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Abstract 

 

Electronic banking service is the most inventive services offered by the banks and affects 

customer satisfaction significantly. To this end, the main objective of the study was to assess E-

Banking Practices and Its Effect on Customer Satisfaction at Commercial Bank of Ethiopia 

(CBE) in Debre Berhan Town. The total sample respondents were 343 customers drawn from 4 

branches of the bank.  The study employed simple random sampling method to select the 

respondent. The study used primary and secondary data sources. The study employed both 

descriptive and inferential methods of data analysis. The study found that E-banking helps more 

for the customers than ordinary banking by making life easy, reduces long queue in the banking 

activity, convenience, ease of use, minimizes the risk of carrying cash, reduce transaction costs and 

providing real time information about banking activity; the bank has faced problem related with 

infrastructure like power interruption, Low level of internet penetration/frequent network 

interruption and poorly developed infrastructure, Lack of suitable legal and regulatory 

framework, fail to perform the transaction efficiently, and unavailability of competent and  skilled 

employee in using e banking; majority of the customers agreed that the different e-banking 

services are enough; provides 24/7 service, the services are reliable enough that you don’t need 

to carry cash wherever you go, delivers the service exactly as promised, service are user 

friendly, contains full banking services, and making transactions through them is safe and also 

has clear transaction safety policies; and the convenience, reliability, easy to use, fulfillment and 

secured the e-banking service have significant and positive impact on customer satisfaction. 

Therefore, to exploit the benefits e-banking, the bank should have react on the problem faced by 

the customer, and the banks should focus to deliver e-banking service to customers which can 

easily be accessible, convenience, easy to use, reliable, secured and which in turn maximize the 

satisfaction of customers. 

Keywords: E-banking, Customer satisfaction, Service, Debre Berhan, CBE



Chapter one 

 Introduction 

                                1.1 Back ground of the Study 

The Traditional Functions of Banking were limited to accept deposits and to give loans and fees. 

Today banking is known as Innovative Banking through information technology and customer 

satisfaction is their prime work.  Online banking has been implemented quite a few years. In fact, 

it was introduced in the 1980s and has come a long way since then. The last decade has seen a 

profuse growth in internet banking transactions. Several pieces of legislation have also been 

introduced in this area. Though it began in the 1980s, it was only in the mid-nineties that e-

banking really caught on. What attracts customers to e-banking is the round the clock availability 

and ease of transactions (Momeni, 2013) 

  Personal banking is considered as a new revolution of the traditional banking services  which  

offers  customers  the  greatest  usefulness  for  performing  banking transactions  via  electronic. 

All banks, especially the large banks and mutual banks, have gradually increased their number of 

Internet banking services available to customers over the past decades (Momeni, 2013). 

Advanced in electronic banking technology have created new ways of handling banking 

transactions, especially via the online banking channel. A feature of  the banking industry across 

the globe has been    increasingly becoming turbulent and competitive, characterized by an 

increasing trend towards internationalization, mergers, takeovers and consolidation of the 

banking industry(Muhammad, Akin & Abdul, 2015) 

Earlier, a bank was considered four-wall protected building that was intended to secure people 

money. During early eighty, when the technology revolutionized, banking sector become 

modernized itself while introducing new kinds of services that may be performed electronically 

under a one word term known as E-Banking or in a full form as Electronic Banking. E-banking is 

also designated as a branchless banking, introduced as a new notion. The concept itself is self-

explanatory. As the researchers conducted, by Sayyar, and Wolfe (2007) stated that the 

branchless banking encircles such kind of banks that do not exist physically as mortar, and yet 

are able to provide their services electronically. Electronic Banking shortened as e-banking, thus, 

is an umbrella of numerous banking activities that are offered by a bank to be performed 

electronically. If one needs to for the development of an economy and the endurance of any 

country, the banking sector is considered to be a fundamental backbone. The banks are 
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deliberated as the utmost compelling component of financial sector in any country. The most 

valuable activities have been executed by banks such as banks usually simplify the premise of 

goods and services; provide liquidity for development of new industries. This is the way through 

which banks give rise to employment, assign the capital into profitable investments and also to 

empowers a country to commence international transactions and trade which is a contribution in 

the prosperity of a country Wolfe (2007. 

The term "electronic banking" or "e-banking" covers both computer and telephone banking. It 

refers to the use of information and communication technology by banks to provide services and 

manage customer relationship more quickly and most satisfactorily (Charity-Commission, 2003).   

      1.2 E-banking and Customer Satisfaction 

  Electronic banking is the automated delivery of new and traditional banking products and 

services directly to customers through electronic, interactive communication channels. Electronic 

banking includes the systems that enable financial institution customers, individuals or 

businesses, to access accounts, transact business, or obtain information on financial products and 

services through a public or private network, including the internet. (Federal Financial 

Institutions Examination Council, 2003). The definition of e-banking varies amongst researches 

partially because electronic banking refers to several types of services through which a bank’s 

customers can request information and carry out most retail banking services via computer, 

television or mobile phone (Lustsik, 2004). 

Customer satisfaction is base and corner stone of any organization. Customer satisfaction is 

refers to the degree at which products and services provided by the organization meet or exceed 

customer expectation. When customers are satisfied, they become the mouth of the organization 

to breach about the service and product of the organization. Unless organization satisfied their 

customers, the organization profit, market share and overall organizational growth is not 

achieved and customers are going to divert to other organization. Therefore, it is very important 

for the organization to satisfy their customers to achieve their short term and long term 

objectives and to keep their customers from snatching by other competitors (Farris, 2010). 

One of the benefits banks derive from electronic banking products and services delivery is 

improved efficiency and effectiveness of their operations so that more transactions can be 

processed faster and most conveniently, which will undoubtedly impact significantly on the 

overall performance of the banks. The customers on the other hand, stand to enjoy the benefit of 
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quick service delivery, reduced frequency of going to banks physically and reduced cash 

handling. However, these developments in the Ethiopian banking industry seem not to have 

achieved their aims. Queues are still seen in the banking halls, bank customers still handle too 

much cash, and hardly people talk about the electronic banking products that are available in 

Ethiopian (Jayawardhena & Foley, 2000). 

In today’s competitive world, providing best service and satisfying customers are two sides of a 

coin that is very important for any organization to keep its long run profitability, to retain its 

existing customers and to attract new customers as well as the overall wellbeing of the 

organizations’ existence (Rakesh, 2012). 

Benefit of E-banking interims of convenience, fulfillment, ease use, security 

and reliability 

Convenience – By e-banking, customers can carry out their banking activities whenever you 

want. E-banking is a 24 hour service, so customers are no longer tied to the branch’s hours.  it 

covers the issue of how closely the e-banking channels are located in respect to the customers, 

when they want to use it. 

 Fulfillment: is the extent to which the e-banking performs outcomes which meet the customer’s 

expectation.it is the filling the customer needs according to the early perdition of the product.    

Ease of use:-Ease of use is important in using e-banking, which related to customer apprehension 

about the efforts required to learn to use e-banking (David, 2010). It is considered as the factor 

influencing the adoption of e-banking, and related to an easy- to- remember pin codes and URL 

address, well- organized and usable software, easy of site navigability, concise and understandable 

contents, terms and conditions (Alagheband, 2006). 

Reliability: -Reliability refers to the ability to perform the promised service accurately and 

consistently. It involves accuracy in billing, keeping records correctly, and performing the 

service at the designated time. Reliability consists of providing services as promised, 

dependability in handling customers‟ service problems, prompt reply to customer enquiries, and 

provides services at the promised time and maintaining error- free record. Reliability is the most 

important factor in conventional service (Parasuraman, Zeithaml, & Berry 1988). This dimension 

deals primarily with the correctness and 13 accurate billing, and timely responses to 

communiqués between customer and company (Jun & Yang, 2008).  
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Security/privacy: It is the freedom from danger, risk or doubt, risk, or doubt. It involves 

physical safety, financial security and confidentiality. It consists of employees who instill 

confidence in customers, making customers feel safe in their transactions, employees who are 

consistently courteous and employees who have the knowledge to answer customer question 

(Parasuraman, Zeithaml& Berry, 1985). Moreover, security is defined as personal and 

possessions safety of the customers. It also includes confidentiality maintained by service 

providers (Johnston, 1997). Security can be assured by authorized access, confidentiality, 

restriction on large volume transaction and sound devotion to security measures (Okeke and 

Ezeh 2015).  

         1.3. Statement of the Problem 

Many Ethiopian banks have exponentially embraced the use of information and communication 

technologies in their service provision. Huge amounts of money have invested in implementing 

the self and virtual banking services with the objective of improving the quality of customer 

service. However, the adoption of e-commerce has been inhibited by the quality, availability and 

the cost of accessing telecommunication infrastructures, lack of skilled staff, low internet 

penetration, low bank account, and lack of timely delivery of physical goods (Jalal, Marzooq & 

Nabi, 2011). 

 E-Banking has played a great deal of contributions for self-serving banking experiences. 

Consequently, decreasing long queues in bank branches by substituting them and assisting to 

create a less stifled branch working environments is the main goal the bank has realized while 

deploying e-banking throughout the country. But poor telecom infrastructure has been a problem 

hindering the overall service delivery of the e-banking. Considering the low extent of 

development of ICT infrastructure in developing countries, when compared with the developed 

countries E-banking has not really been able to diffuse into society given the low rate of internet 

access (Banji & Catherine 2004). 

Commercial banks in Ethiopia have launched e-banking services as part of ensuring service 

excellence by reducing waiting time, errors, costs, and improve customer satisfaction. In order to 

encourage or discourage further e-banking expansion in Ethiopia, a better understanding of its 

effect on customer satisfaction is critical. However, despite the importance of e-banking in 

bringing customer satisfaction limited studies are available in Ethiopia both in terms of number 

and scope. Therefore, more studies are still required to understand the relevancy of e-banking in 

the country. 
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According to Belay Deribe and Ebisa Deribie (2012) in their study of evaluation of customer 

satisfaction on bank services in Jimma Commercial bank of Ethiopia found that 25% of their 

sample responded that there was no any change the benefits they got from e-banking in 

comparison to ordinary banking and 17% of their sample respondents replied that they got best 

benefits at best level through e-banking banking service than ordinary banking. 

According to Philipos (2013) in his study of customer satisfaction and e-banking service in some 

selected banks of Ethiopia found out that customer satisfaction in e-banking has significant 

relationship with convenience, reasonable and fair fees (charges) during transaction, efficient 

service of e-banking, privacy, security, reliability and responsiveness of employees to solve e-

banking service failure and these variable determined 84% customer satisfaction in e-banking, 

whereas Salman S. &Kashif S.(2013) study result showed that the awareness of customers in e-

banking was poor that is more number of customers do not know what e-banking mean. 

Similarly Million(2013) conducted a study on the impact of E banking on customer satisfaction 

by taking samples from Dashen and Wegagen banks at Gonder city. However, the researcher 

only considers ATM as E banking since there was no other E banking products at the time. More 

over the study limited on two branches and do not include the largest bank (i.e. CBE) that own 

largest portion of the country‟s bank customers. 

Some other researchers were also conducted on E banking but their main focus was related with 

the adoption of the E banking not on its effect on customer satisfaction. Forexample, Kassahun 

(2016) conducted his study on challenges and opportunities in adoption and development of 

Electronic Banking in Ethiopian banking industry in the case of selected private banks. Abebe 

(2016) also studied opportunities and challenges in the adoption of E banking service. Alayu 

(2015) conducted his study on assessment in challenges and prospects of E banking. Therefore  

even if  few researches made on e-banking most of them focus on challenge and opportunity and 

different  conclusions on   the title   effect of E- banking on customer satisfaction in the case of 

CBE and The researcher here want to answer the stated problems and tries to investigate the 

effect of e-banking on customer satisfaction, to know customer view about what they feel about 

over all activities of bank account movement control and the researcher believes that previously 

no research has been done in this specific topic in the town to provide empirical evidence of the 

effect of e-banking on customer satisfaction.   
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        1.4. Research questions  

1. What is the effect of e-banking service on customer satisfaction? 

2. What is the perception of clients towards e-banking service? 

3. What are the major challenges and opportunities of e-banking from the customer point of 

view? 

4. How e-banking service help customer’s more than ordinary banking service? 

1.5.Objective of the Study  

            1.5.1 General Objective  

The general objective of the  study is to assess e-banking practice and its effect on customer 

satisfaction in Ethiopian banking industry with particular emphasis in Debre Berhan town in 

commercial bank of Ethiopia. 

           1.5.2 The Specific objective 

The specific objectives of the study were: 

1. To assess the effect of e-banking service on customer satisfaction.  

2. Evaluate the perception of the client on e- banking services. 

3. To identify the major challenges and opportunities of e-banking from 

customers’ point of view. 

4. To identify how e-banking service help customer’s more than ordinary 

banking service. 

1.6.Scope of the Study 

 This study would be undertake to assess e-banking (ATM, POS, Internet banking and mobile 

banking) practice and its effect on customer satisfaction on commercial banks of Ethiopia Debre 

Birhan Town and also addressed customers who utilizes the product. this study extend its 

investigation on other branches but only focus on banks found in Debre Brhan Town which is 

commercial bank of Ethiopia because these bank were the only bank first start e-banking service 

in the town, in addition to this the result of the finding would not represent the whole banks in 

the country  
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1.7.Significance of the Study   

The output of the study would find out ways for improving service delivery by e-banking service 

to increase customer satisfaction, It would forward good idea to decision makers about how to 

satisfy customers, It would be used to know the attitude of  customers towards the E-banking 

service, in addition  it would be useful for Ethiopian banks in order to see the effect of e-banking 

on customer satisfaction in comparison with the traditional Bank service, furthermore it would 

help in understanding the attitude of customers towards e-banking service and also It would be 

used as a reference anyone who wants to study further in this or related areas. 

1.8.Hypothesis  of  the Study 

This study hypothesized variables are stated in the null form as follows: 

Ho1: Convenience has no statistical significant effect on customer’s satisfaction. 

Ho2: Reliability has no statistical significant effect on customer’s satisfaction. 

Ho3: Easy to use has no statistical significant effect on customer’s satisfaction.  

Ho4: Fulfillment has no statistical significant effect on customer’s satisfaction. 

Ho5: Security has no statistical significant effect on customer’s satisfaction. 

1.9.Organization of the Study     

The study has five chapters that discuss e-banking practice and its effect on customer satisfaction 

at commercial bank of Ethiopia in case of Debreberhan town. Chapter one explains the 

background of the research and illustrates what the research intends to achieve. Chapter two 

deals about the formulation of the Literature Review of the thesis that provides a general 

understanding of previous studies and theories related to the research area. Chapter three 

discussed the methods that are used for the research and it highlights the primary and secondary 

data collection methods that the research is engaged in. chapter four focused on the analysis and 

discussion of the results obtain from the study. The last chapter exhibit conclusion of the 

research and provides some recommendations for improvement. 
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                                           Chapter Two 

2.Related Literature Review 

This chapter presents a review of previous studies related to the present study. Potential theories 

that state about different factors which are believed to affect customer satisfaction in using e 

banking are also discussed. Basically the chapter constitutes   about introduction of the chapter  

presents definition of e banking followed by types of e banking in section ,  present benefits of e 

banking  , discuses about electronic service quality and customer satisfaction and , variables of 

the study discuss , conceptual frameworks and section , Summary of articles presented and also 

Finally section discusses the research. 

       2.1. Definition of E-banking 

E-banking has a variety of definitions all refer to the same meaning, the following section show 

some of these definitions. E-banking is a form of banking service where funds are transferred 

through an exchange of electronic signal between financial institutions, rather than exchange of 

cash, checks, or other negotiable instruments (Kamrul 2009). Electronic banking (e-banking) is an 

umbrella term for the process by which a customer may perform banking transactions electronically 

without visiting a brick-and-mortar institution. That is, automated delivery of new and traditional 

banking products and services directly to customers through electronic, interactive communication 

channels (Imiefoh 2012).  

Hertzum (2004) defined E-Banking as web-based Banking. In other words E-Banking refers to the 

banking operations, which is done over World Wide Web. A more comprehensive and well-

established definition is given by the United Nations Conference on Trade and Development 

(UNCTAD). This definition covers almost all area of E-Banking. According to the institution E 

banking refers to the deployment over the Internet of retail and wholesale banking services. It 

involves individual and corporate clients, and includes bank transfers, payments and settlements, 

documentary collections and credits, corporate and household lending, card business and some others 

(UNCTAD, 2002). Electronic banking is a system by which transactions are settled electronically 

with the use of electronic gadgets such as ATMs, POS terminals, phones, and Visa cards handled by 

e-holders, bank customers, and stake holders (Edet, 2008). 

 

         2.1.1. Types of E-banking 
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The most important electronic channels in e-banking are the internet banking, mobile banking, 

Automatic Teller Machines (ATMs) and Point of Sales (POS). 

1. Internet banking involves conducting banking transactions such as account enquiry, 

printing of statement of account; funds transfer payments for goods and services, etc on 

the internet (World Wide Web) using electronic tools such as the computer without 

visiting the banking hall. Internet Banking lets clients handle many banking transactions 

via their personal computer. For instance, one may use his/her computer/laptop/smart-

phone to view his/her account balance, request transfer between accounts and pay bills 

electronically (Onodugo & Chris, 2015).  

2. Mobile banking- refers to the use of a smart phone or other cellular device to perform 

online banking tasks while away from your home. Such as monitoring account balance 

transferring funds b/n account and other .Mobile banking (also known as M-Banking,) is 

a term used for performing balance checks, account transactions, payments, credit 

applications and other banking transactions through a mobile device such as a mobile 

phone or Personal Digital Assistant (PDA). The earliest mobile banking services were 

offered over SMS, a service known as SMS banking. Mobile banking is used in many 

parts of the world with little or no infrastructure, especially remote and rural areas. This 

aspect of mobile commerce is also popular in countries where most of their population is 

un-banked. In most of these places, banks can only be found in big cities, and customers 

have to travel hundreds of miles to the nearest bank. The scope of offered services may 

include facilities to conduct bank and stock market transactions, to administer accounts 

and to access customized information (Tiwari , 2007). 

3. An automated teller machine  (ATM) is an electronic computerized device that allows 

banks customers to directly use a secured method of communication to access their bank 

accounts. Entry of Automated teller machines (ATM‟s) has changed the office atmosphere of 

the branches of banks. There is no need for a customer to visit branches for their day to day 

banking transaction like cash deposits, cash withdrawals, balance enquiry, dropping cheque. 

The customer can be served by himself by using his/her unique ATM card that given by the 

bank (Okechi &Oruan, 2013).  

4. Point-of-Sale Transfer Terminals (POS) - The system allows consumers to pay for 

retail purchase with a check card, a new name for debit card. This card looks like a credit 

card but with a significant difference. The money for the purchase is transferred 
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immediately from account of debit card holder to the store's account and Point of sale 

(POS) also sometimes referred to as point of purchase (POP) or checkout is the location 

where a transaction occurs. A "checkout" refers to a POS terminal or more generally to 

the hardware and software used for checkouts, the equivalent of an electronic cash 

register. A POS terminal manages the selling process by a salesperson accessible 

interface. The same system allows the creation and printing of the receipt .Because of the 

expense involved with a POS system, the eBay guide recommends that if annual revenue 

exceeds the threshold of $700,000, investment in a POS system will be advantageous. 

POS systems record sales for business and tax purposes. Illegal software dubbed 

"zappers" is increasingly used on them to falsify these records with a view to evading the 

payment of taxes ((Shittu O., 2010). 

           2.1.2. Benefit of E-banking system 

Business organizations are trying to uncover the new technologies coming from the E-commerce 

applications which has a lower transaction cost resulted to eliminate association in distributing 

channels (Salman & Kashif 2010). The cost can be reduced to zero in some services like 

information and manufactured goods information. Transaction of low cost and easiness provides 

to adopt the new trend of technology to trade information among different groups and business 

parties. Information and Communication technology transformed business to go from local to 

global. However it has been said that E-banking is vital in the banking sector of developing 

countries (Polatoglu & Ekin 2001). The online payment system is quite new in banking 

institutions and dispersion of these innovations can result in more competent online banking 

systems which resulted in lots of changes in the technologies of the banking sector. Generally E-

banking has a benefit for banks and customers and   in the general Economy. 

 

            

   2.1.3 Benefit of E-banking for Banks 

It is supposed to be noted that E-banking can bring about various benefits for banks and their 

customers as well. It is noticeable that cost savings, efficiency, gaining new segments of 

customers, improvement of the banks reputation and better customer services and satisfaction are 

primary benefits to banks (Jayawardhena & Foley, 2000).  
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Reduction in the percentage of customers visiting banks with an increase in alternative channels of 

distribution will also minimize the queues in the branches and also increased availability and 

accessibility of more self-service distribution channels help bank administration in reducing the 

expensive branch network and its associate staff overheads. Bank employees and office space that are 

released in this way may be used for some other profitable ventures (Birch &Young, 1997). 

 

 Shifu (2014) in his study concluded the following as major benefits of e bank for the bank:  

     

1. E-banking helps in reducing the cost of delivering the services to the customers.  

2. It provides banks with competitive advantage among their peers.  

3. It reduces the use of paper money that helps the central bank in printing less paper notes.  

4. Many repetitive and tedious tasks have now been fully automated resulting in greater 

efficiency, better time usage and enhanced control, 

5. The rise of E-banking has made banks more competitive. It has also led to expansion of 

the banking industry, opening of new avenues for banking operations.  

6. Electronic banking has greatly helped the banking industry to reduce paper work, thus 

helping them to move the paper less environment.  

7. Electronic banking has also helped bank in proper documentation of their records and 

transactions.  

8. The reach and delivery capabilities of computer networks, such as the Internet, are far 

better than any branch network. 

            2.1.4. Benefit of E-banking for Customers 

The benefit of E-banking is not limited to banks but also to their customers. It is very easy for 

consumers throughout the world to access to their bank accounts 24 hours per day and seven 

days a week. Customers can enjoy a variety of services, especially services which are not 

provided by traditional bank branches (Pham 2010). E-banking can bring about convenience and 

accessibility, which will have positive effects on customer satisfaction and loyalty (Pham 2010).  

It is contended by Turban (2008), that E-banking is really beneficial to customers such as:-  
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 Convenience – By e-banking, customers can carry out their banking activities whenever 

you want. E-banking is a 24 hour service, so customers are no longer tied to the branch’s 

hours.  

 Mobility – e-banking can be done from anywhere, as long as customers have an Internet 

connection.  

 No Fees – Because an e-bank doesn’t have to worry about funding an actual bank 

location with all of those additional costs, fees can be reduced and are often non-existent. 

Those checking and savings accounts that are offered by completely online banks usually 

have no fees at all.  

 Online Statements – Most online banks try to be as paper-free as possible. Most 

statements and correspondence is done online, reducing the amount of paper used and 

sent out to you. This again will help reduce the costs of the online bank.  

 Direct Deposit – With any incoming money, such as salary, customers can arrange for it 

to be directly deposited into the bank account by the company sending the money. This is 

actually a double benefit, as customers don’t have to take the time to deposit the check, 

plus the money goes into customers account faster allowing them to earn interest that 

much quicker.  

 Automatic Bill Paying – With automatic bill paying, customers can automate paying their 

monthly bills.  

 Real Time Account Information – Because customers can access their accounts anytime, 

they can get up to date, real time information on the money in your accounts.  

 Transfers – Transfers between accounts with the same financial institution online can be 

done almost instantaneously. 

            2.1.5. Benefits to General Economy 

Electronic Banking as already stated has greatly serviced both the general public and the banking 

industry. This has resulted in creation of a better enabling environment that supports growth, 

productivity and prosperity. Besides many tangible benefit in form of reduction of cost, reduced 

delivery time, increased efficiency, reduced wastage, e-banking electronically controlled and 

thoroughly monitored environment discourage many illegal and illegitimate practices associated 

with banking industry like money laundering, frauds and embezzlements. (Pham .2010). 
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Benefits from the economical’ point of view E-banking served so many benefits not only to the 

bank itself, but also to the society as a whole. (Pham 2010). 

E-banking made finance economically possible:  

i. Lower operational costs of banks  

ii. Automated process  

iii. Accelerated credit decisions  

iv. Lowered minimum loan size to be profitable.  

Potentially lower margins:  

i. Lower cost of entry  

ii. Expanded financing reach  

iii. Increased transparency.  

Expand reached through self-service:  

i. Lower transaction cost  

ii. Make some corporate services economically feasible for society  

iii. Make anytime access to accounts and loan information possible.  

        2.2. Electronic service quality and customer satisfaction 

           2.2.1. Electronic service quality 

The digital revolution has undoubtedly changed almost every aspect of daily life as we stepped into 

the twenty first century. The power of the World Wide Web and global ecommerce is becoming 

more significant with the increasing number of people around the world getting connected to the 

internet (Siu & Mou, 2005). Similarly to other service industry developments in information and 

communication technology have provided a platform by which banks can design, develop and deliver 

services that can be perceived by customers as superior while accessing online channel for banking 

transactions (Surjadjaja 2003). E-banking has attained the status of essential service in attaining 

customers‟ loyalty in banking sector by ensuring customer satisfaction and healthy relations. Above 

all it is of supreme importance in fulfilling customers‟ expectations (Berrocal, 2009). E-service 

quality is about overall assessment and discernment by customer regarding the eminence and quality 

of e-service delivery (Santos, 2003).  
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Service quality is one of the main factors that determines the success or failure of electronic 

commerce and also it is very important in any banking business. Service quality can also be defined 

as the consumer‟s overall impression of the relative inferiority/superiority of the organization and its 

services. Accordingly e service quality is defined as how well a delivered service level matches 

customer expectations. Service quality can also be defined by the practitioners in terms of key 

dimensions that customers use while evaluating the services. The conceptualization of service quality 

should include both the service delivery process as well as the service outcomes (Lehtinen 

&Lehtinen, 1991). 

          2.2.2. Customer satisfaction 

Customer satisfaction is a measure of how products and services supplied by a company meet or 

surpass customer expectation. Customer satisfaction is also defined as the number of customers 

whose reported experience with a firm exceeds specified satisfaction goals (Farris, 2010). 

Another definition of customer satisfaction refers to the extent to which customers are happy 

with the products and/or services provided by a business. Further definition of customer 

satisfaction states that it is a term generally used to measure a customer's perception of a 

company's products and/or services (Ahmed, 2005). It's not a straight forward science. Customer 

satisfaction will vary from person to person, depending on a whole host of variables which may 

be both psychological and physical.  

Several authors have defined satisfaction in a different way. The following definitions of 

customer satisfaction will try to give us a clearer idea about customer satisfaction concept. 

Kotler, (2015) defined it as Satisfaction is a person’s feelings of pleasure or disappointment 

resulting from comparing a product’s perceived performance (or outcome) in relation to his or 

her expectation. Yi, (1990) defined Customer satisfaction as a collective outcome of perception, 

evaluation and psychological reactions to the consumption experience with a product/service. 

The more customers are satisfied with products or services offered, the more are chances for any 

successful business as customer satisfaction leads to repeat purchase, brand loyalty, and positive 

word of mouth marketing. Customer satisfaction leads to repeat purchases and loyalty (Zairi, 

2000). 

Satisfied customers are more likely to repeat buying products or services. They will also tend to 

say good things and to recommend the product or service to others. On the other hand 

dissatisfied customers respond differently. Dissatisfied customers may try to reduce the 
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dissonance by abandoning or returning the product, or they may try to reduce the dissonance by 

seeking information that might confirm its high value (Kotler, 2014). 

During the recent years, the development of e-channels has dramatically changed the rules and 

operation in the banking industry (Gunasekaran , 1999). Aladwani (2001) mentioned that while 

the industry has moved instantly to deploy and offer new banking services via e-channels for 

customers and in consequence the e-banking services have boomed promptly .Today, several 

financial institutions are endeavoring to emphasize customer –oriented services. For this sake, it 

is crucial to implement new banking services in order to develop and keep better relationships 

with customers. Hence building up competitive predominance almost depends on customers‟ 

satisfaction with banking service. It is recognized that banks gaining higher customer satisfaction 

will have a conspicuous marketing ascendancy because the higher customer satisfaction is 

associated with greater revenues, increased cross-sell rations, higher customer retention and 

bigger market share (Gonzalez  2004 

           2.2.3. Customer Satisfaction in Banking 

Customer satisfaction is a key determining factor why customers leave or stay with a bank. Fornell 

(1992) cited in Thakur (2011) noted that although customer satisfaction and quality appear to be 

important for all firms, satisfaction is more important for loyalty in service industries like bank. 

Because even if the customers appear to be satisfied, they may look for other bankers if they believe 

they might receive better service elsewhere (Reichheld, 1996) cited in Thakur (2011). Thus the 

banking organizations need to know how to keep their customers. However, keeping customers is 

also dependent on a number of other factors. These include a wider range of service choices, greater 

convenience, better prices, and enhanced income (Thakur, 2011).  

Ioanna (2002) cited in Thakur (2011) further proposed that differentiation is nearly impossible in 

a competitive environment like the banking industry. Banks everywhere are delivering nearly 

same services. Thus, bank management tends to differentiate their firm from competitors through 

service quality. Service quality is a crucial element which impact customers’ satisfaction level in 

the banking industry. Generally in banking, quality is a multivariable concept, which includes 

differing types of convenience, reliability, services portfolio, and critically, the staff delivering 

the service (Storbacka ,1994)  

          2.2.4. The relationship between service quality and customer satisfaction 

The status or prestige of an organization is determined by the quality of the provided services. 

Organization of high quality level of its services has a high competitive position. achieving a 
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high level of services meet the needs of customers. Studies confirmed that service quality and 

customer satisfaction have strong relationship (Alagheband, 2006; Bedi, 2010; Keiningham, 

2005). When the customer receives high quality service his behavior and attitude towards the 

organization will be positive and that would strengthen the relationship with the organization and 

vice versa. Customer satisfaction is the most important criteria that enable organization ns to 

ensure the quality of their goods or services (Parasuraman, 1985) 

For commodity like products, quality can be measured easily by its features. But quality of 

service depends heavily on the quality of the personnel of service provider or the provider 

himself. Studies on customers’ switching from banks have found that they do so because they 

considered to be poorly serviced. Quality service improved customer satisfaction and reduced 

customer erosion (Thakur, 2011).service quality is the key to measure e-banking user 

satisfaction. Researchers have paid much attention to the close relationship between service 

quality and customer satisfaction (Parasuraman, 1985) 

            2.3. Measuring Customer Satisfaction 

Customer satisfaction is measured at the individual level, but it is almost always reported at an 

aggregate level. Customer satisfaction is an ambiguous and abstract concept and the actual 

manifestation of the state of satisfaction will vary from person to person and product/service to 

product/service. The state of satisfaction depends on a number of both psychological and 

physical variables which correlate with satisfaction behaviors such as return and recommend 

rate. The level of satisfaction can also vary depending on other options the customer may have 

and other products against which the customer can compare the organization's products (David, 

2010).  

It is also well recognized that measuring service quality is more difficult than to measure good’s 

quality because of the unique characteristics of services. The main characteristics of services in 

general and banking services in particular are the following (Parasuraman, Zeithmal,& Berry, 

1988) 

 It’s intangible, since services are not material and cannot be touched 

 The production and consumption of service happens at the same time, which mean that it 

is produced upon request. 

 Service cannot be stored 
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Most researchers found that service quality is the antecedent of customer satisfaction (Bedi, 

2010; Kumar, 2009; 2010; Naeem and Saif, 2009; Parasuraman , 1988). Quality customer 

service and satisfaction are recognized as the most important factors for bank customer 

acquisition and retention (Jamal, 2004; Armstrong and Seng, 2000; Lassar , 2000). Service 

quality is considered as one of the critical success factors that influence the competitiveness of 

an organization. A bank can differentiate itself from competitors by providing high quality 

service. Service quality is one of the most attractive areas for researchers over the last decade in 

the retail banking sector (Avkiran, 1994; Stafford, 1996; Johnston, 1997; Angur , 1999; Lassar , 

2000).  

Yang, Jun and  Peterson (2004) identified five online service quality dimensions (responsiveness, 

reliability, competence, access and security) and their relationships with the customer 

satisfaction. Wolfinbarger and Gilly (2002) observed that reliability and fulfillment are the 

strongest predictors for customer satisfaction. Lui and Arnett (2000) identified five critical 

dimensions of online service quality in relations to customer satisfaction in the website. Among 

these, the quality of information that is relevant, accurate, timely, customized and complete are 

given priority for the customer satisfaction in the online service. Johnston (1997) identified 

attentiveness, responsiveness care and friendliness as the main sources of satisfactions (satisfiers) 

in banking.  

Alam and Soni (2012) the level of satisfaction in using internet banking depends upon reliability, 

responsiveness, security, ease of use and tangibles. Further they also claimed that satisfaction 

comes from quick services, affordable service charge, and easiness of the service in using e 

banking. Ala`Eddin and Hasan (2011) on their study in Bangladesh E-banking functionality and 

outcomes of customer satisfaction they revealed that accessibility, convenience, security, 

privacy, content, design, speed, fees and charges had a positive effect on Jordanian Commercial 

Bank customers' satisfaction. Other study in Nigeria by Ogunlowore and Oladele (2014) 

concluded that that E-banking has become popular in Nigeria because of its convenience and 

flexibility, and transaction related benefits like speed, efficiency and accessibility although these 

are fraught with insecurity and most importantly power challenges. Similarly other study 

conducted by Fatemeh, Sanaz and Reihaneh (2015) in Iran There is a positive and significant 

relationship between the speed, efficiency, security, trust, accountability and information with 

customer satisfaction.  
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The study by Bismark, Ashalley and Quaye (2015) on electronic banking and customer 

satisfaction in Ghana indicates that availability, reliability and convenience have a positive 

impact on e banking satisfaction. Kumbhar (2011) on his study in India shows Fulfillment, 

Efficiency, Security/Assurance, Responsiveness, Convenience, Cost Effectiveness, Problem 

Handling and Compensation are determinants of e banking satisfaction.  

Therefore in this study also the researcher determine these factors (convenience, fulfillment, ease to 

use, reliability, privacy/security) as independent variables of the study. 

Definition and Feature of Independent Variable 

Convenience – By e-banking, customers can carry out their banking activities whenever you 

want. E-banking is a 24 hour service, so customers are no longer tied to the branch’s hours. it 

covers the issue of how closely the e-banking channels are located in respect to the customers, 

when they want to use it. 

 Fulfillment: is the extent to which the e-banking performs outcomes which meet the customer’s 

expectation.it is the filling the customer needs according to the early perdition of the product.   

 

  Ease of use:-Ease of use is important in using e-banking, which related to customer apprehension 

about the efforts required to learn to use e-banking (David, 2010). It is considered as the factor 

influencing the adoption of e-banking, and related to an easy- to- remember pin codes and URL 

address, well- organized and usable software, easy of site navigability, concise and understandable 

contents, terms and conditions (Alagheband, 2006). 

Reliability: -Reliability refers to the ability to perform the promised service accurately and 

consistently. It involves accuracy in billing, keeping records correctly, and performing the 

service at the designated time. Reliability consists of providing services as promised, 

dependability in handling customers‟ service problems, prompt reply to customer enquiries, and 

provide services at the promised time and maintaining error- free record. Reliability is the most 

important factor in conventional service (Parasuraman, Zeithaml, & Berry 1988). This dimension 

deals primarily with the correctness and 13 accurate billing, and timely responses to 

communiqués between customer and company (Jun & Yang, 2008).  

  

Security/privacy: It is the freedom from danger, risk or doubt, risk, or doubt. It involves 

physical safety, financial security and confidentiality. It consists of employees who instill 
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confidence in customers, making customers feel safe in their transactions, employees who are 

consistently courteous and employees who have the knowledge to answer customer question 

(Parasuraman, Zeithaml& Berry, 1985). Moreover, security is defined as personal and 

possessions safety of the customers. It also includes confidentiality maintained by service 

providers (Johnston, 1997). Security can be assured by authorized access, confidentiality, 

restriction on large volume transaction and sound devotion to security measures (Okeke and 

Ezeh 2015).  

 

2.4.Empirical Evidence 

A lot of related studies were conducted by different researchers in different countries. 

Nevertheless, there are limited numbers of studies were conducted in Ethiopia on the e banking 

customer satisfaction. Some of the study includes Sintayehu (2015) conducted his research on 

the title Impact of E-Banking on customer satisfaction in Ethiopia. The sample of the study was 

from three banks namely CBE, Dashen and Wogagen bank. The study adopt explanatory 

research (to explain relation between variables) and descriptive to describe the characteristics of 

sample. The population of the study was 954,000(active E banking users) from this 300 taken as 

samples which is 100 from each banks. The study found education level and age have 

statistically significant relation with customer satisfaction in E-banking. In addition reliability, 

efficiency and ease of use have great contribution for the improvement of e banking satisfaction 

in Ethiopia. In addition Milion (2013) conducted a research on the Impact of Electronic Banking 

on Customers‟ Satisfaction in in two private banks in Goder city. The researcher employed both 

descriptive and inferential statistics in analyzing the data. The results of the study implied that 

majority of users of e-banking are the young, the educated, salaried and students but business 

men and women are not actively using the service. The finding also shows e-banking has impact 

in improving customer satisfaction by reducing waiting time for customers to get bank service 

and enable them to control their account movements. 

Kassahun (2016) also studied Challenge and opportunity of E-banking in Ethiopia banking 

industry. Descriptive research method was used to achieve the objective. Out of sixteen banks 

that operating at the time the researcher purposively sampled 6 private banks. The data was 

collected by using closed and open ended questionnaires from experts and also interviews with e-

payment managers. Further since the study is descriptive in nature the data collected via 

questionnaires was analyzed using SPSS. The major finding of the study was categorized in to 3 
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groups. These are organizational, environmental and technological factor. High costs of 

implementation of E- banking, lack of customer awareness, lack of skills and trained staff, 

resistance on changes in technology among boards as organizational factor. In addition limitation 

in network infrastructure, lack of sufficient government supports legal and regulatory differences 

with cross- country as external factor. In connection with technological factors lack of customer 

trust, fear of risk and security risk considered as challenges in using E-banking.  

 

The study of Abebe (2016) aimed at identifying opportunities and challenges in the adoption and 

enhancement of E banking services in Dashin bank. The researcher used both quantitative and 

qualitative data thus mixed approach has been applied. Further the data were analyzed by using both 

descriptive and linear regression analysis model with the help of SPSS. The finding of the study 

reveals that the existing man powers combinations and their positive perception towards usefulness 

and ease of use in the adoption of E banking services are opportunities at the hands of the bank. On 

the other hand security risks, technical, managerial and implementation skills of E-banking, public 

awareness, ICT infrastructures and low internet access is major challenges in the adoption of E-

banking services in Dashen Bank.  

Alayu (2105) also aimed assessing the Challenges and Prospects of e-banking in Commercial 

Bank of Ethiopia and he applied descriptive survey type. The researcher classifies the findings in 

to two parts. Prospects; customer can get all banking service 24 hours a day, they can save time, 

can access their account quickly, bank load will reduced. On the other hand challenges include 

unknown fear of customers, power interruption, network failure, language difficulty, inadequate 

knowledge in the staff. 

Mattewos (2016), study on Challenges and Prospect of E-Banking in Ethiopia and purposively 

choose 5 banks (CBE, Awash, Dashen, Wegagen & zemen banks). The data was analyzed by 15 

Using descriptive statistics method. the finding Chances of risk, lack of trained and efficient staff 

in e-banking context, lack of suitable legal and regulatory framework, absence of financial 

networks that links different banks, low level of internet penetration and poorly developed tele-

communication infrastructure, high cost of internet and security issues are the main challenges of 

e baning in Ethiopia.  

A research done by Simon & Thomas (2016) was targeted to determine the effect of E-banking 

on customer satisfaction in selected commercial banks in Kenya. This study adopted a 

descriptive survey design. Concerning the sample there were 43 banks in Kenya. Out of these 

five banks selected purposively. The total customers of these five banks are 262511 and from 
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these 225 customers taken as samples. The collected data were analyzed by using descriptive 

statistics method and customer satisfaction was regressed against independent variables. The 

finding shows flexibility and easy to use internet banking; convenience of mobile banking has 

great effect, but usefulness and friendliness has low effect on customer satisfaction. Further user 

friendly, ease of access, privacy and affordability of ATM affects customer satisfaction to a great 

extent.  

A research done by Simon & Thomas (2016) was targeted to determine the effect of E-banking 

on customer satisfaction in selected commercial banks in Kenya. This study adopted a 

descriptive survey design. Concerning the sample there were 43 banks in Kenya. Out of these 

five banks selected purposively. The total customers of these five banks are 262511 and from 

these 225 customers taken as samples. The collected data were analyzed by using descriptive 

statistics method and customer satisfaction was regressed against independent variables. The 

finding shows flexibility and easy to use internet banking; convenience of mobile banking has 

great effect, but usefulness and friendliness has low effect on customer satisfaction. Further user 

friendly, ease of access, privacy and affordability of ATM affects customer satisfaction to a great 

extent.  

The study of (Bultum, 2014) aims to identify factors that affect adoption of e-banking in the 

Ethiopian banking industry. The study was conducted based on the data gathered from four 

banks in Ethiopia; three private banks (Dashen bank, Zemen bank and Wegagen bank) and one 

state owned bank (commercial bank of Ethiopia). A mixed research approach was used to answer 

the research questions that emerge through the review of existing literature and the experiences 

of the researcher in respect of the e-banking system in Ethiopia. The study statistically analyzes 

data obtained from the survey questionnaire. A research framework developed based on 

technology-organization environment model (TOE) developed by Tornatzky and Fleischer. The 

result of the study indicated that, the major barriers Ethiopian banking industry faces in the 

adoption of electronic banking are: security risk, lack of trust, lack of legal and regulatory frame 

work, lack of ICT infrastructure and absence of competition between local and foreign banks. 

The study suggests a series of measures which could be taken by the banking industry and by 

government to address various challenges identified. These measures include establishing a clear 

set of legal framework on the use of technology in banking industry, supporting banking industry 

by investing on ICT infrastructure and banks needs to be focused on technological innovation 

competition rather than traditional bases of retail bank competition. 
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The study of (AlaEddin & Hasan, 2011) on e-banking functionality and outcomes of customer 

satisfaction in Jordanian commercial banks, it aims to explore the adoption of e-banking 

functionality and investigates the impact of e-banking on the outcomes of customer satisfaction. 

A purposive sampling technique was employed to recruit 179 customers representing the desired 

range of demographic characteristics (e.g. gender, age, and computer use), previous internet 

experience levels and product- related knowledge. The research showed that adoption of e-

banking (accessibility, convenience, security, privacy, content, design, speed, fees and charges) 

had a positive effect on Jordanian Commercial Bank customers' satisfaction. 

2.5.Automated Teller Machines  and Customer Satisfaction  

According to Lemma Belay (2016) while studied the effect of ATM service quality on customer 

satisfaction in Ethiopian commercial Banks in Debremarkos town using proportional stratified 

and simple random sampling technique and cross-sectional data collected from 190 customers of 

Ethiopian commercial banks, in Debremarkos town. The study used Statistical tools such as 

mean, standard deviation, correlation, and multiple regression models. The study indicated that 

except assurance, tangibility, reliability, responsiveness and empathy have positive and 

significant effect on customer satisfaction and the customers were mostly satisfied with the 

responsiveness dimensions of ATM service quality.  

   Tirhas  (2017) ―Assessment of Customer Satisfaction on Automated Teller Machine in 

Adigrat, Ethiopia‘‘ in Adigrat town using systematic sampling. Since the customers approach the 

ATM machine in different time, the researcher was identified the skipping interval and consider 

those customers approach the machine in that interval. The study used descriptive research 

method. This study found that Promptness of card delivery, number transaction, quality of note 

and conveniently located were extremely satisfied the customer. The study also indicates lack of 

privacy in executing the transaction, reduction in balance without cash payment; Cards get 

blocked of ATMs and fear of safety was the major cause of concern for the customers.  

Gezahegn Bacha (2015), made an attempt to ―assessment of customer satisfaction with ATM 

banking; empirical evidence from selected commercial banks in Ethiopia. The study used 

descriptive statistics, correlation analysis and multiple regressions. The finding revealed that, out 

of 379 ATM card users where over half are fairly satisfied with ATM services from their 

respective bank. All ATM service quality attributes associated with technology have been 

perceived good performers, while all attributes associated with employee performance and 
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management functionality have been perceived not so good in performance. The results have 

further found that all service quality significantly correlate with customer satisfaction.  

 

              2.6   Mobile Banking and Customer Satisfaction  

 According to Kahandawa and Wijayanayake , “this study shows that in mobile banking 

services’ customer satisfaction is influenced by usefulness, ease of use, relative advantage, 

perception on risk and user lifestyle and current needs of customers. It brings out a positive 

relationship and highlights the factors which any bank or financial institution should focus on 

improving mobile banking services”. The study compared to other studies focuses on the factors 

influencing customer satisfaction and does not apply an already established model, like the 

SERVQUAL model. It revealed that current needs of customers influenced customer 

satisfaction, but it did not go into detail toidentify the needs expectations of the customers. 

 Acording to Bharti  showed that Effective distinctiveness, professed security, immense efficacy, 

Innovative virtual environment, Enhanced Personalization and Improved timely updates were not 

associated with satisfaction related to mobile banking while Supportive access is an important 

factor directly associated with user satisfaction related to mobile banking. This study focused on 

the effect of mobile banking on thesatisfaction of customers that are using the service. The study 

only focused onfeatures of e-banking on customer expectations and satisfaction. Compared to 

otherstudies, this study only looked at e-banking features and not really factors of mobile 

banking. It also shows that to fulfill expectations, banks should increase mobile banking 

awareness. 

  Acording to Hossain  showed factors that have a bigger influence on the dependent variable and 

those factors that have less influence on the dependent variable. The results of the study will help 

banks put more emphasis on the most influential factors. This study adopted a simple random 

sampling method. The study showed that reliability and responsiveness are important 

determinants of customer satisfaction. It also revealed that the customers want the same service 

and quality every time they buy the service.  

                 2.7. Point of sale and Customer Satisfaction 

By improving point of sale (POS) network we will witness, on the one hand, the gradual  

removal of bill and the negative consequences of its production and distribution on the country’s 

economic system, resulting in national productivity increase throughincreasing daily 
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transactions’ productivity, and on the other hand by raising public trust and belief in the 

productivity of POS cards and machines, conditions will be better forthe decrease of money 

supply among people, and many minor adrift and static capitalswill return to the country’s 

economic system and in this situation the economic boom ofthe country will become easier. 

                2.8. Internet banking and Customer Satisfaction 

   Acording to Toor  (2016) discussed in  about the study influence of internet banking on 

customer satisfaction a case study from various cities in Pakistan. Quantitative data is used also 

data has been collected through questionnaire form and they distribute 264 form to internet 

banking users, however, the authors they determined five dimensions of SERVQUAL such as 

reliability, responsiveness, assurance, empathy and tangibles also according to the result of the 

study has been shown that all five dimensions have a significant effect on customer satisfaction 

on internet banking.  

   Acording to Raza  (2015) explained the influencing factors of internet banking on customer 

satisfaction also  use a questionnaire form to collect a quantitative data form 400 respondents by 

internet banking users in several banks in Karachi city, Pakistan. They determined five 

dimensions include assurance, empathy, reliability, responsiveness and tangibility. According to 

the results, those collected from the responders explain that all dimensions have a positive 

correlation and significant except the empathy result is insignificant due to the p value less than 

0.05. 

   Acording to Shrimali (2015) studied about internet banking on customer satisfaction and the 

case study in the banking industry in Udaipur, India. based on his study there are five dimensions 

of customer satisfaction and they are responsiveness, efficiency, reliability, security and site 

aesthetics also the authors use a questionnaire form to collect a primary data and distributed to 52 

responders, however, according to the results after analyzed shown as there is a positive 

relationship between internet banking and dimensions of customer satisfaction. 

 

 

    2.9. Conceptual frame work  

Based on frame work is developed for present study, to develop the relationship between  service 

quality dimension and customer satisfaction in banking industry.  
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Source: Researcher own construction, (2020) 
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Figure 2. 1 Conceptual framework 
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         Research gap 

In general, most of e-banking related studies are too remote for our cases and even the study of 

Million (2013) which is found to be similar to the present topic were done in qualitative 

approach also ignores state owned e-banking customers. Thus to address the current gap in the 

literature, methodology and question of representativeness this study is designed to examine the 

effect of e- banking on the satisfaction of customers in commercial bank of Ethiopia in Debre 

birhan town. Therefore this study used the most significant dimensions that were mostly used to 

measure e- service quality by the above mentioned studies. It was reported in most of the studies 

that the most significant general dimensions that were mostly used and tested are reliability, 

fulfillment, ease of use, security and privacy, convenience and fulfillment. In line with this, the 

study measures e- service quality of CBE and the level of customer satisfaction. .  
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CAHPTER THEREE 

3.Research methodology 

Under this chapter the research deals with the methodology of the study which include the 

research design, sampling and sampling techniques, data collection instruments, data collection 

procedures and the method of data analysis were discussed. 

             3.1. Research Design 

To accomplish the objective of the study both descriptive and explanatory research strategy were 

used, which more describe relation between e-banking service and customer satisfaction. Based 

on the purpose, the study was descriptive in nature because, this type of study was conducted to 

provide detailed description about the existing phenomena and to justify current condition with 

the intent of employing data and whenever possible to draw conclusion from the fact discovered 

(Kothari, 2004). 

               3.2. Source of Data  

Basically there are two basic sources of data primary and secondary sources (Arbnor & Bjerkie, 

1994). The researcher used both primary and secondary, the primary data were collected from e-

banking customers of commercial banks of Ethiopia in Debreberhan town through 

questionnaires’ 

The secondary data were used for supporting the study and to get the findings of other 

researchers in the area (empirical study) it were library books, newspapers on business, 

magazines on business, annual reports of different commercial banks, reports of national bank of 

Ethiopia, internet sources, reports made by Ethiopian Bankers Association on establishing 

national electronic payment system, Fortune News Paper which focus on business reports, and 

other related materials were used,  

 The instrument that the researcher used to collect the necessary data was questionnaires which 

were the best method to gather information without complexity and the researcher were 

distributed questionnaires for customer of e-banking user of commercial bank of Ethiopia in the 

town. 
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                 3.3 Target Population 

According to Hair  (2006), target population is said to be a specified group of people or object 

for which questions can be asked or observed made to develop required data structures and 

information. 

The target populations of the study were customers of CBE who use e-banking service in 

Debreberhan town. The study focuses on Debreberhan town. Because of the high density of 

CBE E-banking users is located in the towon. Therefore, this study were focused on these e-

banking users that are situated in Debreberhan town which is e-banking users of four 

commercial bank of Ethiopia the bank which firstly start e-banking service in the town and have 

huge number of customers. The numbers of e-banking users are Debreberhan branch 3580, 

Tebasse branch 2819.Debreeba branch 2516 and Atsezereyakob branch 817 which have small 

no of e-banking users. 

           3.4. Sampling Size and Sampling Techniques 

The populations of this study were e-banking customers of commercial banks in Debreberhan 

town. Simple random sampling techniques would be applied in the study because in the bank 

there were huge number of e-banking users and these banks were chosen because the bank firstly 

start e-banking service and have huge number of customers in this specific area in which the 

study conduct in Debreberhan town,   four commercial bank of Ethiopia branch were selected 

which is CBE Debeberhan branch, CBE Tebasse Branch CBE Debreeba branch and 

CBEAtsezereyakob branch, which provide electronic banking service using ATM. MB. POS.and 

internet banking. The total number of e-banking customers of CBE Deberbreberhan branch were 

3580, the total E-banking customers of CBE Tebasse branch were 2819, Debreeba2516, while 

atsezereyakobbrach 817 . Taro Yamane (1967) provided simplified formula and table to 

calculate sample size.  

To calculate sample size, simplified formulas provided by Taro Yamane (1967) were used. 

       n=
 

       
 

Where, 

n = number of sample size,  

N = Total number of study population,  
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e = level of confidence or risk to have in the data or degree of freedom which is 95% for this 

study. 

The total population of the sample size 

n=
 

       
 

n=
    

            
 

n=384 

To calculate each branch respondents 

n =
                                       

                              
                      

Name of the bank CBE No customers Sample size of respondents  

Debreberhan branch 3580 141 

Tebasse branch  2819 111 

Debreeba branch  2516 99 

Atsezereyakob branch  817 33 

Total 9732 384 

   Source: CBE MIS January 2019 

            3.5 Data Collection Instrument  

The instrument that the researcher used to collect the necessary data was questionnaires which 

were the best method to gather information without complexity and the researcher distributed 

questionnaires for customer of e-banking user of commercial bank of Ethiopia in the town. 

Questionnaire were prepared to get information about E-Banking practice and its effect on 

customer satisfaction   at Debre  Berhan Town. The questionnaire consists of two parts. Part one  

include of the customers demographic information or general information about the respondents 

like gender, age, educational level, occupation ,and Part two prepare to collect information from 

the customers about  e-banking practice and its  effect on customer  satisfaction. 

           3.6. Data quality Assurance  
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Data quality assurance (QA) processes are preventive measures implemented to minimize issues 

in the data streams and inaccuracies thus limiting corrective measures to improve data quality 

(Dilumie, 2016). 

               3.6.1. Pilot Test and Expert Feed back 

Pilot Test  can be defined as a small-scale study to test research protocols, data collection 

instruments, sample recruitment strategies, and other research techniques in preparation for a 

larger study (Schattner & Mazza, 2006) Surveys are pilot-test to avoid misleading, inappropriate, 

or redundant questions. The test ensures that a research instrument can be properly and that the 

information obtained is consistent. Therefore, in order to validate the instrument, the researcher 

conducted a pilot test for the survey questionnaires. 

To increase the clarity of the questions for respondents understanding and to ensure the 

appropriateness of the questions, before launching the full-scale study a pilot test would be 

carried and 30 questionnaires are distributed to commercial bank customers in Debre Berhan 

Town. Based on the feedback obtained from each group of the respondent some corrections were 

made on the questionnaires. 

                             3.6.2. Reliability Test 

The reliability test is an important instrument to measure the degree of consistency of an attribute 

which is supposed to measure. As stated by Mahon and Yarcheski (2002) the less variation of the 

instruments produces in repeated measurements of an attribute the higher its reliability. 

Reliability can be equated with the stability, consistency, or dependability of a measuring tool. 

Cronbach's alpha is one of the most commonly accepted measures of reliability. It measures the 

internal consistency of the items in a scale. It indicates that the extent to which the items in a  

questionnaire are related to each other. It also indicates that whether a scale is one-dimensional 

or multidimensional. The normal range of Cronbach’s coefficient alpha value ranges between 0-

1 and the higher values reflects a higher degree of internal consistency, Different authors accept 

different values of this test in order to achieve internal reliability, but the most commonly 

accepted value is 0.70 as it should be equal to or higher than to reach internal reliability (Hair , 

2003).  

               3.7. Method of Data Analysis 

The researches were designed to assess the effect of e-banking on customer satisfaction and the 

researcher were analyzed the data by using both descriptive and inferential statistic, which were 
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the Statistical Package for Social Science (SPSS) version 20.0 software using correlation, 

regressions, graphs, tables and other descriptive statistics (Mean and standard deviation) as found 

appropriate. This software has been widely used by researchers as a data analysis technique 

(Zikmund, 2003) and the relevant data for the study were collected to organize the data structure 

and to avoid other ambiguous work, the data were edited, Coded and present using table and 

analyze using percentage accordingly. 

In this study descriptive analysis the study used statistical frequencies, percentages, mean and 

standard deviation analysis. In inferential statistics, the study used correlation, and multiple 

regressions to analyze the relationship between the dependent (customer satisfaction) and 

independent variables (convenience, reliability, easy to use, fulfillment and security of e-banking 

services). The model can be specified as follows: 

Cs = β0+ β1 Con + β2 Re+ β3 Eu + β4 Ff + β5 Sec +e 

 

Where: 

 Cs = customer satisfaction  

 Con= convenience 

 Re= reliability  

 Eu= easy to use 

 Ff= fulfillment  

 Se= security 

  E = error term 

        3.8. Ethical issues  

Ethical issues were considered in this research. In the first step, the researcher was fully 

informing participants about the nature of the research and the activities in order to obtain their 

consent. The researcher was made clear to participants that their consent may be withdrawn and 

they may elect to discontinue the activities at any time. Also as Cresswel (2003) reveals, the 

rights, privacy, dignity, and sensitivities of participants shall be respected so that their integrity 

to the research process was being achieved. Hence, the study participants was be reassured of 

confidentiality by explaining to them, their name and other identifier of their status were not 

documented in the questionnaires. Moreover, the researcher gives orientation for them about the 

procedure of data collection and data management. 
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Chapter Four 

4.Analysis and Discussion 

4.1. Introduction 

This chapter presents the results of the study and focused on presentation, interpretation and 

discussion of data collected through questionnaires using descriptive and econometric methods 

of data analysis. The results presented in this chapter are obtained using SPSS version 20 

application. 

         4.2.  Response Rate  

A total of 384 questionnaires were distributed and of which 343 (89.32%) filled completely and 

returned which is excellent, and a total of 41 are not completed and returned. 

        4.3.Background Information of the Respondent 

To find out general background of the customers satisfaction with the use of e-banking service 

provided by Debre Birhan CBE branches, the respondents were asked their background 

information. 

    4.3.1. Gender of the Respondent 

As indicated from the  Table 4.1 below  from the total of 343 respondents, 195 (59.6%) were 

male and 148 (43.1%) of the respondents were female. Therefore, we can conclude that during 

the study period more of the respondents were males than female participants in using the e-

banking service.  

        4.3.2. Age of the Respondent  

As it shown on Table 4.1 below  from the total of 343 respondents, 84(24.5%) respondents are 

aged between 18-24 years, 108 (3.5%) respondents are aged between 25 - 35 years, 117 (34.1%) 

of the respondents are aged between 36-50, 32 (9.3%) are aged between 51-60, and finally 2 

(0.6%) of the respondents are aged above 60 years. Hence, as it is shown in the below Table, the 

majority of the respondents fall in the working age group.  
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       4.3.3. Marital Status of the Respondent 

As it shown on Table 4.1 below  from the total of 343 respondents, 187(54.5%) respondents are 

single, 146 (42.6%) respondents are married and 10 (2.9%) of the respondents are separated from 

their marriage.  Hence, it confirmed the majority of the respondents are single and married. 

    4.3.4.Educational Qualification of the Respondent  

The study also sought to understand the academic qualifications of the respondents in the 

sample, presented in Table 4.1. Accordingly, one of the questions asked in the general 

information about respondents was the academic qualifications of respondents. This would help 

us to see the effect of education on the e-banking user. From the total of 343 respondents, 

1(0.3%) attend primary school, 96 (28%) attend secondary school, 86 (25.1%) have TEVT 

certificate, 105(30.6%) have BA degree, 47(13.7%) have masters’ and finally 8(2.3 %) are PhD 

degree holders. Hence this confirmed that most of the users of e-banking service have more 

educational qualification. The results obtained from the structured questionnaires represented on 

the following tables.  

 

Table 4. 1 Gender, Marital  status , Age and Education level of the Respondents 

 Frequency Percent Valid 

Percent 

Cumulative Percent 

Gender of the respondent 

Valid 

 

Male 195 56.9 56.9 56.9 

Female 148 43.1 43.1 100.0 

Total 343 100.0 100.0  

Age of the respondent 

Valid 18-24 year 84 24.5 24.5 24.5 

25-35 year 108 31.5 31.5 56.0 

36-50 year 117 34.1 34.1 90.1 

51- 60 year 32 9.3 9.3 99.4 

Above 60 2 0.6 0.6 100.0 

Total 343 100.0 100.0  

Marital status of the respondent 
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Valid  Single  187 54.5 54.5 54.5 

Married  146 42.6 42.6 97.1 

Separated  10 2.9 2.9 100.00 

Divorced  0 0 0 100.00 

Widow 0 0 0 100.00 

 Total  343 100.00 100.00  

Education level of the respondent 

Valid  Primary school 1 0.3 0.3 0.3 

High school 96 28.0 28.0 28.3 

TVET 86 25.1 25.1 53.4 

BA degree 105 30.6 30.6 84.0 

Master  Degree 47 13.7 13.7 97.7 

PhD. Degree  8 2.3 2.3 100.00 

Total 343 100.0 100.0  

Source: own computation, 2020 

4.3.4.Occupations of the Respondent 

In the Table below 4.2., from 343 total respondents, 128 (37.3%) were in students, 113 (32.9%) 

were salaried staff, 98 (28.6%) were business man/woman and the remaining 4 (1.2%) were 

pensioner. This indicates that most of the users of e-banking service are students and salaried 

staffs, respectively. 

Table 4. 2 Occupations of the Respondents 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

Student  128 37.3 37.3 37.3 

Salaried  113 32.9 32.9 70.2 

Business 

man/woman 
98 28.6 28.6 98.8 

Pensioner  4 1.2 1.2 100.0 

Total 343 100.0 100.0  

Source: own computation, 2020 
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4.3.5.Types of Customer and their Experience in the Bank 

In Table 4.3, for question of which type of customer you are with the bank?  From the total 343, 

300(87.5%) are savors, 34(9.9%) are users of current account and 9(2.6%) are loaners. From this, 

most of the respondents are savors, meaning that the users of the e-banking service are type of 

the customer that has saving account. With regard to customers experience in using the bank, 

about 46 (13.4%) have an experience of 2-3 years; 81 (23.6%) have an experience of from 4-5 

years; and 216 (63.0%) have an experience of above 5 years. Most of the users have an 

experience of more than 5 years longer. The longer period of the users of the banking service 

served contributes to evaluate better how the e-banking service of CBE is effective and efficient. 

Besides that, it helps the researcher to gain responses, which are most likely expected to reliable 

information as a customer rating their level of satisfaction or dissatisfaction with respect to 

services received from CBE in the study area.   

Table 4. 3 Types of Customer in the Bank and with-in the Bank 

 

 Frequency Percent Valid Percent Cumulative Percent 

Types of customer 

Valid 

Saving  300 87.5 87.5 87.5 

Current  34 9.9 9.9 97.4 

Loan  9 2.6 2.6 100.00 

Total  343 100.00 100.00  

Years (experience) being the customer  

Valid 

2-3 years 46 13.4 13.4 13.4 

4-5 years 81 23.6 23.6 37.0 

above 5 years 216 63.0 63.0 100.00 

Total 343 100.0 100.0  

Source: own computation, 2020 
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4.3.6.Types of E-banking Service in the Bank and their Experience  

In Table 4.4, from the total 343 respondents, 188(54.8%) are users of ATM, 20(5.8%) are users of 

POS, 6 (1.7%) are users of mobile banking, 49 (14.3%) are users of both ATM and POS, 13 

(3.8%) are users of both ATM and mobile banking, 2(0.6%) are users of both POS and mobile 

banking, 53 (15.5%) are users of ATM; POS and mobile banking jointly; 2 (.6%) are users of 

ATM, POS and internet banking jointly  and lastly, 10 (2.9%) are users of ATM, POS, mobile 

and internet banking jointly. From these e-banking services, users of ATM; both ATM and POS; 

and ATM, POS and mobile banking jointly takes the greatest share in the CBE branches of 

Debre Berhan town . With regard to customers experience in using the products of e-banking 

service, most of the users have experience of more than 2 years in using the different products of 

the e-banking service of the bank. The longer period of the users of the e-banking service served 

contributes to evaluate better how the e-banking service of CBE is effective and efficient. 

Table 4. 4 Types of E-banking service   in the Bank and their Experience in banking 

 

 Frequency Percent Valid Percent Cumulative Percent 

Types of e-banking service in the bank used 

Valid 

ATM 188 54.8 54.8 54.8 

POS 20 5.8 5.8 60.6 

Mobile banking 6 1.7 1.7 62.3 

ATM, POS 49 14.3 14.3 76.6 

ATM, Mobile banking 13 3.8 3.8 80.4 

POS, mobile banking 2 .6 .6 81 

ATM, POS, Mobile 

banking 
53 15.5 15.5 96.5 

ATM, mobile banking, 

internet banking 
2 .6 .6 97.1 

ATM, POS, mobile 

banking, and internet 

banking 

10 2.9 2.9 100.00 

Total  343 100.00 100.00  

Years (experience) being the user of e-banking service 

Valid 1-2 years 8 2.4 2.3 2.3 
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2-3 years 120 35.0 35.0 37.3 

3-4 years 55 16.0 16.0 53.3 

4-5 years 75 21.9 21.9 75.2 

above 5 years 85 24.8 24.8 100.00 

Total 343 100.0 100.0  

Source: own computation, 2020 

In Table 4.5 also showed that, from the total 343 respondents, 42 (12.3%) are using e-banking 

service daily, 231(67.3%) are using e-banking service sometimes and 70 (20.4%) are using e-

banking service once in a month. Majority of the respondents are using e-banking service 

sometimes in the bank.  On the other hand, their skill to use these services are rated as; 

48(14.0%) have a very advanced skill, 229 (66.8%) have advanced skill, 44(12.8%) have an 

average skill and finally 22 (6.4%) have a basic skill in using the supposed e-banking services 

provided by the bank in the city. Most of the users have advanced skill. 

Table 4. 5 Usage time of  the E-Banking and Rate their skill in using the E-banking 

 

 Frequency Percent Valid Percent Cumulative Percent 

How often do you use the E-Banking? 

Valid 

Daily  42 12.3 12.3 12.3 

Sometime  231 67.3 67.3 79.6 

Once in a month 70 20.4 20.4 100.00 

Total  343 100.00 100.00  

How would you rate your skills in using E-Banking? 

Valid  

Very advanced 48 14.0 14.0 14.0 

Advanced  229 66.8 66.8 80.8 

Average  44 12.8 12.8 93.6 

Basic  22 6.4 6.4 100.00 

Total 343 100.00 100.00  

Source: on computation, 2020 
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     4.4.Correlation Assumption Test 

      4.4.1  Reliability Test 

After pilot study and the response collected from respondents the reliability test was conducted.   

Reliability is a measure of the degree to which a research instrument yields consistent results or data 

after repeated trials. After the reliability tests that the researcher checks whether the instrument is 

consistent or not by using Cronbach’s alpha. Finally, it shows that the instrument is reliable and 

consistent if the value of the contruct is  greater or equal to 0.7. The result is presented in the 

following Table 4.6.  

Table 4. 6 Reliability Test 

Variables  Cronbach's Alpha 

 Convenience  0.909 

 Reliability  0.896 

Easy to use 0.645 

Fulfillment  0.687 

Security  0.774 

Reliability of the total scale .798 

Source: own computation, 2020 

The alpha values for the variable convienece, reliability and security are 

greater  than to the cut point of 0.70, hile the alpha values for easy to use and fulfillment are less 

than the cut point of 0.7.  But, the reliability of the total scale (0.798) is greater than the cut point 

of 0.7. So, overall, it can be applied for analysis with accepatble reliability. 

       4.4.2.Multicolinearity Test 

If the mean VIF value is less than 10, as a rule of thumb, we can accept that there is no serious 

multicollinearity problem. Therefore the estimation result is consistent and valid. On the other 

hand, if the Tolerance value for the predictor is lower than the value of 1-R2, then there is 

probably a multi collinearity problem. However, in this case the adjusted R2 is 0.668 and the 

value of 1- R2 is about 0.379, i.e. tolerance values of all independent variables are greater  than 

0.379. Therefore, the result showed that there is no multicollinearity problem among predictor 

variables. The result is presented in Table 4.7. 
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Table 4. 7 Multicollinearity Test 

Model Collinearity Statistics 

Tolerance VIF 

1 

Convenience  .725 1.38 

Reliability .772 1.30 

Easy to use .790 1.26 

Fulfillment  .819 1.22 

Security  .981 1.02 

 Adjusted R2 = 0.621 Mean VIF= 1.24 

Source: Own computation, 2020 

a. Dependent Variable: Customer satisfaction 

 

4.4.3.Heteroskedasticity Test 

The result confirmed that there no serious heteroskedasticity problem as we accept the null 

hypothesis with p-value (0.626>0.01). Therefore the estimation result is consistent and valid. 

The result confirmed that in the estimation there is homoscedasticity in the variance of the error 

term. The result confirmed also there are no outliers in the data. The result is presented in Table 

4.8. 

Table 4. 8 Heteroskedasticity Test 

Breusch-Pagan / Cook-Weisberg test for heteroskedasticity 

Ho: Constant variance 

Variables: fitted values of CNT 

chi2(1)      =     0.24 

Prob > chi2  =   0.6260 

  
 

4.4.4.Normality Test 

A normality test of the residuals was also carried out in order to check the predictive accuracy of 

the model. The test was conducted on the null hypothesis of non-normality against the alternative 

of normality. Figure 4.1 reports the results from the residual normality test. The normality test 

result indicates that the residuals from the model are normally distributed and fitted well.  
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                      Figure 4. 1 Residual Normality Test Results 

 

      4.5.Descriptive Analysis 

In this section of the analysis, the study presents and interprets results of the summary of the 

different e-banking service dimensions and customer satisfaction used in the study using mean 

values. And also benefits, opportunity and encountered challenges of e-banking for customers 

are analyzed in this part. 

    4.5.1.Customer Perception on Different  Types of E-Banking Service  

In this part, the study analyzed the customer perception on the different types of e-banking services 

provided by the bank. The perception of the customer was analyzed based on the convenience, 

reliability, easy to use, fulfillment and security of the different types of e-banking services used by 

the customers. The summary results are presented as follows in different section. Here the higher 

mean values (>3) refers to that the customers are agreed on the item, and vice-versa.   

       4.5.1.1.Customer Perception on ATM 

The overall mean for the customer perception on ATM based on its convenience, reliability, 

easiness, fulfillment and security is presented in Table 4.9 with high mean values. Accordingly, 

customers’ perceived and agreed that the ATM banking service as; that there are enough ATM; 
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provides 24/7 service, the services are reliable enough that you don’t need to carry cash wherever 

you go, delivers the service exactly as promised, service are user friendly, provides information 

that exactly fits needs, contains full banking services, making transactions through ATM is safe 

and also has clear transaction safety policies regarding ATM. The result also showed that 

customers disagreed about ATM banking on ATM waiting time to complete a given transaction 

is acceptable, ATM protects my privacy and transaction information, ATM uses simple and clear 

language and provides tailored services for disable persons; and customers perceived between 

“disagreed and neutral” on ATM completes the service right at the first time, and the daily cash 

withdrawal limit of ATM is adequate.  

 

Table 4. 9 Customer Perception on ATM 

ATM Convenience Mean Std. 

deviation 

There are enough ATM machines for the people to service their demand. 3.46 0.993 

In Commercial Bank of Ethiopia, ATM provides 24 hour service during the 

whole weeks. 

4.29 0.879 

In Commercial Bank of Ethiopia, ATM   waiting time to complete a given 

transaction is acceptable. 

1.79 0.849 

ATM  Reliability   

In Commercial Bank of Ethiopia, ATM services are reliable enough that you 

don’t need to carry cash wherever you go. 

3.46 1.031 

Commercial Bank of Ethiopia, ATM delivers the service exactly as promised. 3.16 1.115 

In Commercial Bank of Ethiopia, ATM completes the service right at the first 

time. 

2.56 1.103 

ATM  Ease to use   

In Commercial Bank of Ethiopia, ATM banking service  are user friendly 4.28 0.918 

In Commercial Bank of Ethiopia, ATM provides tailored services for disable 

persons. 

1.86 0.863 

In Commercial Bank of Ethiopia, ATM uses simple and clear language. 1.73 0.743 

ATM Fulfillment   

 In Commercial Bank of Ethiopia, ATM contains full banking service. 3.26 1.144 

In Commercial Bank of Ethiopia, ATM Banking provides information that 

exactly fits needs. 

4.19 0.915 
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Source: Own computation, 2020 

 

4.5.1.2 Customer Perception on Mobile Banking (MB) 

The overall mean for the customer perception on mobile banking based on its convenience, 

reliability, easiness, fulfillment and security is presented in Table 4.10. Accordingly, customers’ 

perceived and agreed that the mobile banking service as; provides 24/7 hour service during the 

whole weeks; the services are reliable enough that you don’t need to carry cash wherever you go, 

the service is user friendly and contains full banking service. On the other hand, the result 

showed that customers disagreed about money banking waiting time to complete a given 

transaction is acceptable, can be accessed anytime and anywhere, provides tailored services for 

disable persons, uses simple and clear language, provides full accurate information, making 

transactions through money banking is safe, protects my privacy and transaction information and 

there is restriction on large volume transaction; and customers perceived between “disagreed and 

neutral” on money banking delivers the service exactly as promised, completes the service right 

at the first time and provide complete transition and fast.  

Table 4. 10 Customer Perception on Mobile Banking 

In Commercial Bank of Ethiopia,   the daily cash withdrawal limit of ATM is 

adequate 

2.83 1.149 

ATM  Security/Privacy    

In Commercial Bank of Ethiopia, Making transactions through ATM is safe.  3.66 0.693 

In Commercial Bank of Ethiopia, ATM protects my privacy and transaction 

information  

1.93 0.966 

Commercial Bank of Ethiopia, has clear transaction safety policies regarding 

ATM 

3.58 0.988 

MOBILE BANKING Convenience Mean Std. 

deviation 

In Commercial Bank of Ethiopia, MB provides 24 hour service during the whole 

weeks. 

4.29 0.879 

In Commercial Bank of Ethiopia, MB waiting time to complete a given transaction 

is acceptable. 

1.85 0.918 

In Commercial Bank of Ethiopia, Mobile Banking can be accessed anytime and 

anywhere  

1.97 0.900 
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Source: Own computation, 2020 

 

   4.5.1.3 Customer Perception on Point of Sales (POS) 

The overall mean for the customer perception on POS based on its convenience, reliability, 

easiness, fulfillment and security is presented in Table 4.11. Accordingly, customers’ perceived 

and agreed that the POS service as; there are enough POS machines for the people to service 

their demand, POS machines provide 24 hour service during the whole week in any market area 

available in the town, the services are reliable enough that you don’t need to carry cash wherever 

you go, provides accurate and consistent service, provides tailored services for disable persons, 

the POS machines contain full banking service, provide full accurate information and has clear 

transaction safety policies; which has higher mean values.  

On the other hand, the result showed that customers disagreed about POS e-banking service 

waiting time to complete a given transaction is acceptable, uses simple and clear language, offers 

MOBILE BANKING Reliability   

 In Commercial Bank of Ethiopia, MB services are reliable enough that you don’t 

need to carry cash wherever you go. 

3.40 1.038 

Commercial Bank of Ethiopia, MB delivers the service exactly as promised. 2.87 1.168 

In Commercial Bank of Ethiopia, MB completes the service right at the first time.   2.56 1.104 

MOBILE BANKING Ease to use   

 In Commercial Bank of Ethiopia, MB banking service is user friendly. 4.19 0.920 

 In Commercial Bank of Ethiopia, MB provides tailored services for disable 

persons. 

1.77 0.837 

In Commercial Bank of Ethiopia, MB uses simple and clear language. 1.73 0.734 

MOBILE BANKING Fulfillment   

In Commercial Bank of Ethiopia, MB contains full banking service. 3.22 1.190 

In Commercial Bank of Ethiopia, MB banking provide complete transition and fast  2.57 1.043 

In Commercial Bank of Ethiopia, MB banking provides full accurate information. 1.91 0.868 

MOBILE BANKING  Security/Privacy    

In Commercial Bank of Ethiopia, Making transactions through MB is safe. 1.70 0.705 

In Commercial Bank of Ethiopia, MB Protects my privacy and transaction 

information  

1.71 0.719 

In Commercial Bank of Ethiopia, there is restriction on large volume transaction 

using MB.  

1.71 0.709 
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education and direction on the usage of the services, making transactions through POS is safe 

and there is restriction on large volume transaction using POS; and customers perceived between 

“disagreed and neutral” on POS banking to complete the service right at the first time, and the 

daily cash withdrawal limit of POS is adequate.  

 

Table 4. 11 Customer Perception on POS 

POS Convenience Mean Std. deviation 

There are enough POS machines for the people to service their demand.   3.44 0.995 

In Commercial Bank of Ethiopia, POS machines provide 24 hour service 

during the whole week in any market area 

4.26 0.878 

In Commercial Bank of Ethiopia, POS waiting time to complete a given 

transaction is acceptable. 

1.79 0.869 

POS Reliability    

 In Commercial Bank of Ethiopia, POS services are reliable enough that 

you don’t need to carry cash wherever you go. 

3.62 1.031 

In Commercial Bank of Ethiopia, POS complete the service right at the 

first time.   

2.66 1.112 

In Commercial Bank of Ethiopia, POS provides accurate and consistent 

services. 

4.18 0.945 

POS easy to use    

In Commercial Bank of Ethiopia, POS provides tailored services for 

disable persons. 

4.24 0.911 

In Commercial Bank of Ethiopia, POS uses simple and clear language. 1.78 0.793 

In Commercial Bank of Ethiopia, POS offer Education and direction on the 

usage of the services. 

1.86 0.906 

POS Fulfillment   

In Commercial Bank of Ethiopia, POS machines contain full banking 

service. 

3.57 1.265 

In Commercial Bank of Ethiopia,    the daily cash withdrawal limit of POS 

is adequate 

2.78 1.151 

In Commercial Bank of Ethiopia, POS banking provide full accurate 

information. 

4.29 0.847 

POS  Security/Privacy    
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Source: Own computation, 2020 

 

 4.5.1.4 Customer Perception on Internet Banking 

The overall mean for the customer perception on internet banking based on its convenience, 

reliability, easiness, fulfillment and security is presented in Table 4.12. Accordingly, majority of 

the customers’ perceived and agreed that the internet banking service as; provides 24 hour 

service during the whole weeks, provides full accurate information, contains full banking service 

and has clear transaction safety policies. On the other hand, the result showed that customers 

disagreed about internet banking service regarding waiting time to complete a given transaction 

is acceptable, uses simple and clear language, offers education and direction on the usage of the 

services, making transactions through internet banking is safe, can be accessed anytime and 

anywhere, provides tailored services for disable persons, and protects my privacy and transaction 

information; and customers perceived between “disagreed and neutral” on internet banking 

delivers the service exactly as promised, completes the service right at the first time, functional 

all the time and provides information that exactly fits needs. 

Table 4. 12 Customer Perception on Internet Banking 

In Commercial Bank of Ethiopia, Making transactions through pos is safe. 1.70 0.705 

In Commercial Bank of Ethiopia, there is restriction on large volume 

transaction using POS.  

1.71 0.709 

Commercial Bank of Ethiopia, has clear transaction safety policies 

regarding POS 

3.58 0.988 

Internet banking Convenience Mean Std. deviation 

In Commercial Bank of Ethiopia, IB provides 24 hour service during the 

whole weeks. 

4.26 0.878 

In Commercial Bank of Ethiopia, IB   waiting time to complete a given 

transaction is acceptable 

1.79 0.869 

In Commercial Bank of Ethiopia, IB can be accessed anytime and anywhere  1.97 0.900 

Internet banking  Reliability   

Commercial Bank of Ethiopia, IB delivers the service exactly as promised. 2.87 1.168 

In Commercial Bank of Ethiopia, IB completes the service right at the first 

time. 

2.56 1.103 

In Commercial Bank of Ethiopia, IB functional all the time 2.56 1.104 



46 

 

 Source: Own computation, 2020 

  

4.5.2 Analysis of E-banking Service Dimension and Customer Perception 

The Table below 4.13, the study discusses the description of the different e-banking service 

dimensions. Those dimensions used in the study directly measure the customer’s satisfaction of 

service performance and assumes that respondents automatically respond their satisfaction of the 

service. The model contains a lot of questions and a five point likert scale is used to measure the 

performance. For all the e-banking service dimensions (Convenience, Reliability, Easy to use, 

Fulfillment and Security/privacy), the mean score have been computed. The tables below 

represent the results.  

The summary of each e-banking service dimensions is represented in the Table below 4.13. The 

highest mean score for convenience is obtained when they are using ATM and POS. And the 

lower is obtained by mobile and internet banking respectively. The highest mean score for 

reliability is obtained when they are using POS and ATM; and the lower is obtained by mobile 

and internet banking respectively. The highest mean score for easy to use is obtained when they 

Internet banking  Ease to  use   

In Commercial Bank of Ethiopia, IB provides tailored services for disable 

persons. 

1.90 0.911 

 In Commercial Bank of Ethiopia, IB uses simple and clear language. 1.73 0.734 

 In Commercial Bank of Ethiopia, IB offer Education and direction on the 

usage of the services.  

1.91 0.907 

Internet banking  Fulfillment   

 In Commercial Bank of Ethiopia, IB contains full banking service. 3.22 1.190 

In Commercial Bank of Ethiopia, IB banking provides information that 

exactly fits needs. 

2.22 1.051 

In Commercial Bank of Ethiopia, IB banking provides full accurate 

information. 

4.24 0.868 

Internet  banking Security/Privacy   

In Commercial Bank Ethiopia, Making transactions through IB is safe.  1.66 0.693 

In Commercial Bank of Ethiopia, IB protects my privacy and transaction 

information  

1.95 0.965 

Commercial Bank of Ethiopia, has clear transaction safety policies 

regarding IB 

3.58 0.991 
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are using POS and ATM. And the lower is obtained by internet and mobile banking respectively, 

followed by mobile and internet banking respectively. The highest mean score for fulfillment is 

obtained when they are using POS and ATM. And the lower is obtained by mobile and internet 

banking respectively. And finally, the highest mean score for security is obtained when they are 

using internet banking and ATM. And the lower is obtained by POS and mobile banking 

respectively.  Generally, the mean score is averagely higher for the service of ATM and POS and 

fair for mobile and internet banking respectively. 

 

The highest mean score for all e-banking service dimensions is obtained on reliability (3.0384) 

and fulfillment (2.9998) followed by convenience (2.9271) and easy to use (2.6076). The lowest 

mean score value is obtained on security dimension (2.2072). Overall, the mean score is 

considered as moderate/averagely higher for the service. This shows there is a need for 

performance improvement in all of the five dimensions. But comparatively, security and easy to 

use dimension needs more improvements respectively compared to all other dimensions. 

Table 4. 13 Summary Statistics for E-banking Service Dimensions 

 

 

Item 

Different e-banking Services 

ATM POS Mobile 

banking 

Internet 

banking 

All  

Mean Std. 

deviation 

Mean Std. 

deviation 

Mean Std. 

deviation 

Mean Std. 

deviation 

Mean 

Convenience 3.1681 0.527 3.1633 0.530 2.7026 0.518 2.6744 0.502 2.9271 

 

Reliability 
3.0603 0.632 3.4869 0.636 2.9427 0.639 

2.6638 0.831 3.0384 

 

Easy to use 
2.6229 0.531 2.6259 0.533 2.5617 0.486 

2.6200 0.449 2.6076 

 

Fulfillment 
3.4266 0.636 3.5497 0.729 2.5646 0.618 

2.4509 0.776 2.9998 

 

Security 
2.3926 0.471 2.3314 0.481 1.7075 0.434 

2.3975 0.469 2.2072 

Source: Own computation, 2020 
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4.5.3. Customer Satisfaction 

As explained in the literature review, customer satisfaction involves the fulfillment of customers’ 

anticipation of the goods and services. Customers become satisfied if the performance of the 

good or service is equivalent to, or even surpasses, the original expectation. Accordingly 

identifying satisfaction level of customers is one interest of this study. The satisfaction level in 

this study is also categorized and it ranges from strongly dissatisfied, dissatisfied, neutral, 

satisfied, and very satisfied. The table below presents the overall level and mean score of 

customer satisfaction. The result is presented in Table 4.14. 

Table 4. 14 Customer Satisfaction Degree and Its Mean Score 

Source: own computation, 2020 

On the Table above 4.14, shows that the highest mean score is obtained in a question of; your 

expectations before the use of e banking have been met currently (3.39), and you are satisfied 

with type service offered on e-banking platform (2.78). This indicates that the mean value falls in 

a neutral degree of satisfaction level. While, the mean value of a question of: I am satisfied with 

Availability of Advice on E-banking usage and security (1.77), the introduction of E – Banking 

in CBE has positive effect in  your banking  practice (1.57) and The level of satisfaction I am 

Customer satisfaction on E-banking Mean Std. deviation 

1 The level of satisfaction I am getting from electronic banking in 

CBE  is higher than ordinary banking service  

1.45 0.731 

2 You are satisfied with type service offered on e-banking  platform 2.78 1.279 

3 your expectations before the use of e banking have been met 

currently 

3.39 1.185 

4 The introduction of E – Banking in CBE has positive effect in  your 

banking  practice 

1.57 0.754 

5 I am satisfied with Availability of Advice on E-banking usage and 

security  

1.77 0.762 

Overall  2.1907 0.441 
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getting from electronic banking in CBE  is higher than ordinary banking service (1.45);   

indicates that the value lies between (1 and 2), implying that their satisfaction is fall on “strongly 

agree” and “agree” degree of satisfaction. Overall, the grand mean for the overall satisfaction 

level is (2.1907) implying their satisfaction is fall on “agree” degree , the majority of 

respondents’ are satisfied with the provided e-banking service. This indicates that the effect of e-

banking service of CBE in Debre Berhan city is evaluated as good, though it needs an 

improvement on the different dimensions. 

4.5.4 Benefits, Opportunity and Encountered Challenges of E-Banking for 

Customers 

4.5.4.1 Benefit of E-banking other than Ordinary Banking for Customer 

The benefit of E-banking for customers can be seen in respect with its easiness to use, reducing 

queue, information accessibility, convenience and enable users to complete banking activities more 

quickly than the traditional bank service. The mean score result is presented in Table 4.15. 

Source: on computation, 2020 

From the perspective of making life easier for customers to get banking activities, where the 

mean of the question is 1.45, fall between “strongly agreed and agreed” on the question about the 

e-banking benefit.  This shows E-banking is a very important instrument for banking activity that 

makes life easy as compared with traditional banking. From the perspective of E-banking services 

significantly reduces long queue at branches than ordinary banking, and E-banking services enable 

Table 4. 15 Benefits of E-banking Service for Customer 

Benefits of CBE e-banking for customers  than ordinary  banking Mean Std. deviation 

1 E-banking makes life easier for customers to get banking 

activities than ordinary banking. 

1.45 0.707 

2 E-banking services significantly reduces long queue at branches 

than ordinary banking. 

1.35 0.676 

3 E-banking increase information access to customers by providing 

information any time in their accounts  than ordinary banking 

1.20 0.495 

4 E-banking  convenient to use, in terms of 7 days and 24 hours  

than ordinary banking 

1.27 0.578 

5 E-banking services enable users to complete banking activities 

more quickly than the traditional bank service. 

1.24 0.536 
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users to complete banking activities more quickly than the traditional bank service;  where the mean 

of the question is 1.35 and 1.24 respectively, which falls between “strongly agreed and agreed” 

degree about the e-banking benefit.  This confirms that E-banking is a very important instrument 

as it enables users to complete banking activities more quickly for different banking activity that as 

compared with traditional banking. From the perspective of convenience and increase 

information access, where the mean of the question is 1.27 and 1.20 respectively, the value lies 

on the degree of “strongly agreed and agreed” that E-banking is convenient for customers than 

traditional banking and E-banking is a convenient way of getting information access about 

banking service as compared with traditional banking.  

4.5.4.2 Opportunity of E-banking for Customers 

Using different services of E-banking can generate a lot of opportunity for customers from the 

perspective of minimize risk, easy to operate, quickness, controlling and availability. The mean 

score result is presented in Table 4.16.  

Table 4. 16 Opportunity of E-banking for Customers 

Source: on computation, 2020 

The mean values of all the indicators are falling between 1 and 2, this indicates the respondents 

are strongly agreed and agreed about the opportunity of using e-banking service for their 

satisfaction. Those opportunities are; Electronic banking minimizes the risk of carrying cash than 

ordinary banking activity, easier way to operate banking transactions with low transaction costs, 

best way to control the bank account systematically and electronic banking service is available for 24 

hours, one can get the money in any time with quickly as compared to ordinary banking activity. 

Thus, the roles of using e-banking can maximize the customers’ satisfaction than ordinary banking 

activity. It can be served as a promoter of customers’ satisfaction in the banking sector at all.  

   

Opportunity: that have been make easily access  while you use  E-

banking 

Mean Std. deviation 

1 Electronic banking minimizes the risk of carrying cash 1.34 0.474 

2 Easier way to operate banking transactions 1.47 0.724 

3 Enables me to accomplish activities more quickly and easily 1.34 0.474 

4 Controlling of my bank account has improved after using 

electronic banking 

1.34 0.474 

5 I can get banking service  24 hours per day  and 7 days a week 1.34 0.474 
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4.5.4.3 Challenges of E-banking for Customers 

Although there are many associated benefits and opportunities with the practice of E-banking, 

there are many challenges which affect the implementation of the e-banking system. The study 

identified different challenges that can have effect on their satisfaction while they have been 

faced in using e-banking service in the city. The mean score result is presented in Table 4.17.  

Table 4. 17 Challenges of E-banking for Customers 

Source: on computation, 2020 

Accordingly, the Table above 4.17, all the above responses is supported with the mean values 

between 1 and 2 for question number (1, 3, 4, and 5). This fall on strongly agreed and agreed 

responses. Therefore, the basic challenges that the customers have been faced while they use e-

banking services are power interruption, Low level of internet penetration and poorly developed 

infrastructure, Lack of suitable legal and regulatory framework for e-banking, and the E-Banking  

fail  to perform the  transaction effectively. And the other one is Unavailability of competent and 

skilled employee in related with e-banking with in the bank which has a mean of 2.72 a response 

degree between agreed and neutral. Of course this is also another problem (unable to fix the 

problem on time) that they faced in using e-banking service in the CBE branches. Therefore, as 

this study identified these as main challenges, the banking should have to consider all these 

problems so as to achieve a greater customer’s satisfaction for their e-banking users.  

Encountered challenges: -That have been problem faced 

customers while use e-banking services; 

Mean Std. deviation 

1 Power interruption seriously affect to  use of E-banking  1.73 0.887 

2 Unavailability of competent and skilled employee in 

related with e banking  

2.72 1.224 

3 Low level of internet penetration and poorly developed 

infrastructure  

1.69 1.152 

4 Lack of suitable legal and regulatory framework for e-

banking 

1.89 0.915 

5 The E-Banking  fail  to perform the  transaction 1.77 0.871 



52 

 

     

 

      4.6 Regression and correlation Analysis 

      4.6.1 Correlation Analysis between E-banking Dimensions and Customer 

Satisfaction 

   Bivariate correlation indicates the relationship between two variables. It ranges from 1 to -1 

where 1 indicates a strong positive correlation and a -1 indicates a strong negative correlation 

and a zero indicates lack of relationship between the two variables. The closer the correlation 

tends to zero the weaker it becomes. For the rest of the values is a small correlation for value 0.1 

to 0.29, medium correlation of 0.3 to 0.49, and high correlation for 0.50 to 1.0. The table below 

presents the results of the correlation analysis made using bivariate correlation. 

Table 4. 18 Pearson Correlation Analysis 

Dimension Customer Satisfaction  

Convenience 

 

 

Pearson Correlation .380** 

Sig. (2-tailed) .000 

Reliability 

Pearson Correlation .195** 

Sig. (2-tailed) .712 

 

Easy to use 

Pearson Correlation .601** 

Sig. (2-tailed) .000 

 

 

Fulfillment  

Pearson Correlation .378** 

Sig. (2-tailed) .000 

 

Security 

 

Pearson Correlation .692** 

Sig. (2-tailed) .000 

N 343 

**. Correlation is significant at the 0.01 level (2-tailed). 

                       Source: Own computation, 2020  
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As presented in the above Table 4.18, there is a positive and significant relationship between 

convenience, reliability, easy to use, fulfillment, security and customer satisfaction at 1% level of 

significance (with p<0.01). In general, the result shows that there is a positive and significant 

relationship between customer satisfaction and the e-banking service dimensions. 

4.6.2.  Regression Analysis  

Regression analysis is a statistical process for estimating the cause effect relationships among 

dependent and several independent variables. It includes many techniques for modeling and 

analyzing several variables. More specifically, regression analysis helps one understand how the 

typical value of the dependent variable changes when any one of the independent variables is 

varied, while the other independent variables are held constant. In this study, multiple regression 

analysis is used to identify the effect of e-banking service on customer satisfaction so as to 

achieve the study’s objective. 

Table 4. 19 Test for the model ANOVAa 

Model Sum of Squares Df Mean Square F Sig. 

1 

Regression 41.828 5 8.366 113.029 .000b 

Residual 24.942 337 .074   

Total 66.770 342    

Source: Own computation, 2020 

a. Dependent Variable: Overall Customer satisfaction  

b. Predictors: (Constant), convenience, reliability, easy to use, fulfillment and security) 

The above Table 4.19 shows that, the overall multiple regression relationship is significant with 

F-value = 113.029 and b =.000. This model indicates that at least there is one explanatory 

variable which is different from zero and influences the dependent variable, which is customer 

satisfaction. So, the whole model is significant and adequate overall at 0.05 significant levels.  

Table 4. 20 Model Summary  

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .791a .626 .621 .27205 

a. Dependent Variable: Overall Customer satisfaction  

b. Predictors: (Constant), convenience, reliability, easy to use, fulfillment and security) 
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The above Table 4.20 shows that 62.6% (R2 = .626) of the variation on customer satisfaction is 

explained by the used independent variables. In other words all e-banking service dimensions 

aggregately share 62.6% impact on customer satisfaction. The remaining 37.4% impact on 

customer satisfaction is explained by other factors that were not included in this research.  

 

Table 4. 21 Regression Coefficients 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients T Sig. 

B Std. error Beta 

1 

(Constant) -0.755 0.148  -5.098 0.000*** 

Convenience  0.086 0.035 0.092 2.456 0.015** 

Reliability 0.084 0.027 0.104 3.098 0.002*** 

Easy to use 0.330 0.039 0.330 8.434 0.000*** 

Fulfillment  0.067 0.034 0.072 1.970 0.050** 

Security  0.482 0.037 0.500 13.182 0.000*** 

**, *** indicate significance level of 5% and 1% level respectively. 

Source: Own computation, 2020 

a. Dependent Variable: Overall Customer’s satisfaction 

 

 

The estimated result can take regression equation of: 

Cs = -0.755 + 0.092Con + 0.104Re+ 0.33Eu + 0.072Ff + 0.5 Sec 

Where: 

 Cs = customer satisfaction  

Con= convenience 

Re= reliability  

Eu= easy to use 

Ff= fulfillment  

Se= security 

As can be seen in the above Table 21, all the predictor variables of convenience, reliability, easy 

to use, fulfillment and security dimensions of the e-banking service had positively and 
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significantly contributing to the customer satisfaction level at 5% level of significance (P<0.05). 

This shows that the effect of e-banking service on customer satisfaction is positive and 

significant. The result shows that, the variables convenience, reliability, easy to use, and security 

are statistically significant at 1% (P<0.01) level; and fulfillment is significant at 5% level 

(P<0.05).  Specifically, the result shows that the variable convenient the e-banking service, the 

reliability of the e-banking service, the more easy to use of the e-banking service, the more 

secured of the e-banking service and the more fulfillment of the e-banking practice affects 

customer satisfaction positively and significantly. 

Hypothesis Testing    

The regression results obtained from the model were utilized to test the null hypotheses 

developed in chapter One. To test the hypothesized relationship, a series of multiple regression 

analysis were conducted. The output from this analysis, a beta coefficient, provides an 

assessment of the significance and the impact of the predictor variables on the dependent 

variable. Table 4.15 displays the regression coefficients of the independent variables. Hence the 

researcher summarized the following viewed results. 

Test of hypothesis 1: 

Ho1: Convenience has no statistically significant effect on customer satisfaction.  

HA1: Convenience has no statistically significant effect on customer satisfaction.  

The findings of this study, confirmed that the effect of convenience on customer satisfaction is 

positive and significant at 1% level. Thus, this result could not provide support for the null 

hypothesis; therefore null hypothesis could be rejected. The alternative hypothesis is accepted.  

Test of hypothesis 2: 

Ho2: Reliability has no statistically significant effect on customer satisfaction.  

HA2: Reliability has statistically significant effect on customer satisfaction  

The result shows that, the effect of reliability on customer satisfaction is significant and positive. 

The results could not provide support for null hypothesis. Therefore; null hypothesis are rejected. 

The alternative hypothesis is accepted. Meaning that, reliability has a significant effect on 

customer satisfaction. 
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Test of hypothesis 3: 

Ho3: Easy to use has no statistically significant effect on customer satisfaction. 

HA3: Easy to use has statistically significant effect on customer satisfaction. 

As indicated above in Table 4.21 the findings indicated that the effect of easy to use on customer 

satisfaction is significant and positive. These results could not provide support for null 

hypothesis. Therefore; the null hypothesis is rejected and the alternative hypothesis is accepted ; 

that is easy to use has positively significant effect on business income taxpayer satisfaction.  

Test of hypothesis 4: 

Ho4: Fulfillment has no statistically significant effect on customer satisfaction. 

HA4: Fulfillment has statistically significant effect on customer satisfaction. 

The result shows that the effect of fulfilment is positive and significant at 5% level. Therefore 

the null hypothesis could be rejected and the alternative hypothesis is accepted.  

Test of hypothesis 5: 

Ho5: Security has no statistically significant effect on customer satisfaction. 

HA5: Security has statistically significant effect on customer satisfaction. 

The last hypothesis test result shows that the effect of security on customer satisfaction is 

positive and significant at 1% level. Thus, this result could not provide support for the null 

hypothesis; therefore the null hypothesis could be rejected. The alternative hypothesis i s 

accepted. Thiss confirms that security has statistically significant effect on customer satisfaction. 

4.6.3. Discussion of Findings 

The main objective of the study is assessing e-banking practice and its effect on customer 

satisfaction in Debre Berhan town in commercial bank of Ethiopia. Based on the result of the 

above data analysis the following findings are discussed. 

4.6.3.1 . The Effect of E-Banking Service on Customer Satisfaction 

The first specific objective of the study is to assess the effect of e-banking on customer 

satisfaction. The results of correlation indicated that there was a statistically significant and 
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positive relationship between the variable convenience and customer satisfaction. This is 

confirmed by the regression result; the coefficient of convenience = 0.092, a 100% improvement 

in convenience leads to 9.2% improvement in customer satisfaction level. The more the 

convenient the e-banking services, the higher the customer satisfaction are likely to be. This 

finding is in line with (Pham, 2010); that e-banking enables customers can carry out their 

banking activities whenever you want, and in a 24/7 hour service; so customers are no longer 

tied to the branch’s hours. E-banking can bring about convenience which have positive effects on 

customer satisfaction and loyalty. 

The results of correlation indicated that there was a statistically significant and positive 

relationship between the variable reliability of e-banking and customer satisfaction. This is 

confirmed by the regression result; the coefficient of reliability = 0.104 i.e., a 100% increment in 

reliability leads to 10.4% improvement in customer satisfaction level. According to 

(Parasuraman et al, 1988), reliable e-banking service increases the customers’ ability to perform 

the promised service accurately and consistently. It involves accuracy in billing, keeping records 

correctly, and performing the service at the designated time. Thus, Reliability is the most 

important factor in e-banking service, and then e-banking can bring about reliable services which 

have positive effects on customer satisfaction and loyalty.  

The results of correlation indicated that there was a statistically significant and positive 

relationship between the variable easy to use of e-banking and customer satisfaction. This is 

confirmed by the regression result; the coefficient of easy to use = 0.330 i.e., a 100% increment 

in reliability leads to 33% improvement in customer satisfaction level. Ease of use is important in 

using e-banking, which related to customer apprehension about the efforts required to learn to use e-

banking (David, 2010). It is considered as the factor influencing the adoption of e-banking, and 

related to an easy- to- remember pin codes and URL address, well- organized and usable software, 

easy of site navigability, concise and understandable contents, terms and conditions (Alagheband, 

2006). The ease of use in the adoption of E banking services are opportunities at the hands of the 

bank and can affect the customers customer satisfaction positively (Abebe, 2016). Therefore, the 

more the easy e-banking service for customers can have a positive effect on customer 

satisfaction. 

The results of correlation indicated that there was a statistically significant and positive 

relationship between the variable fulfilment of e-banking and customer satisfaction. This is 

confirmed by the regression result; the coefficient of fulfilment = 0.072 i.e., a 100% increment in 
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reliability leads to 7.2% improvement in customer satisfaction level. The result is in line with 

Kumbhar (2011); that the extent to which the e-banking performs outcomes which meet the 

customer’s expectation. It is the filling the customer needs according to the early perdition of the 

product. Therefore, fulfillment of e-banking accordingly has a positive impact on e banking 

satisfaction. 

Finally, the results of correlation indicated that there was a statistically significant and positive 

relationship between the variable security of e-banking and customer satisfaction. This is 

confirmed by the regression result; the coefficient of security = 0.500 i.e., a 100% increment in 

reliability leads to 50% improvement in customer satisfaction level. The result is is similar with 

the study conducted by Fatemeh, Sanaz and Reihaneh (2015) in Iran. There is a positive and 

significant relationship between the securities of e-banking with customer satisfaction. 

According to (Parasuraman et al., 1985), it is the freedom from danger, risk or doubt, risk, or 

doubt. It involves physical safety, personal and possessions safety, financial security and 

confidentiality. It consists of employees who instill confidence in customers and making 

customers feel safe in their transactions. Security can be assured by authorized access, 

confidentiality, restriction on large volume transaction and sound devotion to security measures 

(Okeke and Ezeh 2015). Therefore, the more secured the e-banking than ordinary banking can 

have a positive impact on customer satisfaction. 

 

To sum up, the findings of the study provide significant support for the convenience, reliability, 

easy to use, fulfilment and security dimensions of e-banking service literature which advocates 

that these variables have an influence upon customer satisfaction level in the commercial 

banking activity. This in general the result shows that the convenient the e-banking service, the 

more the reliable the e-banking service, the more easy to use the service, the more secured the e-

banking service and the more fulfillment of the e-banking practice results more customer 

satisfaction. Those dimensions contribute great contribution to improve customer satisfaction on 

using e-banking service. It is therefore meant that CBE in Debre Berhan town need to satisfy 

these dimensions (convenience, reliability, easy to use, fulfillment and security) by all means in 

order to achieve a better customer satisfaction in using e-banking services provided by the bank. 

Those dimensions contribute great contribution to improve customer satisfaction on using e-

banking service. It is therefore means that CBE in Debre Berhan city need to satisfy these 
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dimensions (convenience, reliability, easy to use, fulfillment and security) by all means in order 

to achieve a better customer satisfaction in using e-banking services provided by the bank. 

4.6.3.2. Perception of the Client on E- Banking Services 

The second specific objective of the study is to assess the customer perception about the different 

e-banking service in Debre Berhan CBE branches. The findings suggested that majority of the 

customers perceived and agreed averagely, that the different e-banking services are enough; 

provides 24/7 service, the services are reliable enough that you don’t need to carry cash wherever 

you go, delivers the service exactly as promised, service are user friendly, contains full banking 

services, and making transactions through them is safe and also has clear transaction safety 

policies. On the other hand, on average customers perceived and disagreed on the different e-

banking services about waiting time to complete a given transaction is acceptable, can be 

accessed anytime and anywhere, provides tailored services for disable persons, uses simple and 

clear language, provides full accurate information, and protects my privacy and transaction 

information.   

4.6.3.3 Major Challenges and Opportunities of E-Banking from Customers’ 

Point of View 

The third specific objective of the study is to identify the major challenges and opportunities of 

e-banking from customers’ point of view. From this perspective, the study found that the basic 

challenges that the customers have been faced while they use e-banking services are power 

interruption, Low level of internet penetration and poorly developed infrastructure, Lack of 

suitable legal and regulatory framework for e-banking, and the E-Banking  fail  to perform the  

transaction effectively. And the other one is Unavailability of competent and skilled employee. 

On the other hand the opportunities of e-banking service are minimizes the risk of carrying cash, 

easier way to operate banking transactions with low transaction costs, best way to control the bank 

account systematically and electronic banking service is available for 24 hours, one can get the 

money in any time with quickly as compared to ordinary banking activity. 

4.6.3.4 How E-Banking Service Help Customer’s More than Ordinary 

Banking Service 

The last specific objective of the study is to identify how e-banking service help customer’s more 

than ordinary banking service . The study found that the e-banking service help customer’s more 
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than ordinary banking activity. These are making life easy, significantly reduces long queue at 

branches, enable users to complete banking activities more quickly,  enables users to complete 

banking activities more quickly for different banking activity that as compared with traditional 

banking and from the perspective of convenience and increase information access,  that E-

banking is convenient for customers than traditional banking and E-banking is a convenient way 

of getting information access about banking service as compared with traditional banking.   

     4.7 Summary of the Chapter 

For this, the study used cross-sectional data for analysis. The total sample of the study is 384 e-

banking users, of which 343 (89.32%) are completely returned and filled. Further the sampled 

users were also asked questions related to demographic characteristics; benefits, opportunity and 

challenges with the existing e-banking services; their perception in using the e-banking practices 

and some other general questions. The survey results obtained from the respondent was analyzed 

by using the statistically software SPSS version 20.0 using both descriptive and inferential 

analyses. The study used the multiple linear regressions to analyze the effect of using e-banking 

products on customer satisfaction in the CBE branches in the study area.  

In conclusion, the main objective of the study was to assess  the e-banking practices and its effect 

on customer satisfaction at commercial bank of Ethiopia in Debre Berhan town in 2019/20. From 

the perpectives of e-banking practice in the town, the most commonly used e-banking service in 

the study areas are ATM, both ATM and POS, and ATM, POS and mobile banking jointly. 

Majority of the respondents are using e-banking service sometimes in the bank and most of the 

users have advanced skill to realize the e-banking activity effectively. The highest mean score 

for all e-banking service dimensions is obtained on reliability and fulfillment followed by 

convenience and easy to use. The lowest mean score value is obtained on security dimension. 

Overall, the mean score is considered as moderate/averagely higher for the service, and the 

respondents ere agreed on the e-banking services is convenience, reliable, easy to use, fulfilled 

and secured than ordinary banking. Majority of the customers agreed that the different e-banking 

services are enough; provides 24/7 service, the services are reliable enough that you don’t need 

to carry cash wherever you go, delivers the service exactly as promised, service are user friendly, 

contains full banking services, and making transactions through them is safe and also has clear 

transaction safety policies. 

Although, e-banking benefits the cutomer more than the ordinary banking, thre are challenges 

that affect the service; such asfrequent power interruption, Low level of internet 
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penetration/frequent network interruption and poorly developed infrastructure, Lack of suitable 

legal and regulatory framework, fail to perform the transaction efficiently, and unavailability of 

competent and skilled employee. Thus, needs an improvement.  

From the perpectives of the effect of e-banking practices on customer satisfaction; the correlation 

analysis showed that the e-banking dimensions of; convienence, reliability, easy to use, 

fulfillment and security have a strong positive relationship with cutomer satisfaction. The 

regression analysis showed that, the variables convenience, reliability, easy to use, fulfillment 

and security are positive and have a statistically significant effect on improving cutomer 

satisfaction in using e-banking than ordin ary banking. Thus, the better the e-banking service can 

result the better the customer satisfaction. 
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                                   Chapter  5  

                     Summary, Conclusion and Recommendation 

5.1. Introduction 

This chapter provides a summary, conclusions and recommendations of the research undertaken 

in the study. The study attempted to examines the e-banking practices and its effect on customer 

satisfaction at commercial bank of Ethiopia in Debre Berhan town in 2019/20. The study 

concluded based on the specific objectives of the study draws recommendation for the bank of 

CBE in Debre Berhan town.  

5.2. Summary of the Result 

5.2.1. Result on Perception of the Client on E- Banking Services 

The results obtained from descriptive analysis showed that majority of the respondent (97.7%) 

accepted that they were using e-banking service for more than 2 years. The most commonly used 

e-banking service in the study areas are ATM, both ATM and POS, and ATM, POS and mobile 

banking jointly. Majority of the respondents are using e-banking service sometimes in the bank 

and most of the users have advanced skill to realize the e-banking activity effectively. The 

highest mean score for all e-banking service dimensions is obtained on reliability and fulfillment 

followed by convenience and easy to use. The lowest mean score value is obtained on security 

dimension. Overall, the mean score is considered as moderate/averagely higher for the service, 

the respondent agreed on the e-banking services is convenience, reliable, easy to use, fulfilled 

and secured. This shows there is a need for performance improvement in all of the five 

dimensions so as to drive the maximum customer satisfaction.  

The grand mean value for the overall satisfaction level of the customer is (2.1907) implying their 

satisfaction is fall on “agree” degree, the majority of respondents’ are satisfied with the currently 
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provided e-banking service as compared to ordinary banking activity. This indicates that the 

effect of e-banking service of CBE in Debre Berhan city is evaluated as good. 

From the descriptive analysis, majority of the customers agreed that the different e-banking 

services are enough; provides 24/7 service, the services are reliable enough that you don’t need 

to carry cash wherever you go, delivers the service exactly as promised, service are user friendly, 

contains full banking services, and making transactions through them is safe and also has clear 

transaction safety policies; while disagreed on the different e-banking services about waiting 

time to complete a given transaction is acceptable, can be accessed anytime and anywhere, 

provides tailored services for disable persons, uses simple and clear language, provides full 

accurate information, and protects my privacy and transaction information.   

     5.2.3. Results on the Effect of E-Banking Service on Customer Satisfaction 

Overall, the regression result shows that, the variables convenience, reliability, easy to use, and 

security are positive and statistically significant at 1% level; and fulfillment is significant at 5% 

level.  This confirmed that the more convenient, the more the reliable, the more easily to use the 

service, the more secured and the more fulfillment of the e-banking service improves a better 

customer satisfaction. Those e-banking service dimensions contribute great contribution to 

improve customer satisfaction, the effect of e-banking service on customer satisfaction is 

positive. The better the e-banking service can result the better the customer satisfaction. 

      5.2.3. Results on Major Challenges and Opportunities of E-Banking from 

Customers’ Point of View 

On the other hand, the study also showed that the main challenges of using e-banking service for 

customers are frequent power interruption, Low level of internet penetration/frequent network 

interruption and poorly developed infrastructure, Lack of suitable legal and regulatory 

framework, fail to perform the transaction efficiently, and unavailability of competent and  skilled 

employee. The opportunities are; Electronic banking minimizes the risk of carrying cash than 

ordinary banking activity, easier way to operate banking transactions with low transaction costs, 

best way to control the bank account systematically and electronic banking service is available for 24 

hours, one can get the money in any time with quickly as compared to ordinary banking activity. 

    5.2.4 How E-Banking Service Help Customer’s More than Ordinary 

Banking Service 
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The study approved that the basic benefits of E-banking for the customers are makes life easy, 

reduces long queue in the banking activity, convenience, ease of use, minimizes the risk of carrying 

cash, reduce transaction costs and providing real time information about banking activity than 

traditional banking.  These improve customer satisfaction, attract new segment of customers, 

additional revenue stream, and provide good image for the bank.  

   5.3. Conclusion  

The finding of the study is concluded as follows:  

The finding of the study reveals that the e-banking service dimensions of convenience, 

reliability, easy to use, fulfillment and security have significant positive impact on e-banking 

customer satisfaction. Therefore, the alternative hypothesis (i.e. convenience, reliability, easy to 

use, fulfillment and security have significant effect on customer satisfaction) is accepted.  

The descriptive analysis shows the highest mean value for level of overall customer satisfaction 

in using e-banking is (2.1907) implying that most of the customer are agreed and are satisfied 

with the provided e-banking service. This indicates that the effect of e-banking service of CBE in 

Debre Berhan city is evaluated as good, though it needs an improvement on the different 

dimensions. 

The descriptive analysis confirmed that E-banking helps more for the customers than ordinary 

banking by making life easy, reduces long queue in the banking activity, convenience, ease of use, 

minimizes the risk of carrying cash, reduce transaction costs and providing real time information 

about banking activity than traditional banking.   

The descriptive analysis shows that the bank has problem related with infrastructure like power 

interruption, Low level of internet penetration/frequent network interruption and poorly 

developed infrastructure, Lack of suitable legal and regulatory framework, fail to perform the 

transaction efficiently, and unavailability of competent and skilled employee in using e banking. 

From the descriptive analysis, majority of the customers agreed that the different e-banking 

services are enough; provides 24/7 service, the services are reliable enough that you don’t need 

to carry cash wherever you go, delivers the service exactly as promised, service are user friendly, 

contains full banking services, and making transactions through them is safe and also has clear 

transaction safety policies regarding; while disagreed on the different e-banking services about 

waiting time to complete a given transaction is acceptable, can be accessed anytime and 
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anywhere, provides tailored services for disable persons, uses simple and clear language, 

provides full accurate information, and protects my privacy and transaction information.   

5.4. Policy Recommendation 

To sum up, the findings of this study offer additional insights into the current E-banking situation 

and its implications for customer satisfaction in CBE of Debre Berhan city branch.  Furthermore, 

the understanding of the challenges of E-banking practice as well as benefits, and its effect on 

customer satisfaction identified in this study may help to identify the best course of actions to 

promote its development. It will also be valuable to all commercial banking industries of the 

country to increase their awareness and understanding of E-banking benefits.  

Based on the above conclusion, the study draws the following policy recommendations:   

 Since the study approved that e-banking has various benefits to the customers, the CBE 

should have to facilitate e-banking practice by creating a favorable working environment 

(i.e. suitable legal and regulatory framework: the bank should urgently establish a clear 

set of legal frame works and directives on the use of E-banking service).  

 For the successful implementation as well as practice of E-banking system, a well-

developed infrastructure; for instance ICT infrastructure, internet/network access and 

power; are a major prerequisite to use the different e-banking services; and hence the 

bank itself should have to fulfill those infrastructure and the government should also 

support the banking sector by investing on ICT (internet or network) infrastructure 

development and power infrastructure.  

 Unavailability of competent and skilled employee that has a required skill regarding the 

e-banking service is another challenge that affects the customers. Therefore, the bank 

should have to have a skilled and competent employee by giving the necessary training 

and educational awareness, so as to make the service more reliable, convenient, easy to 

use, fulfilled and secured. 

 The benefits and effect of using e-banking service on customer satisfaction is more 

convenient, easy to use, reliable, low cost, and secured as compared to the ordinary 

banking activity. Thus, the government and the banking industry of the country should 

have to strengthen their capacity by shifting the manual banking to electronic banking.   

 To exploit the benefits and opportunities of using e-banking system, the CBE bank in 

particular and the banking industry operated in Ethiopia in general should have to create 
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awareness for customers to familiarize the e-banking service and enjoy the benefit. The 

banks should pay special attention to deliver service to customers by using e-banking 

system, which can easily be accessible, convenience, reliable and which in turn maximize 

the satisfaction of customers. 

5.5. Future Research Area  

The study is delimited to only on Commercial bank of Ethiopia  even  at  Debre Berhan town  

and it dose not show the other area and commercial bank . The study therefore recommends that 

new researcher can come up with other commercial banks in the Ethiopian banking industry by 

increase the scope  to confirm or reject the findings/generality of this study.  
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APPENDIX 

Questionnaire 

Debreberhan University 

Faculty of Business and Economics 

Department of management: Post graduate program 

This questionnaire is designed specifically to carry out a research to assess e-baking practice and 

its effect on customer satisfaction at Commercial Bank of Ethiopia in Debre Berhan Town and it 

used as partial fulfillment of the requirements for Master of Business Administration (MBA) in 

Debreberhan University. Here I kindly request you to attempt all the questions in the 

questionnaire to meet the aim of the study. Whatever information is provided it will be treated 

with utmost confidentiality and strictly will be used for academic purpose only.  

General Instructions  

 Your participation is voluntary. 

 You are kindly requested to give genuine responses. 

 You don’t need to write your identification like name and tell phone. 

 Please simply tick ( ) on the appropriate box or give an explanation to open ended 

questions 

 I thank you in advance for your kind cooperation 

    General questions: 

Please put right mark ( ) in front of your choice box that express yourself . 

 

2. Age: 18- - - -  

 

4. Current education level: -  

 

5. Occupation:-  

      other specify)_________________________ 

Specific questions: 

6. Which type of customer you are with the bank?  
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7. If you are saving customer, which type of account do you maintain with the bank?  

  

8. How long you have been the customer of CBE bank?  

- - -  

9. Number of years you have been using the electronic banking service:  

 - - - -  

10. Which type of electronic banking service do you use?  

  

11. How often do you use the E-Banking? 

   (i) Daily □      (ii) Sometimes   □   (iii)    Once in a month □ 

12. How would you rate your skills in using E-Banking?  

      (i) Very Advanced □ 

       (ii) Advanced □ 

        (iii) Average □ 

       (iv) Basic□ 

Customer perception about E-Banking 

No Dimension and related items Strongly agree  

            (1) 

 

Agree 

(2) 

Neutral 

    (3) 

 

Disagree 

  (  4) 

Strongly 

disagree  

    (5) 

 ATM Convenience 

13 There are enough ATM machines for the 

people to service their demand.   

     

14 In Commercial Bank of Ethiopia, ATM 

provides 24 hour service during the whole 

weeks. 

     

15 In Commercial Bank of Ethiopia, ATM   

waiting time to complete a given transaction is 

acceptable. 

     

               ATM  Reliability             1 2 3 4 5 

16 In Commercial Bank of Ethiopia, ATM 

services are reliable enough that you don’t 

need to carry cash wherever you go. 

     

17 Commercial Bank of Ethiopia, ATM delivers      
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the service exactly as promised. 

18 In Commercial Bank of Ethiopia, ATM 

completes the service right at the first time.   

     

 ATM  Ease to use 1 2 3 4 5 

19  In Commercial Bank of Ethiopia, ATM 

banking service  are user friendly 

     

20  In Commercial Bank of Ethiopia, ATM 

provides tailored services for disable persons. 

     

21  In Commercial Bank of Ethiopia, ATM uses 

simple and clear language. 
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 ATM Fulfillment 

1 2 3 4 5 

22  In Commercial Bank of Ethiopia, ATM 

contains full banking service. 

     

23   In Commercial Bank of Ethiopia, ATM  

Banking provides information that exactly fits 

needs. 

     

24 In Commercial Bank of Ethiopia,    the daily 

cash withdrawal limit of ATM is adequate 

     

 

 

ATM  Security/Privacy  1 2 3 4 5 

25 In Commercial Bank of Ethiopia, Making 

transactions through ATM is safe.  

     

26 In Commercial Bank of Ethiopia, ATM protects 

my privacy and transaction information  

     

27 Commercial Bank of Ethiopia, has clear 

transaction safety policies regarding ATM 

     

MOBILE BANKING Convenience      

28 In Commercial Bank of Ethiopia, MB provides 

24 hour service during the whole weeks. 

     

29 In Commercial Bank of Ethiopia, MB waiting 

time to complete a given transaction is 

acceptable. 

     

30 In Commercial Bank of Ethiopia, Mobile 

Banking can be accessed anytime and anywhere  

     

MOBILE BANKING Reliability      

31  In Commercial Bank of Ethiopia, MB services 

are reliable enough that you don’t need to carry 

cash wherever you go. 

     

32 Commercial Bank of Ethiopia, MB delivers the 

service exactly as promised. 

     

33 In Commercial Bank of Ethiopia, MB 

completes the service right at the first time.   

     

MOBILE BANKING Ease to use      
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34  In Commercial Bank of Ethiopia, MB 

banking service is user friendly. 

     

35  In Commercial Bank of Ethiopia, MB 

provides tailored services for disable persons. 

     

36 In Commercial Bank of Ethiopia, MB uses 

simple and clear language. 

     

MOBILE BANKING  Fulfillment      

37 In Commercial Bank of Ethiopia, MB contains 

full banking service. 

     

38 In Commercial Bank of Ethiopia, MB banking 

provide complete transition and fast  

     

39 In Commercial Bank of Ethiopia, MB banking 

provides full accurate information. 

     

MOBILE BANKING  Security/Privacy       

40 In Commercial Bank of Ethiopia, Making 

transactions through MB is safe. 

     

41 In Commercial Bank of Ethiopia, MB 

Protects my privacy and transaction 

information  

     

42 In Commercial Bank of Ethiopia, there is 

restriction on large volume transaction using 

MB.  

     

POINT OF SALES   Convenience      

43 There are enough POS machines for the 

people to service their demand.   

     

44 In Commercial Bank of Ethiopia, POS 

machines provide 24 hour service during the 

whole week in super market pharmacy etc 

     

45 In Commercial Bank of Ethiopia, POS 

waiting time to complete a given transaction 

is acceptable. 

     

POINT OF SALES  Reliability      

46  In Commercial Bank of Ethiopia, POS      
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services are reliable enough that you don’t 

need to carry cash wherever you go. 

47 In Commercial Bank of Ethiopia, POS 

complete the service right at the first time.   

     

48 In Commercial Bank of Ethiopia, POS 

provides accurate and consistent services. 

     

POINT OF SALES    Ease to use      

49 In Commercial Bank of Ethiopia, POS 

provides tailored services for disable persons. 

     

50 In Commercial Bank of Ethiopia, POS uses 

simple and clear language. 

     

51 In Commercial Bank of Ethiopia, POS offer 

Education and direction on the usage of the 

services. 

     

POINT OF SALES    Fulfillment      

52 In Commercial Bank of Ethiopia, POS 

machines contain full banking service. 

     

53 In Commercial Bank of Ethiopia,    the daily 

cash withdrawal limit of POS is adequate 

     

54 In Commercial Bank of Ethiopia, POS 

banking provide full accurate information. 

     

POINT OF SALES    Security/Privacy       

55 In Commercial Bank of Ethiopia, Making 

transactions through pos is safe. 

     

56 In Commercial Bank of Ethiopia, there is 

restriction on large volume transaction using 

POS.  

     

57 Commercial Bank of Ethiopia, has clear 

transaction safety policies regarding POS 

     

Internet banking   Convenience      

58 In Commercial Bank of Ethiopia, IB 

provides 24 hour service during the whole 

weeks. 
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59 In Commercial Bank of Ethiopia, IB   

waiting time to complete a given transaction 

is acceptable 

     

60 In Commercial Bank of Ethiopia, IB can be 

accessed anytime and anywhere  

     

Internet banking  Reliability      

61 Commercial Bank of Ethiopia, IB delivers 

the service exactly as promised. 

     

62 In Commercial Bank of Ethiopia, IB 

completes the service right at the first time.   

     

63 In Commercial Bank of Ethiopia, IB 

functional all the time 

     

Internet banking  Ease to  use      

64 In Commercial Bank of Ethiopia, IB 

provides tailored services for disable 

persons. 

     

65  In Commercial Bank of Ethiopia, IB uses 

simple and clear language. 

     

66  In Commercial Bank of Ethiopia, IB offer 

Education and direction on the usage of the 

services.  

     

Internet banking  Fulfillment      

67  In Commercial Bank of Ethiopia, IB 

contains full banking service. 

     

68 In Commercial Bank of Ethiopia, IB banking 

provides information that exactly fits needs. 

     

69 In Commercial Bank of Ethiopia, IB banking 

provides full accurate information. 

     

INTERNET  BANKING Security/Privacy      

70 In Commercial Bank Ethiopia, Making 

transactions through IB is safe.  

     

71 In Commercial Bank of Ethiopia, IB protects 

my privacy and transaction information  
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72 Commercial Bank of Ethiopia, has clear 

transaction safety policies regarding IB 

     

Benefits of CBE e-banking for customers  than 

ordinary  banking 

1 2 3 

 

4 5 

73 E-banking makes life easier for customers to get 

banking activities than ordinary banking. 

     

74 E-banking services significantly reduces long 

queue at branches than ordinary banking. 

     

75 E-banking increase information access to 

customers by providing information any time in 

their accounts  than ordinary banking 

     

76 E-banking  convenient to use, in terms of 7 days 

and 24 hours  than ordinary banking 

     

77 E-banking services enable users to complete 

banking activities more quickly than the 

traditional bank service. 

     

Opportunity :that have been make easily access  

while you use  E-banking 

1 2 3 4 5 

78 Electronic banking minimizes the risk of 

carrying cash 

     

79 Easier way to operate banking transactions      

80 Enables me to accomplish activities more 

quickly and easily 

     

81 Controlling of my bank account has improved 

after using electronic banking 

     

82 I can get   banking service  24 hours per day  and 

7 days a week  
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Thank you

Encountered challenges: -That have been problem faced customers while use e-banking services. 

83  power interruption seriously affect to  

use of E-banking  

     

84 unavailability of competent and skilled 

employee in related with e banking  

     

85 

 

Low level of internet penetration and 

poorly developed infrastructure  

     

86 lack of suitable legal and regulatory 

framework for e-banking 

     

87 The E-Banking  fail  to perform the  

transaction 

     

Customer satisfaction on E-banking 1 2 3 4 5 

88 The level of satisfaction I am getting 

from electronic banking in CBE  is 

higher than ordinary banking service  

     

89 You are satisfied with type service 

offered on e banking  platform 

     

90 your expectations before the use of e 

banking have been met currently 

     

91 The introduction of E – Banking in 

CBE has positive effect in  your 

banking  practice 

     

92 I am satisfied with Availability of 

Advice on E-banking usage and 

security  
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