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Abstract— In the bid to adapt to the global developments
and to improve the quality of service, banks have invested
extensively in ICT (Information and communication
technology). In today’s competitive market, electronic
banking is considered as a new revolution of the
traditional banking services which offers customers the
greatest convenience for performing banking transactions
via electronic. All the banks around the world have
gradually increased the number of Internet banking
services available to customers and this study focus on the
leading commercial banking service provider Bank of
Maldives (BML). The aims of this study are to analyzes
whether BML implementing e-banking services results in
customer satisfaction. This research was based on primary
data and have used structured questionnaire in collecting
data. The primary data has been collected from sample
customers from BML. The data has been analyzed using
“Smart PLS 3”. The study found that the most important
determinant in determining the customer satisfaction of
BML is security the most important and reliability the
next and also this study found that assurance is not
important factor in determining customer satisfaction of
BML.

Keywords— Technology, Customer Satisfaction, Online
Banking and E-banking

l. INTRODUCTION

Technology is affecting the lives of every individual in the
present age and the rapid expansion of information technology
has absorbed into the lives of millions of people and
introduced major changes in the worldwide economic and
business atmosphere (Orlikowski & lacono, 2001 and Tamim,
et al.,, 2011). Technological developments in the banking
sector have speeded up communication and transactions for
clients and electronic banking is one of the technologies which
is swiftly growing banking practice nowadays (Jayawardhena
& Foley, 2000). It is viewed as a supplemental channel used in
conjunction with other channels to provide the convenience of
banking anytime from one's home or work. Likewise, e-
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banking eliminates physical and geographical boundaries and
time limitations of bank services (Abrol 2014).

Similarly, in a developing country such as the Maldives,
adoption of technologically advanced e-banking services are
used by major banks. In August 2007, Bank of Maldives
(BML) launched the Maldives Internet Banking (MIB)
service. This service allows customers to make payments of
utility bills and do other related banking transactions through
internet 24x7. Furthermore, e-banking has facilitated many
people who are too busy and have no time to visit traditional
bank branches and make transactions. Likewise, using e-
banking has many advantages for users such as saving time
Anguelov et al., 2004 and Auta 2010) and the accuracy of
information flow (Liao & Cheung 2002 and Poon 2008).
However, traditional branch-based banking remains as the
most used method of making transactions and other related
services (Zahir & Gharleghi 2015).

Banks all over the world invest a lot of money to establish
and maintain e-banking services (Chavan 2013). The studies
have shown that e-banking acceptance is faced with a lot of
challenges and problems (Alam & Dangarwal 2012 and
Chavan 2013). When looking into the Maldivian market,
credible online media’s (Sun.mv 2014) published news
articles about the difficulties and security issues faced by the
BML’s customers in recent years. It has reported that BML
customers are complaining about login issues and account
suspensions. In addition, (Mynewsdesk.com 2014) reported
and brought public awareness to cases related to a BML
fraudulent website to register for Mobile Banking.

Therefore, to compete in the ever-growing technological
market, it is vital for BML to transform with the technological
advancements of banking operations in the target market.
Moreover, BML needs to find new innovative approaches to
e-banking, overcome the challenges to strengthen the current
services to provide secure e-banking to the customers. As a
result, BML can enhance customer satisfaction and maintain
the market share to achieve the business objectives.

In the academic world, there have been number of studies
(Sathye 1999; Sohail & Shaikh 2008; Juwaheer, et al., 2012,
Cabanillas, et al., 2013 and Mishra & Vaithianathan 2015)
done to find the customer satisfaction level of e-banking. e-
banking is changing the whole banking industry, so the aspect
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cannot be undermined and need to be researched thoroughly.
(Sukkar & Hassan 2005), argued that information technology
models established in developed countries may not be
appropriate for less developed countries. Research attention is
therefore required on internet banking in the Maldives. The
literature review suggests most of the studies has been done on
customer satisfaction level of e-banking in countries like India
(Singh, Bassi, 2017; Godgeri, Chodankar, 2016), Bangladesh
(Hasan, 2015; Islam, Salma, 2014), and Pakistan (Raza,
Hassan, 2015; Toor et al., 2016). As per the researcher
knowledge much the local context in this discipline has not
been explored much. Moreover, to the best of knowledge of
the researcher, only one research was conducted in the
Maldives related to Internet banking, but the research was not
conducted in relation to customer satisfaction (Zahir &
Gharleghi 2015). Likewise, by examining the literature
reviews, most of the researchers are in favour of e-banking
enhancing customer satisfaction but few researchers were
against. Hence, there exists a grey area to be explored by
future researchers. To fill in the gap, the present study is
launched to determine if customer satisfaction increases
through e-banking services of BML in the Maldives.
Following are the main objectives of this research:

1. To identify factors that leads to customer satisfaction

level of BML with regards to e-banking.
2. To determine the impact that these factors have on
overall customer satisfaction of BML.

Il.  LITERATURE REVIEW

A. E-Banking & Customer Satisfaction

In this competitive world in order to be market leader
organization need to satisfy its customers (Singh & Kaur
2013). Customer satisfaction is an attitude or feeling that
customer had on product/service after been used (Tseng, et al.,
2017). A delighted or satisfied customer will make repeat
purchase from the company and it leads to word of mouth
advertising hence it leads company reputation to go high
(Budianto 2019). Therefore, the significance of customer
satisfaction on e-banking has become a major area of
marketing that has received a considerable publication from
practitioners and scholars in the last few decades (Sathye
1999; Sohail & Shaikh 2008; Juwaheer, et al., 2012,
Cabanillas, et al., 2013 and Mishra & Vaithianathan 2015). E-
banking is a tool with appropriate, accurate and timely
utilization which can lead to a successful performance in a
competitive world (Munir, et al., 2011). In other words,
expanding e-banking should be considered for realizing
customer orientation and customer satisfaction.

B. Factors effecting Customer Satisfaction

The following sections described the main factors of
adopting to e-banking services by customers.
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Security

Hoffman et al., (1999) the security factor is the most
important factor that leads to e-banking customer satisfaction.
In today’s world consumer always have questions on how
secure the internet platform hence sometimes customers are
relectant to used internet platform in making purchase or
getting service (Ardakani et al., 2014).

Raza & Hassan (2015) suggested that in order to determine
e-banking customer satisfaction level five characteristics of
service quality dimension is important and reveals that
tangibility, reliability, responsiveness, and assurance have a
significant positive impact on customer satisfaction and also
documented that management has to take effective measures
to further enhance the security and safety of online bank
accounts so that customers can maintain long-term
relationships with the usage of online banking. Similarly,
(Alam & Dangarwal 2012) suggest that courtesy, content,
timeliness and product and services offered is also important
in order to satisfy customer.

Singh & Bassi (2017) conducted a study in India to
identify the customer satisfaction towards e-banking in public
and private banks and it reveals that quality e-services help in
accomplishing consumer loyalty and creating brand
dedication. Furthermore, it also documented that in order to
satisfy the needs of the customer’s, attractive internet services,
proper security concerns and easy to use interface should be
provided by the banks to ensure customer satisfaction. In line
with this arguments e-banking help organization to attract
more customers (Asad et al., 2016), there exist a positive
relationship between e-banking and customer satisfaction
(Hedayatzadeh et al., 2014 and Musiime & Ramadhan 2011).

Furthermore, a study conducted in India by (Thirupathi &
Govindaraju2015) reveals that all banks should aim at
satisfying the customers’ needs by providing maximum
features in the services provided. The study noted that security
is a key feature in enhancing customer satisfaction in online
banking. Overall, the study proves that customers are satisfied
with adopting the internet banking and feel comfortable to
process the day to day business through the internet banking
services.

Reliability

Reliability can be defined as the ability to performed the
promised made by the company in decent manner or in more
broad sense how organization promised its customers to
deliver its services (Mamilla, et al., 2013).

According to (Palmer et al., 2000 and) the most dominant
dimension of service quality in the conventional days was
found to be reliability. On the other hand (Wolfinbarger &
Gilly 2001) found that reliability was the strongest and most
influential predictor for customer satisfaction for the service
industry. In line with this (Omar et al., 2015) stated that most
of the empirical studies current days found that reliability is
one of the most important factor in determining customer
satisfaction in e-industry. Furthermore, Omar suggested that
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the key attributes of reliability includes accurate delivery,
being truthful, keeping the promise, accurate online booking
order and website availability. Contrary to this (Udo, et al.,
2011) founds that reliability does not play any significant role
in determining customer satisfaction.

Toor et al., (2016) conducted a study on customer
satisfaction level of e-banking from the banking sector of
Pakistan shows that there is a momentous relationship
between service quality dimensions and customer satisfaction
in E-banking in Pakistan. With more weightage of reliability,
responsiveness, and assurance among the five dimensions.
Through this study, it can be concluded that service quality in
E-banking leads to satisfied customers and thus banks can gain
a competitive advantage by offering better-quality services to
the customers in today’s emulous world.

Similarly, an empirical investigation in Sri Lanka was
conducted by (Perera & Priyanath, 2018) on internet banking
service quality on customer satisfaction. The study concludes
that contact, efficiency, system availability and compensation
will significantly impact on customer satisfaction while
fulfillment, privacy, and responsiveness will not significantly
impact on the level of the customer satisfaction. Thus, the
study extends the knowledge of internet banking service
quality amid customer satisfaction by the further inspiring
content of service quality dimensions related in the context of
internet banking. Moreover, the findings of researchers (Zahir
& Gharleghi, 2015) on Internet banking in the Maldives and
the most important determinates conducted in the Maldives
found out that performance expectancy and facilitating
conditions influence the behavioral intention of using internet
banking whereas effort expectancy, social influence and trust
does not affect behavioral intention to use internet banking.

Assurance

Assurance can be defined as the ability (knowledge and
courtesy) of employees in delivering excellent service for
customer and through that helping company to build trust and
confidence for the service provided by the enterprise (Saghier,
2015). According (Parasuraman et al., 1988) assurance is also
one of the factor that leads in measuring customer satisfaction
of service industry. Udo, et al., (2011) founds that assurance
as play significant role in determining customer satisfaction.

Godgeri & Chodankar (2016) conducted research on
customer awareness and satisfaction towards e-banking
services, the results suggest that internet banking reduces the
time spent in carrying out business activities, reduces
congestion in banking halls and improve the delivery system
and quick money transferring. However, the study highlighted
that along with the world of conveniences this method of
banking has a few inherent pitfalls, a special emphasis was
given for the security which would improve customer’s
satisfaction and promote e-banking services to a larger extent.
In line of this argument (Islam & Salma 2014) states that
banks need to be aware of future threats to internet banking
and introduce new techniques to combat hacking, phishing,
pharming and other unethical practices.
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Chinedum et al., (2017) founds that e-banking has become
a necessary survival weapon and is fundamentally changing
the banking industry worldwide and e-banking has changed
the way services are delivered by the banking sectors to their
customers. Furthermore, they stress that e-banking services
have lower operating costs, improved customer services
delivery, retained the customer, reduced branch traffics, and
downsize the number of branch staff. In line with this
reasoning (Parvin & Hassan 2013) indicated that e-banking
services throughout the country are gaining popularity and e-
banking customers are increasing because it is comfortable
with the digital lifestyle citizen.

When providing e-banking services for the customer by
the bank and in order for the customer to get satisfy
organization should provide user friendly web portal (Asad et
al., 2016 and Gyamfi et al., 2016) and should be creative and
innovative creating new products or services and marketing
strategies that can stimulate the demand to use internet
banking services.

Based on the literature review and evaluation of the topic,
it was identified that it is crucial to focus on factors that BML
can use to enhance customer satisfaction through e-banking in
the Maldives. These factors comprise of reliability, assurance,
and security. The model is summarized in Figure 1.

I1l. METHODOLOGY

This is quantitative research because this research is used
guantitative data in determining customer satisfaction. A
structured questionnaire is used based on the literature as the
research instrument to collect primary data from the customer
of BML. Starting with age & sex etc, questionnaire comprised
of the key questions that determine overall satisfaction level of
the customer in using e-banking services. A 5 point Likert
scale (From 1 strongly disagree to 5 for strongly agree) will be
used.

The population of the research is formed by the e-banking
customers of BML. In this research representative sample was
used because researchers often believe that a representative
sample can be obtained by using a sound judgment, which will
result in saving time and money (Black 2010). More than 130
samples were selected and among that 100 samples were
selected hence the response rate of sample was 77%. The data
has been analyze using SmartPls 3.0 and before conducting the
survey to check the reliability of the instrument it was tested
and calculated Cronbach’s alpha (0.79), which is more than
rule of thumb of 0.70 by (Hair et al., 2014).

Regression analysis

In order to study the impact of these three factors
(independent variables) on customer overall satisfaction
(dependent variable), regression analysis was used. A
following set alternative hypothesis.

H1 - Reliability has a significant positive effect on
customer satisfaction in e-banking services of BML



International Journal of Engineering Applied Sciences and Technology, 2019
Vol. 4, Issue 8, ISSN No. 2455-2143, Pages 38-44
Published Online December 2019 in IJEAST (http://www.ijeast.com)

H2 — Assurance has a significant positive effect on
customer satisfaction in e-banking services of BML.

H3— There is a positive relationship between secure e-
banking and customer satisfaction.

Model development

To test the above set of hypothesis a multivariate regression
model was used:

Dependent variable — overall customer satisfaction with e-
Banking (CS) services (Y).

Independent variables — reliability (X1), security (X2),
assurance (X3):

Y=a+ B:Xi +f2Xz +f:Xs3
Where:

Y = overall customer satisfaction with e-banking services
of BML.

a = constant.
X1-Xs = independent variables.
B1- Bs = slope coefficients.

Hence the proposed model to be tested can be shown as
Figure 1.

As shown in Figure 1, it has been hypothesized that overall
customer satisfaction with e-banking services are affected by
reliability, security, and assurance. For data analysis, SmartPls
Version 3 has been used.

E-banking

Reliability

*‘

H2 Customer

Satisfaction
/

Figure 1 - Conceptual framework

Assurance

Security

IV. RESULTS AND DISCUSSION

A total of 16 questions were asked and these questions were
specially designed to evaluate BML’s internet banking service
factors; reliability, assurance and security effect on customer
and ultimately determine if the e-banking services of BML
enhances customer satisfaction.

Moreover, the participants answered four questions to
determine BML’s reliability in providing e-banking services to
the customers. Likewise, participants answered three questions
to determine BML’s assurance in providing e-banking services
to the customers. Furthermore, participants answered five
direct questions to determine if providing secure e-banking
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leads to customer satisfaction and overall to ensure if BML’s e-
banking enhances customer satisfaction.

Descriptive Statistics
Below figure 2 shows PLS Algorithm Test.

*
-
&
"’

Figure 2 PLS Algorithm Test

Figure 2 indicates that the correlation “r” value, any values
that comes near to +1 or -1 relationship get strong. Security,
assurance and reliability the “r” values are 0.712, -0.149 and
0.223 respectively. Relationship between security (0.712) and
customer satisfaction strongly positively correlated. Assurance
(-0.149) and customer satisfaction has negative weak
correlation.  Reliability (0.223) and customer satisfaction
weakly positively correlated. Furthermore, the coefficient of
determination (R?) value is 60.1% which indicates that 60.1%
of the total variation in customer satisfaction of e-banking can
be explained by the linear relationship between security,
assurance & reliability.

Bootstrapping Test

Figure 3 Bootstrapping

Figure 3 demonstrates that security, assurance and
reliability path coefficient values are 8.272, 1.726 & 3.118
respectively, any value which is less than 1.96 is considered
insignificant at 95% confidence level. The security path
coefficient value is 8.272 and is more than 1.96 therefore H1 is
accepted meaning that in order for customer to get satisfied on
e-banking services of BLM security is a factor that customer
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take into account. Assurance path coefficient value is 1.726 and
is less than 1.96 therefore null hypothesis is accepted meaning
that in order for customer to get satisfied on e-banking services
of BLM assurance is not an important factor that customer take
into account. Reliability path coefficient value is 3.118 and is
more than 1.96 therefore H3 is accepted meaning that in order
for customer to get satisfied on e-banking services of BLM
reliability is a factor that customer take into account.

From the above analysis it is clear that security and
reliability are positive at 95% significant level which results in
acceptance of H1 & H3. This results are in line with (Godgeri
& Chodankar, 2016; Islam & Salma, 2014; Thirupathi &
Govindaraju, 2015; Toor et al., 2016) which documented that
providing secure e-banking leads to customer satisfaction,
meaning if BML provide safe dependable security platform for
its e-banking services will lead to customer satisfaction. This
study also found that reliability has significant and positive
impact on customer satisfaction and this study is in line with
(Raza & Hassan 2015) suggested that in order to determine e-
banking customer satisfaction level reliability have a
significant positive impact on customer satisfaction.

Furthermore, the present study found that assurance
dimension of e-banking is not statistically significant at 95%
hence accept null hypothesis, indicating assurance dimension
of e-banking have no impact on overall customer satisfaction
of BML.

From the above analysis it is clear that security was found
to be the most significant factor explaining customer
satisfaction and then reliability is the next dimension. As BML
focused upon the vast advances in innovation and had acquired
a stance change in the banking industry in the Maldives to keep
the customer satisfied by providing secure e-banking services.
In addition, the positive outcomes of security are the result of
BML innovative change and the key asset for accomplishing
higher effectiveness, control of operations efficiency and gain.
Moreover, BML can possibly achieve even better outcomes in
the near future if they continually improve the e-banking
services.

IV. CONCLUSION & LIMITATION

The primary objective of this study is to find out the
customer satisfaction towards BML e-banking services. The
study found that the most important determinant in determining
the customer satisfaction of BML is security the most and
reliability the next and also this study found that assurance is
not important factor in determining customer satisfaction of
BML.

There are some limitations of this study, the first is the
exploratory nature of this study by itself and it used
convenience sampling and the sample size taken was not that
large that may reduce the reliability and generalization of this
research therefore future research should focus on more
samples. Second this study focus only on the user of e-banking
of BML hence non-user voice is not heard through this
research therefore future research should take this into account.
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Last but not least this study focus on only BML and focus only
on Male’ city therefore future research should focus more on
different bank and more geographical coverage in order to get
more valid conclusion.
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