 )

relatives to use e-banking services

All items of the field 3.88 0.84 77.63 21.37* | 0.000

* The mean is significantly different from 3

6.4 Research Hypothesis

e There is a significant effect of dimensions of e-service quality dimensions on

customer satisfaction of E-service quality

6.4.1 SUB-Hypothesis:
1. There is a statistically significant effect of Efficiency on Customer satisfaction of E-
service quality.
2. There is a statistically significant effect of Reliability on Customer satisfaction of E-
service quality.
3. There is a statistically significant effect of Responsiveness on Customer satisfaction
of E-service quality.
4. There is a statistically significant effect of fulfillment on Customer satisfaction of E-
service quality.
5. There is a statistically significant effect of Privacy on Customer satisfaction of E-
service quality.
To test this hypothesis, the Multiple Linear Regression Model was used, and the
following table illustrates this:
The Multiple correlation coefficient R =0.751 and R-Square = 0.558. This means 55.8%

of the variation in customer satisfaction of E-service quality is explained by all of the
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independent variables together “Efficiency, Reliability, Responsiveness, Fulfiliment,
and Privacy."

The analysis of variance for the regression model. F=100.543, p-value (Sig.) less than
0.05, so there is a significant relationship between the dependent variable customer
satisfaction of E-service and the independent variables "Efficiency, Reliability,
Responsiveness, Fulfillment, and Privacy."”

For the variable "Efficiency, "the t-test =2.783, The P-value (Sig.) is less than 0.05,
indicating that this variable is statistically significant. Since the sign of the test is
positive, then there is a significant positive effect of the variable efficiency on customer
satisfaction of E-service. Hence, according to the e-SERVQUAL model developed by
(Zeithaml et al., 2000), efficiency aims to enhance the capability for a customer to visit
the webpage and locate their desired information without great effort.

Additionally, Bacetic and Persson (2018) had found that efficiency contributes to
customer satisfaction in e-banking.

For the variable "Reliability, "the t-test =0.067, the P-value (Sig.) more than 0.05, hence
this variable is statistically insignificant. Then there is an insignificant effect of the
variable reliability on customer satisfaction of E-service. Hence, this result contradicts
with the model of e-SERVQUAL developed by (Zeithaml et al., 2000); reliability plays
a role in enhancing satisfaction by improving the technical aspect of the websites and
applications; functionality and availability are the main features. Consequently, it is also
contradicting with (Apondi, 2016; Onwonga et al., 2013; and Al-Azzam, 2015), who
stated that reliability and empathy are the most critical service quality dimensions that

contribute to customer satisfaction in banks.
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For the variable "Responsiveness, "the t-test =4.859, the P-value (Sig.) is less than 0.05,
indicating that this variable is statistically significant. Since the sign of the test is
positive, then there is a significant positive effect of the variable responsiveness on
customer satisfaction of E-service. For instance, the findings of Al-Azzam (2015)
demonstrated that responsiveness has a significant influence on customer satisfaction.
For the variable "Fulfillment, "the t-test =4.532, the P-value (Sig.) is less than 0.05,
indicating that this variable is statistically significant. Since the sign of the test is
positive, then there is a significant positive effect of the variable Fulfillment on
customer satisfaction of E-service. As well, based on the model of e-SERVQUAL
developed by (Zeithaml et al., 2000), fulfillment would enhance satisfaction by ensuring
the certainty of promised services, such as delivering on time and having the service
available. Additionally, Bacetic and Persson (2018) had found that Fulfillment
contributes to customer satisfaction in e-banking.

For the variable "Privacy, "the t-test =3.775, the P-value (Sig.) is less than 0.05,
indicating that this variable is statistically significant. Since the sign of the test is
positive, then there is a significant positive effect of the variable privacy on customer
satisfaction of E-service. Consequently, privacy is associated with security when using
online services, such as ensuring that data and credit card information will not be
shared, which directly impacts satisfaction. According to Bacetic and Persson (2018),

privacy is perceived to positively affect customer satisfaction.
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Table (28): Result of Multiple Linear Regression Analysis

. . R- .
Variable B T Sig. R Square F Sig.
(Constant) 0.205 1.109 0.268
Efficiency 0.170 | 2.783* | 0.006
Reliability 0.005 0.067 0.946 o
Responsiveness 0.262 | 4.859* | 0.000 0.751 0-558 100.543 0.000

Fulfillment 0.329 | 4.532* | 0.000

Privacy 0.199 | 3.775* | 0.000

* The variable is statistically significant at 0.05 levels

* * The relationship is statistically significant at 0.05 levels

The results show that respondents agreed that all e-service quality dimensions, except

reliability, affect customer satisfaction with different ranks and effective rates. This

result, except, reliability fits with Apondi (2016), who showed that service quality

dimensions significantly contributed to customer satisfaction in the banking industry.

Specifically, the four dimensions have different degrees of effect on customer

satisfaction. As shown, responsiveness has the highest influence degree on customer

satisfaction, with a t-test =4.859. Following respectively, Fulfillment, Privacy, and

Efficiency, which influence differently the level of customer satisfaction with a

decreasing rate. According to the results, "Reliability" has no influence on the level of

customer satisfaction.

e There is a significant differences between E-Service Quality and Customer

Satisfaction denoted to demographic variables.

6.4.2 Demographic Variables:

1. Gender

Table (29) shows that the p-value (Sig.) is greater than the level of significance o = 0.05

for the fields “Fulfillment, Privacy and Customer satisfaction of E-service quality”, then
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there is insignificant difference among the respondents toward these fields due to
gender. It can be said that gender has no effect on these fields.

For the other fields, which are "efficiency, reliability, and Responsiveness"” the p-value
(Sig.) is smaller than the level of significance o = 0.05, then there is a significant
difference among the respondents toward these fields due to gender. It can be said that

gender effects the other fields.

Table (29): Independent Samples T-test of the fields and their p-values for gender

No. | Field Means Test Sig
Male Female Value '
1. | Efficiency 4.05 3.80 3.346* | 0.001
2. | Reliability 4.14 3.94 2.833* | 0.005
3. | Responsiveness 3.60 3.38 2.578* | 0.010
4. | Fulfillment 4.05 3.95 1.253 0.211
5. | Privacy 3.92 3.79 1.645 0.101
E-service quality 3.95 3.77 2.698* | 0.007
Cust.omer satisfaction of E- service 391 3.82 0.969 0.333
quality
All items of the questionnaire 3.91 3.73 2.683* | 0.008

* The mean difference is significant a 0.05 level

2. Age

Table (30) shows that the p-value (Sig.) is smaller than the level of significance a =
0.05 for the fields “Efficiency and Reliability”, then there is a significant difference
among the respondents toward these fields due to age. It can be said that age has an
effect on these fields.

For the other fields, the p-value (Sig.) is greater than the level of significance o = 0.05,
and then there is insignificant difference among the respondents toward these fields due

to age. It can be said that age does not effect on the other fields.
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Table (30): ANOVA test of the fields and their p-values for age
No. | Field Means
More Test ]
1;32 316;:150 418;20 51&;1 r650 than 60 | Value Sig.
y y y y years
1. Efficiency 3.85 4.00 4.24 4.44 3.29 | 4.374* | 0.002
2. Reliability 4.00 4.08 4.26 4.56 3.50 2.922* | 0.021
3. | Responsiveness | 3.47 3.57 3.59 3.63 2.67 0.742 | 0.564
4. Fulfillment 3.97 4.03 4.05 4.44 3.67 1.272 | 0.281
5. Privacy 3.88 3.87 3.80 4.41 4.00 1.387 | 0.238
E-service 383 | 390 | 399 | 428 | 342 | 1.825 |0.123
quality
Customer
satisfaction - of | - 5o | 598 | 308 | 411 | 300 | 0678 |0.608
E- service
quality
Allitems ofthe | 525 | 389 | 301 | 423 | 335 | 1.505 |0.200

questionnaire

* The mean difference is significant a 0.05 level

3. Educational Level

Table (31) shows that the p-value (Sig.) is greater than the level of significance o = 0.05

for the fields “Responsiveness, Privacy and E-service quality”, then there is

insignificant difference among the respondents toward these fields due to educational

level. It can be said that educational level has no effect on these fields.

For the other fields, the p-value (Sig.) is smaller than the level of significance a = 0.05,

then there is a significant difference among the respondents toward these fields due to

educational level. It can be said that educational level has an effect on the other fields.
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Table (31): ANOVA test of the fields and their p-values for educational level

No. | Field Means
26z/8 |8 |2 | 3 |ymlsw
38s5|& | 2 | » S
1. | Efficiency 344 | 371 | 394 | 407 | 464 |4.323*|0.002
2. [Reliability 359 | 411 | 404 | 417 | 443 |2.496* | 0.042
3. | Responsiveness 3.09 3.45 3.53 3.56 3.63 0.725 | 0.575
4. | Fulfillment 325 | 402 | 399 | 411 | 434 |3.737%|0.005
5. | Privacy 352 | 404 | 387 | 394 | 367 | 1.08l | 0.366
E-service 337 |38 | 387 | 397 | 415 | 2.365 |0.052
quality
Customer
satisfaction of | 5, | 384 | 2388 | 395 | 398 |2.643*|0.033
E- service
quality

All items of the

. . 3.24 3.84 3.83 3.96 3.98 | 2.829* | 0.025
questionnaire

* The mean difference is significant a 0.05 level

4. Job Nature

Table (32) shows that the p-value (Sig.) is greater than the level of significance o = 0.05
for the fields “Fulfillment and Privacy”, then there is insignificant difference among the
respondents toward these fields due to job nature. It can be said that job nature has no
effect on these fields.

For the other fields, the p-value (Sig.) is smaller than the level of significance a = 0.05,
then there is a significant difference among the respondents toward these fields due to

job nature. It can be said that job nature has an effect on the other fields.
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Table (32): ANOVA test of the fields and their p-values for job nature

No. Field Means
‘6 o]
4 - @ <5} X [
sl 8slegsy 5| 8 & | 5| s
S oo |lz28g 3 b= =3 < | Value
g |3E|la®g 8| B 5 S
5 O [<5) y— [
o ]
1. | Efficiency 338 | 373 | 408 | 3.65] 4.06 374 | 3.65 | 4.817* | 0.000
2. | Reliability 381 | 385 | 417 | 384 | 3.83 3.82 | 4.01 | 3.251* | 0.004
3. | Responsiveness | 3.32 | 3.21 | 3.64 |3.24 | 3.33 310 | 3.17 | 4.043* | 0.001
4. | Fulfillment 371 | 389 | 406 |392] 392 3.94 | 388 0915 | 0.484
5 | Privacy 378 | 362 | 395 |3.80] 3.93 373 | 351 | 1.828 | 0.092
E-service 359 | 365 | 398 |3.68] 3.80 3.66 | 3.64 | 3.665* | 0.001
quality
Customer
satisfaction of | 369 | 356 | 398 |3.80| 394 | 335 |[357|2801*| 0011
E- service
quality
All items of
the 356 | 357 | 396 |364| 411 343 | 3.63 | 4.660* | 0.000
questionnaire

* The mean difference is significant a 0.05 level
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Chapter 7

Conclusions and Recommendations

In this chapter, the first section will summarize the study findings. The study

conclusion will be listed, and then the study recommendations will be presented.

Finally, the future research ideas are stated.

7.1 Results of testing Research Hypothesis

1.

The variation in customer satisfaction of E-service quality is explained by all of the
independent variables together “Efficiency, Reliability, Responsiveness, Fulfillment,
and Privacy."

There is a significant relationship between the dependent variable "customer
satisfaction of E-service” and the independent variables “Efficiency, Reliability,
Responsiveness, Fulfillment, and Privacy."

There is a significant positive effect of the variable efficiency on customer
satisfaction of E-service.

The variable "Reliability” is statistically insignificant. Then there is an insignificant
effect of the variable reliability on customer satisfaction of E-service

For the variable "Responsiveness, "it is statistically significant. Since the sign of the
test is positive, then there is a significant positive effect of the variable
responsiveness on customer satisfaction of E-service.

For the variable "Fulfillment, it is statistically significant. Since the sign of the test is
positive, then there is a significant positive effect of the variable Fulfillment on

customer satisfaction of E-service.
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For the variable "Privacy, "it is statistically significant. Since the sign of the test is
positive, then there is a significant positive effect of the variable privacy on customer
satisfaction of E-service.

The results show that respondents agreed that all e-service quality dimensions except
reliability affect customer satisfaction with different ranks and effective rates.
Specifically, four dimensions of the model have different degrees of effect on
customer satisfaction. As shown, responsiveness has the highest influence degree on
customer satisfaction> Following respectively, Fulfillment, Privacy, and Efficiency,

which influence differently the level of customer satisfaction with a decreasing rate.

10. The "reliability” dimension had no influence on the level of customer satisfaction.

7.2 Conclusions

1.

In general, customers tend to use banking e-services more widely and at an
increasing rate.

The Most used banking e-services are respectively Mobile banking, ATM, and
Online banking.

The results show that respondents agreed highly with four dimensions of e-service
quality. The means of all dimensions ranged from 70 to 81%, which means that
clients believe they receive e-services with a high level of quality.

Respondents are highly satisfied with the e-services they receive from banks.

The five e-service quality dimensions (Responsiveness, Fulfillment, Privacy, and
Efficiency) affect customer satisfaction, whereas some service quality factors

contribute more than other factors.
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6. Responsiveness has the highest influence degree on customer satisfaction, with a t-

test =4.859. Fulfillment, Privacy, Efficiency, and Reliability influence differently the
level of customer satisfaction with respectively a decreasing rate.

Palestinian banks are operating in a highly complicated environment, where there are
internal and external barriers. Internal are controllable and can be enhanced, whereas

external are uncontrollable.

7.3 External barriers:

The limitations of using the latest technologies to facilitate retrieving customer
services, e.g., a digital signature, were not officially approved by the Palestinian
Monetary Authority.

The Palestinian Monetary Authority requirements require direct interaction with
bank employees to get some services, such as the need to inquire with the PMA
system before granting a loan or check book for a customer.

The political issues in Palestine, which prevent Palestinian service providers from
importing needed technologies, e.g., 4G (or higher) technology on the mobile

network

7.4 Internal barriers:

e The centralized service creation process is in most of the Palestinian banks,
especially foreign banks that have regional management inside Palestine and
headquarters outside Palestine, and the need to get approvals from central

management, which could delay the process of delivering the services.
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Complicated procedures when providing a service. These complications resulted
from a long workflow placed a long time ago without continuously reviewing and

improving it.

Recommendations

The level of customer satisfaction should be regularly and periodically measured.
The e-service quality should be regularly and periodically reviewed, and the
resulted feedback should be highly considered.

As a result of the spread of Covid-19, high consideration should be gone toward
enhancing and providing e-services by banks.

Banks should exert more marketing and public relations efforts to communicate
their services to their customer, in addition to targeting a broader customer base.
More budgets should be allocated toward enhancing the banking technological
infrastructure, including mobile applications, websites, and investing more in
security systems to protect clients' privacy.

The development of capabilities and skills of banking staff, especially those who
are dealing directly with customers. Hence, it is highly recommended to focus on
communication skills and service delivery tactics.

The Palestinian Monetary Authority should exert more effort toward enhancing
banks' operating environment and provide facilities that would help banks
overcome obstacles.

The location of branches and ATMs must be studied carefully to satisfy as many

customers as possible.
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9. A partition between ATMs in the same place should exist in order to maintain
privacy.

10. Continuous enhancements and improvements should be made to the mobile
application of banks in order to enhance the level of service with a combination of a

high level of security.

7.6 Future Studies:

1. The impact of e-service quality dimensions provided by banks on customer loyalty

2. The role of e-marketing in creating competitive advantage in terms of customer
satisfaction and loyalty in banks

3. The impact of e-service quality dimension on customer satisfaction on the NGO
sector

4. Utilization of e-service quality dimension to create citizens satisfaction at

governmental and public institutions
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Survey about measuring the impact of electronic service quality on
customer satisfaction: An applied study on banking services in
Ramallah.

Greetings,

This questionnaire was designed to collect information about the subject of study as part
of the requirements for obtaining a master's degree in quality management under the
supervision of Dr. Samah Abu Asab. Please answer its paragraphs, thanking you for
your cooperation, and emphasizing that the information that will be provided will only
be used for scientific research purposes.

This assessment will take you (6-10) minutes to complete. We hope that you will kindly
read the items and paragraphs of the questionnaire carefully and choose the appropriate
answer to all the questions from your point of view, and put the degree you deem
appropriate in front of each paragraph objectively and impartially. Thank you for your
cooperation.

1. Do you have a bank account in one of the banks operating in Palestine? *
o Yes
o No

Personal information

2. Gender
o Male
o Female

3. Age
o 18-30 years
o 31 40 years
o 41 -50 years
o 51 - 60 years
o More than 60 years
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4.The province you live in / closest to your residence
o Ramallah and Al-Bireh
o Jerusalem

o Hebron

o Bethlehem

o Jericho

o sulfites

o Nablus

o Tubas

o Qalgilya

o Tulkarm

o fetus

o Gaza

5. Educational Level
o High school or less
o College
o Bachelor
o M.A.

o PhD
o Other:

6. Job Nature
o Student
o public sector employee
o private sector employee
o free work
o retired
o Unemployed
o Other:

7. What is your monthly income range? (ILS)
Less than 1950 ILS
1950-3000 ILS
3001-5000 ILS
more than 5000 ILS

m}
m}
m}
m}

8. How many bank accounts do you have?
One Only

Two

Three

More than three

O o o o
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©

Choose the bank whose electronic services are used the most? (In case you have more
than one account in different banks) (Select all that applies)
Bank of Palestine

Arab Islamic Bank

Palestine Islamic Bank

Palestine Investment Bank

Al Quds Bank

The National Bank TNB

Safa Bank

Arab Bank

Cairo Amman Bank

Bank of Jordan

Housing Bank

Egyptian Arab Land Bank

Jordan Ahli Bank

0. What electronic banking services do you use? (Choose all that apply)
(ATM)
(Online Banking)
(Mobile Banking)
Other

=00 00 =00 0Oo0oooooooooao

[EEN

. How often do you use ATMs?
Daily
Weekly
Monthly
Yearly
Never

O oo oo

[EEN
N

. How frequent do you use mobile banking?
Daily
Weekly
Monthly
Yearly
Never

O oo oo

13. How frequent do you use internet banking?
Daily
Weekly
Monthly
Yearly
o Never

o o o 0O

14. How many years have you used the electronic services of
the bank you deal with more than others? (In case you
have more than one account in different banks)

o less than one year
o 1 year-5 years

o 6 years-10 years

o More than 10 years



https://en.wikipedia.org/w/index.php?title=Bank_of_Palestine&action=edit&redlink=1
https://en.wikipedia.org/w/index.php?title=Arab_Islamic_Bank&action=edit&redlink=1
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https://en.wikipedia.org/wiki/The_National_Bank_TNB
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https://en.wikipedia.org/wiki/Arab_Bank
https://en.wikipedia.org/wiki/Cairo_Amman_Bank
https://en.wikipedia.org/wiki/Bank_of_Jordan
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https://en.wikipedia.org/w/index.php?title=Egyptian_Arab_Land_Bank&action=edit&redlink=1
https://en.wikipedia.org/wiki/Jordan_Ahli_Bank

ATM service

15. Do you use the ATM service in the Ramallah area? *

o Yes
o No

Automated teller machine (ATM)
(The following questions are a five-point Likert scale where: (1) Strongly disagree (2)
Disagree (3) Neutral (4) Agree (5) | totally agree)

130

16.

Cash is always available in ATM

Strongly disagree

totally agree

17.

Notes(currency) are available in
ATM machines on good quality

Strongly disagree

totally agree

18.

ATMs can be accessed anywhere
in Ramallah within a searchable
distance

Strongly disagree

totally agree

19.

ATM parts e.g.,( touch screen,
key pad and ATM card) are
working smoothly

Strongly disagree

totally agree

20.

ATM is always available to use

Strongly disagree

Totally agree

21.

The money notes from my ATM
are original. (no counterfeit
money)

Strongly disagree

Totally agree

22.

I am informed after every
transaction done on ATM. e.g., by
SMS

Strongly disagree

Totally agree

23.

ATM support person is available
to set right the problems

Strongly disagree

Totally agree

24.

ATMs that are broken-down are
promptly fixed

Strongly disagree

Totally agree
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25.

ATM cards (debit cards) are
speedily replaced

Strongly disagree

Totally agree

26.

ATM provides fast services

Strongly disagree

Totally agree

217.

ATM provides receipt to confirm
transactions

Strongly disagree

Totally agree

28.

ATM fulfills the majority of my
financial needs

Strongly disagree

Totally agree

29.

Location of ATM machine are safe
to withdraw money

Strongly disagree

Totally agree

30.

Only one person is allowed to
enter in the ATM cabin

Strongly disagree

Totally agree

31.

In case of two ATMSs in same
place, there is a partition between
them to maintain privacy

Strongly disagree

Totally agree

Mobile banking service

32. Do you use a mobile application (Mobile Banking)?

o Yes
o No




Mobile Banking Application
(The following questions are a five-point Likert scale where: (1) Strongly disagree (2)
Disagree (3) Neutral (4) Agree (5) | totally agree)
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33.

Mobile banking is simple to use

Strongly disagree

Totally agree

34.

Mobile banking makes my banking
information easy to access

Strongly disagree

Totally agree

35.

Mobile banking takes short time to
respond to my banking problems

Strongly disagree

Totally agree

36.

| know exactly when my transaction
will be performed

Strongly disagree

Totally agree

37.

Mobile banking services perform
reliably

Strongly disagree

Totally agree

38.

The operation of mobile banking is
dependable

Strongly disagree

Totally agree

39.

Mobile banking provides prompt
responses if my transaction is not
processed

Strongly disagree

Totally agree

40.

If there is a mistake in a transaction,
mobile banking app corrects it right
effectively

Strongly disagree

Totally agree

41.

Mobile banking provides me with
precise banking services

Strongly disagree

Totally agree

42.

Mobile banking provides a
confirmation of the service ordered

Strongly disagree

Totally agree

43.

Mobile banking fulfills the majority
of my financial needs

Strongly disagree

Totally agree
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44. Mobile banking promptly informs
me about important situations
(payments, etc.)

Strongly disagree

Totally agree

45. It’s safe to release my banking
information to mobile banking
services

Strongly disagree

Totally agree

46. Mobile banking is secure for my
credit card information

Strongly disagree

Totally agree

47. Online transactions that are carried
out on mobile are secure

Strongly disagree

Totally agree

Internet banking service

48. Do you use the online banking service? *

Online Banking

(The following questions are a five-point Likert scale where: (1) Strongly disagree (2)
Disagree (3) Neutral (4) Agree (5) | totally agree)

49. The speed of online bank’s site
processes e.g., (log in, logout,
transactions).

Strongly disagree

Totally agree

50. The online bank’s site is simple to use

Strongly disagree

Totally agree

51. Information at this site is well
organized

Strongly disagree

Totally agree

52. I can rely on the online bank’s site
functioning properly

Strongly disagree

Totally agre

53. The online bank’s site is up and
running all the time
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Strongly disagree

Totally agree

54,

Information content on the online
bank’s site are easy to understand

Strongly disagree

Totally agree

55.

The online bank’s site promptly
responds to my requests which I made
by e-mail or other channels

Strongly disagree

Totally agree

56.

The online bank’s site takes care of
problems promptly

Strongly disagree

Totally agree

S7.

The online bank’s site informs me of
important information promptly f
for example, (incoming payments due,

low account balance, important login
activity)

Strongly disagree

Totally agree

58.

Internet banking has live online/phone
customer service representatives to
support the service

Strongly disagree

Totally agree

59.

The online bank’s site provides a
confirmation of the service ordered

Strongly disagree

Totally agree

60.

The online bank’s site delivers services
when promised

Strongly disagree

Totally agree

61.

The online bank’s site delivers the
most relevant results as
specified(Example when doing a
search on a service) -

Strongly disagree

Totally agree

62.

The online bank’s site is secure for my
credit card information

Strongly disagree

Totally agree

63.

The online bank’s site allows me only
to access my account, no one else can
access it

Strongly disagree

Totally agree
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64. The online bank’s site provides high

protection for my banking transaction

Strongly disagree

Totally agree

65. Online banking’s site protects my info

from sharing with others

Strongly disagree

Totally agree

Overall satisfaction with the service

(The following questions are a five-point Likert scale where: (1) Strongly disagree (2)
Disagree (3) Neutral (4) Agree (5) | totally agree)

66.

| am satisfied with the transaction
processing via e-banking services

Strongly disagree

Totally agree

67.

My satisfaction with the e-banking
services is high

Strongly disagree

Totally agree

68.

My bank’s e-services provide me with
all the services that | need

Strongly disagree

Totally agree

69.

| think | made the correct decision to use
the e-banking services

Strongly disagree

Totally agree

70.

Overall, e-banking services is better than
my expectations

Strongly disagree

Totally agree

71.

| like to advice family, friends and
relatives to use e-banking services

Strongly disagree

Totally agree
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Appendix (C)

The First Questionnaire: Most Used E-Services
This Questionnaire Was Created In Order To Find Out The Most

Used Electronic Services
1. What is your position?

o CEO
o CIO
o CMO
o Other

2. How many branches and offices your bank have in Ramallah only?
o 15
o More than 5

3. What kind of e-services your bank is providing? (select all e-services that
are provided by your bank)
o Online banking
o Mobile banking
o ATM
o SMS
o USSD service
o IVR (Interactive Voice Response)
o Automated Payment Services
o Cardless Service
o Digital Contact Center
o Cash Deposits
o Advance Reservation
o Immediate Bill Payment
o ITM (Interactive Teller Machine)
o Call Center
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o Customer Biometric Recognition
o Push Notification

o Apple Pay

o Other

4. What is the most used e-service by your customers?
o Online banking
o Mobile banking
o ATM
o SMS
o USSD service
o IVR (Interactive Voice Response)
o Automated Payment Services
o Cardless Service
o Digital Contact Center
o Cash Deposits
o Advance Reservation
o Immediate Bill Payment
o ITM (Interactive Teller Machine)
o Call Center
o Customer Biometric Recognition
o Push Notification
o Apple Pay
o Other

5. What is the second most used e-service by your customers?
o Online banking

o Mobile banking

o ATM

o SMS

o USSD service

o IVR (Interactive VVoice Response)

o Automated Payment Services

o Cardless Service
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Digital Contact Center

Cash Deposits

Advance Reservation

Immediate Bill Payment

ITM (Interactive Teller Machine)
Call Center

Customer Biometric Recognition
Push Notification

Apple Pay

Other

. What is the third most used e-service by your customers?
Online banking

Mobile banking

ATM

SMS

USSD service

IVR (Interactive Voice Response)
Automated Payment Services
Cardless Service

Digital Contact Center

Cash Deposits

Advance Reservation

Immediate Bill Payment

ITM (Interactive Teller Machine)
Call Center

Customer Biometric Recognition
Push Notification

Apple Pay

Other
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7. What is the percentage of usage of the most used e-service at your bank?
o less than 10%
o 10-30%
o 31-50%
o More than 50%
o | do not have data
o Other

Appendix (D)

First Questionnaire Results

1. What is your position?
12 responses

@® CEO

8.3%|8.3% @® Ccio

@ cmo

@ Manager

@ Supervisor

@ e-channel department manager
@ Head of banking system unit
® Bm

@ customer service

2. How many branches and offices the bank have in Ramallah only?
12 responses

® 15
@ More than 5
@ 9 branches
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3. What kind of e-services your bank is providing?(select all e-services that are provided by your

bank)

12 responses

Online Banking

Mobile Banking

ATM

SMS

USSD Service

IVR (Interactive Voice Respo...
Automated Payment Services
Cardless Service

Digital Contact Center

Cash Deposits

Advance Reservation
Immediate Bill Payment

ITM (Interactive Teller Machi...
Call Center

Customer Biometric Recogni...
Push Notification

Apple Pay

Arabi wallet

chatbot services

0.0

2 (16.7%)
3 (25%)
5 (41.7%)
4 (33.3%)
4 (33.3%)
4 (33.3%)
2 (16.7%)
1 (8.3%)
2 (16.7%)
1 (8.3%)
1 (8.3%)
1 (8.3%)
2.5 5.0

4. What is the most used e-service by your customers?

12 responses

12 (100%)
11 (91.7%)
12 (100%)
12 (100%)

10 (83.3%)
7 (58.3%)

8 (66.7%)

75 10.0 12,5

@ Online Banking

@ Mobile Banking

@ ATM

@® svs

@ UssD

® VR

@ Automated Payment Services
@ Cardless Service

113V
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5. What is the second most used e-service by your customers?

12 responses

. \4

@ Online Banking

@ Mobile Banking

© ATM

@® swvs

@ USsSD

® VR

@ Automated Payment Services
@ Cardless Service

13V

6. What is the third most used e-service by your customers?

12 responses
8.3%

@ Online Banking

@ Mobile Banking

@ ATM

® svs

@ USSD

® VR

@ Automated Payment Services
@ Cardless Service

13V

7. what is the percentage of usage of the most used e-service at your bank?

12 responses

@ less than 10%

@ 10-30%

©® 31-50%

@ WMore than 50%
@ | do not have data




Table E: Experts and arbitrators who reviewed the main.
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Appendix (E)

No. Position Name
1 Associate Professor at Birzeit University Dr. Samah Abu Assab
2 Assistant Professor at Birzeit University Dr. Ziad Zaghrout
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