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ABSTRACT

The main objective of this paper is to measure the impact of e-banking service quality on e-customer
satisfaction based on undergraduates at the University of Ruhuna. Data were collected using a

questionnaire survey. The initial sample (n = 179) consisted of undergraduates at the University of
Ruhuna who were randomly selected from different faculties in the university. The regression
technique has been employed to measure the effect of the e-banking service quality dimension on e-

customer satisfaction. We selected e-service quality dimensions relating to e-banking services as
reliability, responsiveness, security, ease of use, and access from Shahrzad Shahriari (2014).
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INTRODUCTION

In the face of current technological
advancements, banking systems have
introduced online transactions to their
customers. Internet banking is an
integrated system that provides their
customers with a flexible, convenient, and
inexpensive platform with integrated
services including online bank balance
inquiries, savings accounts, money market
accounts, certificates of deposit, credit
cards, home equity loans, home
mortgages, insurance, investment
services, portfolio management, and other
related financial services. In this research,
it explores the extent to which university
undergraduates are and in what ranges
the services are spread. It is expected to
gain an understanding of the issues that
undergraduates face with e-banking and

1|Page

how banks should improve their services.

. In fact, loyal consumers devoted to a firm
constitute its foundation for successful
business operations (Caruana, 2002)

In the midst of our bustling society, the
prevalence of e-banking has become the
norm, particularly gaining significant
traction among university undergraduates.
Users, especially university
undergraduates, are discerning in their
selection of e-banking providers,
prioritizing attributes such as reliability,
security, and responsiveness. (Solimun &
Fernandes, 2017; Lee & Moghavvemi,
2015; Mosahab et al., 2010; Nyan et al.,
2020; Srivastava & Rai, 2013; Yew &
Rahman, 2019).



Banks, attuned to the preferences of their
users, actively identify and address these
needs to deliver the most effective e-
banking experience. The focal points of
this attention encompass mobile banking,
SMS banking, ATM and debit card
services, fund transfer functionalities,
electronic statements, and an array of e-
commerce or value-added services.

Here we have research objectives To
assess the level of awareness and usage of
e-banking services among undergraduates
at the University of Ruhuna, To identify
the key dimensions of e-banking service
guality that are significant for
undergraduates at the University of

LITERATURE REVIEW

This literature review aims to synthesize the
existing research findings on the impact of e-
banking service quality on e-customer
satisfaction and e-customer loyalty.

CUSTOMERS SATISFACTION AND SERVICE
QUALITY

Service quality and satisfaction are constructs
derived from comparing expectations and
performance, but they are not necessarily
equivalent. Perceived service quality is an
attitude and long-term evaluation, while
customer satisfaction is transaction-specific.
The study conducted by Jyotsna Sharma,
Jagdeep Singh, Amandeep Singh (2020)
explored the Impact of E-Banking Service
Quality on Customer Satisfaction. The study
found that e-banking service quality has a
significant impact on customer satisfaction.
Nine dimensions of service quality were
identified, including tangibility, credibility,
communication, security, and responsiveness,
which were found to have a significant effect
on customer satisfaction. The regression
model used in the study was a reasonable fit,
indicating a statistically significant association
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Ruhuna, To examine the impact of e-
banking service quality on e-customer
satisfaction among undergraduates, To
analyze the factors influencing e-customer
loyalty in the context of e-banking services
among undergraduates and To explore the
challenges and issues faced by
undergraduates at the University of
Ruhuna in utilizing e-banking services.

This research endeavors to address this
void by focusing on the unique insights
and needs of university students, aiming
to contribute valuable findings to the
broader understanding of e banking
services.

between service quality dimensions and
customer satisfaction. The findings highlight
the importance of offering quality services in
the banking industry, particularly in a
developing country like India, where
customers have diverse needs and
expectations. The study emphasizes the role
of customer satisfaction in driving repeat
usage of e-banking services.

A.P.P. Perera, H.M.S. Priyanath (2018) further
analyzed the impact of internet banking
service quality on customer satisfaction using
Partial Least Squares-Structural Equation
Modeling (PLS-SEM). The reliability and
validity of six dimensions of customer
satisfaction were evaluated, and all indicators
met the condition of reliability and had
statistically significant factor loadings. The
study found that efficiency, system availability,
and compensation had a positive and
significant impact on customer satisfaction,
while fulfillment, privacy, and responsiveness
did not have a significant impact. Contact was
also found to have a positive influence on
customer satisfaction. The study concluded
that internet banking service quality
dimensions have a higher influence on



customer satisfaction. The measurement
model and structural model were assessed
using PLS-SEM, and collinearity issues were
checked

E-BANKING

Increased usage of digital technologies and
real-time ICT capabilities already have
changed the platform for customers to adopt
the e-banking practices. The study conducted
by Nuradhi K. Jayasiri, W.A.S.PWeerathunga
(2008) investigated The Popularity of E-
banking in Sri Lanka. They found that majority
of the customers in Sri Lanka were aware of e-
banking facilities, but most of them had not
tried using them. They still preferred
traditional banking methods such as paying
bills, withdrawing money, and depositing
cheques at bank counters. State banks had
lower usage of e-banking facilities compared
to other banks. Factors inhibiting the usage of
e-banking included system confusions and
delays, accessing problems, and security
concerns. The study found that 82% of
customers in the age category of 26-40 and
60% of customers in the age group of 18-25
were using e-banking. The sample population
for the study was limited to five areas in the
Colombo district, and the banks considered
were a mix of public and private sector banks.
The study used Chi-Squared tests to analyze
the data and test various hypotheses. The
hypotheses tested included the independence
of e-banking awareness and usage from the
bank customers were attached to, the rate of
usage of e-banking from different age groups,
employment types, and bank account types,
and the reasons for using e-banking from the
frequency of visiting the bank. The study also
found that the rate of usage of e-banking was
dependent on the type of account held by
customers, rejecting the hypothesis of
independence. Customers' doubts about the
security and accuracy of e-banking systems
were found to be similar across different
banks. The study suggests that banks should
conduct assessments of system vulnerabilities
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and implement measures to address security
concerns.

CUSTOMER LOYALTY

Customer loyalty as a core consequence to
gain competitive advantage over its rivals.
Therefore, a loyal customer is considered as a
valuable competitive asset for any
organizations in the globalized level. A study
by Do Thanh, Van Thanh, Dung Manh, Duyen
Bich T (2020) investigated the Impact of
Service Quality, Customer Satisfaction and
Switching Costs on Customer Loyalty. The
study found that all five factors of service
quality in e-banking (reliability,
responsiveness, service capacity, empathy,
and tangibility) have positive correlations with
customer satisfaction. Service capacity and
tangibility were identified as having the
strongest impact on customer satisfaction.
Customer satisfaction was strongly and
positively correlated with customer loyalty.
Satisfied customers not only continued to do
more business with the bank but also
recommended the bank to others. Customer
loyalty was also found to have a strong and
positive correlation with switching costs. As
the barriers to switching banks increased,
customers tended to be more loyal to one
bank. Regression analysis showed that both
customer satisfaction and switching costs had
a positive effect on customer loyalty.
Customer satisfaction had a particularly strong
correlation with customer loyalty. The
research model explained 57% of the variation
in the dependent variables, indicating a high
level of interpretation and relevance. All five
determinants of service quality were found to
affect customer satisfaction, with service
capacity and tangibility having the strongest
impact.

Furthermore, a study conducted by
Sathiyavany, Shivany (2018) on E-Banking
Service Qualities, E-Customer Satisfaction, and
e-Loyalty. This conceptual Model study found
that customer loyalty in the banking industry



is influenced by privacy & convenience,
content & website layout, speed of delivery,
and accessibility. Multiple regression analysis
was performed to test the hypotheses, and
the results indicated the significant impact of
e-banking practices and its dimensions on
customer loyalty. Descriptive analysis showed
the minimum, maximum, mean, and standard
deviation for the research variables of privacy
convenience, content website layout, speed of
delivery, accessibility, e-banking practices, and
customer loyalty. The scales of e-banking
practices included 17 items under four
dimensions, and customer loyalty was
measured with six items.

In summary, the literature review highlights
the importance of e-banking service quality in

RESEARCH QUESTIONS

influencing e-customer satisfaction and e-
customer loyalty. The dimensions of service
quality, such as reliability, responsiveness,
service capacity, empathy and tangibility, play
a crucial role in shaping customer satisfaction
and loyalty. Assess system vulnerabilities and
address security concerns were identified as
key factors affecting customers who are trying
to use e-banking service. However, there are
still knowledge gaps in understanding the
specific mechanisms through which service
quality dimensions impact customer
satisfaction and loyalty. Future research
should focus on exploring these mechanisms
and developing strategies to enhance e-
banking service quality for improved customer
satisfaction and loyalty.

1. What is the level of awareness and usage of e-banking services among
undergraduates at the University of Ruhuna?
2. What are the key dimensions of e-banking service quality that are considered

significant by undergraduates?

3. How does e-banking service quality impact e-customer satisfaction among
undergraduates at the University of Ruhuna?
4. What factors contribute to e-customer loyalty in the context of e-banking services

among undergraduates?

5. What are the major challenges and issues faced by undergraduates at the University

of Ruhuna in utilizing e-banking services?

CONCEPTUAL FRAMEWORK:

H6

— | e-customer loyalty

H1
Reliability
H2
Responsiveness v
H3 e-customer
Security satisfaction
H4 T
Ease of use
H5
Access

Figure 1. Research Model
Source: Modification Jahan and Shahria (2021)
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HYPOTHESIS:

RELIABILITY and E- CUSTOMER
SATISFACTION

In the dynamic landscape of electronic
banking, the satisfaction of customers is
intricately linked to the reliability of the
services provided. As the digital realm
becomes increasingly integral to our
financial interactions, understanding the
nuanced relationship between reliability
and e-customer satisfaction becomes
paramount. Therefore, the following
hypothesis is proposed:

Hypothesis 1 (H2): The reliability of the e-
banking survey has a positive effect on e-
customer satisfaction.

RESPONSIVENESS and E- CUSTOMER
SATISFACTION

In the ever-evolving realm of electronic
banking, the speed and responsiveness of
online services play a pivotal role in
shaping customer satisfaction. As
customers demand seamless and prompt
interactions in their digital financial
experiences, exploring the hypothesis
surrounding the relationship between
responsiveness and e-customer
satisfaction becomes crucial. Therefore,
the following hypothesis is proposed:

Hypothesis 2 (H4): The responsiveness of
e-banking services has a positive effect on
e-customer satisfaction.

SECURITY and E- CUSTOMER
SATISFACTION

Although security should be at a good
level in the e-banking service, it should
not be too time-consuming to achieve it.
In order to increase the security of
transactions, customer satisfaction will
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decrease in actions such as doing several
time-consuming verifications. It is possible
that there is a negative relationship
between customer satisfaction and
security.

Hypothesis 3 (H3): The security of e-
banking services positively effect on e-
customer satisfaction.

EASE OF USE and E- CUSTOMER
SATISFACTION

In the era of digital finance, the ease with
which customers navigate electronic
banking interfaces can significantly
influence their overall satisfaction. Factors
such as intuitive navigation, clear interface
design, and straightforward transaction
processes are expected to contribute
positively to customer satisfaction in the
realm of electronic banking. Therefore,
the following hypothesis is proposed:

Hypothesis 4 (H1): The ease use of
(efficiency) of e-banking platforms
positively affects e-customer satisfaction.

ACCESSIBILITY and E- CUSTOMER
SATISFACTION

In the dynamic landscape of electronic
banking, the accessibility of services is a
critical factor influencing the customer
experience. We posit that improved
accessibility, characterized by easy access
across various devices, user-friendly
interfaces, and inclusivity, will contribute
positively to customers' perceptions of the
e-banking platform. Therefore, the
following hypothesis is proposed:

Hypothesis 5 (H5): The accessibility of e-
banking platforms positively affects e-

customer satisfaction.

E-CUSTOMER SATISFACTION and LOYALTY



We posit that satisfied users of e-banking
services are more likely to exhibit
behaviors indicative of loyalty, such as
continued and expanded usage, positive
word-of-mouth recommendations, and
resistance to switching to competing

RESEARCH METHODOLOGY

Research Design This paper has employed
descriptive and causal-comparative
research design. This paper aims to
analyze the customer's perception of the
dimension of service quality. Thus, a
descriptive research design is adopted to
analyze the overall perception of a e-
customer on the e-banking service quality
of commercial banks in sri lanka. This
paper also aims to analyze the impact of
e-banking service quality on e-customer
satisfaction and e-customer loyalty.
Therefore, a casual comparative research
design has been applied. We used
stratified random sampling method and
the SPSS software for calculations.

STATISTICAL ANALYSIS METHODOLOGY

platforms. Therefore, the following
hypothesis is proposed:

Hypothesis 6 (H6): e-customer satisfaction
has a positive impact on e-customer
loyalty.

NATURE AND SOURCES OF DATA

This paper is solely based on the primary
data. Self-administered questionnaires
have been used to collect the data. The
guestionnaires were divided into two
parts. The first part was related to the
respondent profile, and the second was
related to service quality, customer
satisfaction and loyalty. This paper used
five service quality dimensions: Reliability,
Responsiveness, Security, Ease of use and
Access. Five different statements based on
the five-point Likert scale were included in
each service quality dimension.

Correlation and Multiple Regression model will be applied to determine the significance
level of the variables for the customer satisfaction in e-banking individually as well as in
SERVQUAL model as a whole. The basic Regression equation for the model will be:

ECSEB= o + R1Xerr + R2Xgrer+ R3Xsec+ RAXRes + R5Xacc + €

EL=o + R1Xcses + €

Where, ECSEB= e-Customer Satisfaction in E-Banking, EL=e-loyalty, XgeL = Reliability, Xges =
Responsiveness, Xacc = Access, Xerr = Efficiency & Xsec = Security a = constant, B= Coefficients

to estimate & e= error term
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DATA ANALYSIS AND FINDINGS

VARIABLES NO. OF MEASUREMENT ITEMS CRONBACH’S ALPHA
EFFICIENCY 06 .875
RELIABILITY 04 .760
SECURITY 07 .899
RESPONSIVENESS 04 .858
ACCESS 05 .853
SATISFACTION 05 .923
LOYALTY 06 .933
Table 1. Reliability analysis
TESTING THE HYPOTHESIS (H1):
CORRELATIONS
Efficiency Satisfaction

EFFICIENCY Pearson 1 .781%**

Correlation

Sig. (2-tailed) .000

N 179 179
SATISFACTION Pearson 781** 1

Correlation

Sig. (2-tailed) .000

N 179 179

** Correlation is significant at the 0.01 level (2-tailed).
ANOVAA
MODEL Sumof  df Mean F Sig.
Squares Square
1 \ Regression 64.967 1 64.967 276.805 .000b
\ Residual 41.542 177 .235
| Total 106.509 178

a Dependent Variable: Satisfaction
b Predictors: (Constant), Efficiency

COEFFICIENTSA

MODEL

1 (Constant)
Efficiency
a Dependent Variable: Satisfaction

b Predictors: (Constant), Reliable
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Unstandardized

Coefficients Coefficients
B Std. Beta
Error
.746 .193
T77 .047 .781

Standardized

t

3.865

16.637

Sig.

.000
.000



As we can see that in the correlation table, significance value is lower that the significance
level of 0.05 and even 0.01, depicting that there is significant relation between efficiency
and customer satisfaction. Value of 0.781 is portraying positive correlation. ANOVA tells us
whether our regression model describes a significant amount of the variance. The large
value of F-statistic here, 276.805 is depicting that model is significantly describing the
variance. The value of t-test has also come out to be greater than 2, leading us to say that
our results have not happened by chance and we can therefore accept our hypothesis 1.

TESTING THE HYPOTHESIS (H2):

CORRELATIONS
Satisfaction Reliable

SATISFACTION Pearson Correlation 1 .763**

Sig. (2-tailed) .000

N 179 179
RELIABLE Pearson Correlation .763%* 1

Sig. (2-tailed) .000

N 179 179
** Correlation is significant at the 0.01 level (2-tailed).
ANOVAA
MODEL Sum of df Mean F Sig.

Squares Square
1 \ Regression  61.984 1 61.984 246.400 .000b
\ Residual 44.526 177 .252
| Total 106.509 178
a Dependent Variable: Satisfaction
b Predictors: (Constant), Reliable
COEFFICIENTSA
MODEL Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Beta
Error
1 (Constant) .817 .200 4.086 .000
Reliable .837 .053 .763 15.697 .000

a Dependent Variable: Satisfaction
b Predictors: (Constant), Reliable

As we can see that in the correlation table, significance value is lower that the significance
level of 0.05 and even 0.01, depicting that there is significant relation between reliability and
customer satisfaction. Value of 0.763 is portraying positive correlation. ANOVA tells us
whether our regression model describes a significant amount of the variance. The large
value of F-statistic here, 246.40 is depicting that model is significantly describing the
variance. The value of t-test has also come out to be greater than 2, leading us to say that
our results have not happened by chance and we can therefore accept our hypothesis 2.

TESTING THE HYPOTHESIS (H3):
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CORRELATIONS

Satisfaction Security
SATISFACTION Pearson Correlation 1 TJA1**
Sig. (2-tailed) .000
N 179 179
SECURITY Pearson Correlation TJA1** 1
Sig. (2-tailed) .000
N 179 179
** Correlation is significant at the 0.01 level (2-tailed).
ANOVAA
MODEL Sum of df Mean F Sig.
Squares Square
1 ‘ Regression  58.528 1 58.528 215.904 .000b
' Residual 47.982 177 271
| Total 106.509 178
a Dependent Variable: Satisfaction
b Predictors: (Constant), Security
COEFFICIENTSA
MODEL Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Beta
Error
1 (Constant) .949 .205 4.635 .000
Security .762 .052 741 14.694 .000

a Dependent Variable: Satisfaction

As we can see that in the correlation table, significance value is lower that the significance
level of 0.05 and even 0.01, depicting that there is significant relation between reliability and
customer satisfaction. Value of 0.741 is portraying positive correlation. ANOVA tells us
whether our regression model describes a significant amount of the variance. The large
value of F-statistic here, 215.904 is depicting that model is significantly describing the
variance. The value of t-test has also come out to be greater than 2, leading us to say that
our results have not happened by chance and we can therefore reject our hypothesis 3.

TESTING THE HYPOTHESIS (H4):

CORRELATIONS

SATISFACTION

RESPONSIVENESS

Satisfaction
Pearson Correlation 1
Sig. (2-tailed)
N 179
Pearson Correlation .576**
Sig. (2-tailed) .000
N 179

** Correlation is significant at the 0.01 level (2-tailed).
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Responsiveness
.576**

.000

179

1

179



ANOVAA

MODEL Sum of df Mean F Sig.
Squares Square
1 \ Regression  35.391 1 35.391 88.080 .000b
' Residual 71.119 177 402
| Total 106.509 178
a Dependent Variable: Satisfaction
b Predictors: (Constant), Responsiveness
COEFFICIENTSA
MODEL Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Beta
Error
1 (Constant) 2.071 .201 10.314 .000
Responsiveness .528 .056 .576 9.385 .000

a Dependent Variable: Satisfaction

As we can see that in the correlation table, significance value is lower that the significance
level of 0.05 and even 0.01, depicting that there is significant relation between reliability and
customer satisfaction. Value of 0.576 is portraying positive correlation. ANOVA tells us

whether our regression model describes a significant amoun

t of the variance. The large

value of F-statistic here, 88.080 is depicting that model is significantly describing the

variance. The value of t-test has also come out to be greater

than 2, leading us to say that

our results have not happened by chance and we can therefore accept our hypothesis 4.

TESTING THE HYPOTHESIS (H5):

CORRELATIONS
Satisfaction Access
SATISFACTION Pearson Correlation 1 .785**
Sig. (2-tailed) .000
N 179 179
ACCESS Pearson Correlation .785%* 1
Sig. (2-tailed) .000
N 179 179
** Correlation is significant at the 0.01 level (2-tailed).
ANOVAA
MODEL Sum of df Mean F Sig.
Squares Square
1 \ Regression  65.585 1 65.585 283.652 .000b
' Residual 40.925 177 231
| Total 106.509 178

a Dependent Variable: Satisfaction
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b Predictors: (Constant), Access

COEFFICIENTSA

MODEL Unstandard
Coefficients
B
1 (Constant) .748
Access .818

a Dependent Variable: Satisfaction

ized Standardized t
Coefficients
Std. Beta
Error
.191 3.923
.049 .785 16.842

Sig.

.000
.000

As we can see that in the correlation table, significance value is lower that the significance
level of 0.05 and even 0.01, depicting that there is significant relation between reliability and
customer satisfaction. Value of 0.785 is portraying positive correlation. ANOVA tells us
whether our regression model describes a significant amount of the variance. The large
value of F-statistic here, 283.652 is depicting that model is significantly describing the
variance. The value of t-test has also come out to be greater than 2, leading us to say that
our results have not happened by chance and we can therefore accept our hypothesis 5.

TESTING THE HYPOTHESIS (H6):

CORRELATIONS
Satisfaction Loyalty
SATISFACTION Pearson Correlation 1 .824**
Sig. (2-tailed) .000
N 179 179
LOYALTY Pearson Correlation .824%* 1
Sig. (2-tailed) .000
N 179 179
** Correlation is significant at the 0.01 level (2-tailed).
ANOVAA
MODEL Sum of df Mean F Sig.
Squares Square
1 \ Regression  81.046 1 81.046 375.571 .000b
' Residual 38.195 177 216
| Total 119.241 178
a Dependent Variable: Loyalty
b Predictors: (Constant), Satisfaction
COEFFICIENTSA
MODEL Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Beta
Error
1 | (Constant)  .343 179 1.917 .057
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\ Satisfaction .872 .045 .824 19.380 .000
a Dependent Variable: Loyalty

As we can see that in the correlation table, significance value is lower that the significance
level of 0.05 and even 0.01, depicting that there is significant relation between reliability and
customer satisfaction. Value of 0.824 is portraying positive correlation. ANOVA tells us
whether our regression model describes a significant amount of the variance. The large
value of F-statistic here, 375.571 is depicting that model is significantly describing the
variance. The value of t-test has also come out to be greater than 2, leading us to say that
our results have not happened by chance and we can therefore accept our hypothesis 6.

MODEL

SUMMARY

MODEL R R Square Adjusted R Std. Error of the
Square Estimate

1 | .883a 779 772 36898

a Predictors: (Constant), Access, Responsiveness, Efficiency, Security, Reliable

ANOVAA
MODEL Sum of df Mean F Sig.
Squares Square
1 Regression 82.957 5 16.591 121.868 .000b
Residual 23.553 173 .136
Total 106.509 178

a Dependent Variable: Satisfaction
b Predictors: (Constant), Access, Responsiveness, Efficiency, Security, Reliable

COEFFICIENTSA

MODEL Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Beta
Error
1 (Constant) -.163 .167 -972 .333
Efficiency 313 .055 .315 5.680 .000
Reliable .235 .063 .215 3.725 .000
Security 172 .059 .167 2.914 .004
Responsiveness .008 .043  .009 .195 .846
Access .318 .059  .305 5.364 .000

a Dependent Variable: Satisfaction
b Predictors: (Constant), Access, Responsiveness, Efficiency, Security, Reliable

From the results generated, we can develop the regression equation as follows:
CSEB=-0.163 + 0.313XEFF + 0.235XREL+ 0.172XSEC+ 0.008XRES + 0.318XACC + e
EL=.343 +872 XCSEB + e
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CONCLUTION, IMPLICATIONS, LIMITATIONS AND FUTURE

RESEARCH
CONCLUSION

The research report is based on primary
data. According to the study, the
researcher concludes that the most of the
bank customers are aware about all the
banking services in University of Ruhuna.
The banks further have to take necessary
steps to educate the customers regarding
the new technology and other services
offered by the banks. Banks may extend
customer meeting time with bank socials
and also friendly approach is necessary.
Definitely it will help to retain the existing
customers and to attract new customers.
It will automatically improve the banking
service and development of banks in Sri
Lanka. The research report is useful to
know the consumer awareness of e-
banking system.

Because this study only focuses on five
variables, which include efficiency,
security, reliability, responsiveness, and
access, that affect customer satisfaction
and loyalty.

LIMITATIONS

Hear we can identify these limitations.
The study is limited to a single university
in Sri Lanka, and the results may not be
generalizable to other populations or
contexts, The research relies on self-
reported data, which may be subject to
bias and other factors that could influence
e-customer satisfaction and loyalty, such
as individual attitudes and experiences,
are not explored in depth.

SUGGESTIONS

To add several factors that can affect
customer satisfaction and customer
loyalty in the use of e-banking. These
suggestions for further research are made
because this study only focuses on five
variables. In addition, it is necessary to
add relevant and complex question
indicator items according to consumer
conditions in the future so that they can
further identify what factors can affect
customer satisfaction and loyalty in the
use of e - banking.

The study is limited to a single university in Sri Lanka, and the results may not be
generalizable to other populations or contexts. The research relies on self-reported data,
which may be subject to bias. Other factors that could influence e-customer satisfaction and
loyalty, such as individual attitudes and experiences, are not explored in depth.

APPENDIX A: Questionnaire

First part: General

Are you using e-banking services offered by any bank?

If yes, which specific e-banking services are you using?

Are you aware of the specific features and benefits available through these e-banking services?
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How often do you typically use e-banking services?
How did you learn about the e-banking services offered by your bank?
Would you be interested in using more advanced e-banking features, such as contactless payments

or investment tools, if available?

Second part: Scale selection

Variables Questions

Efficiency  gppq 1. The use of E-Banking services is time saving
EEE? 2. The service delivered through the E-Banking services is quick
EFE2 3. | can complete quickly any transaction through the

E-Banking service channels.

EFF4 4. |found that E-Banking services is easy to use
FFFS 5. E-Banking services are provided in various languages
EFF6 6. Learning to operate the E-Banking system is easy for me.
Reliability Rrra1 7. | have high confidence in the E-Banking services in the bank
REA2 g E-Banking service is reliable and dependable
REA2 9. E-Banking services perform for me the service right on the
first time.
REA4 10. | have always found E-Banking service channels in working
order
Security SEC1 11. E-Banking services do not allow others to access my accounts

SEC2 12. E-Banking service provides high protection for my
banking transactions

SEC3 13. E-Banking service is secured and safe from any fraud or
hacking

SECA 14. The security devices of the E-Banking services
protect the data that are sent by me.

SEC5 15. E-Banking services offers secure personal privacy

SEC6 16. | feel secure while making transactions through the Internet.
17. My E-Banking site does not share my personal
SEC7 . ) ) .
information with other sites.
Responsiveness 18. E-Banking services are available 24/7.

RES2 19. E-Banking services respond immediately to clients’ requests
RFS?  20. Help is immediately available if there is any problem

RES4 21. E-Banking services provide answers to your questions

22. Bank deals gently with customer complaints about

RESS electronic service
Access Acc1  23. ATMs In the Community Enable Me Carry Out Utility
Transactions
ACC2  24. | Carry Out Banking Transactions Through My Bank’s Mobile
App

ACC3  25. | Can Access Bank Account Enquiry Services on My Phone

ACC4  26. | Have Adopted Electronic Banking for Bank Transactions

ACC5  27. | Carry Out Several Bank Transactions Electronically Without
Going to Bank

Satisfaction gaT1 28. | am satisfied with the transaction processing via E-Banking

services.

SAT2 29 | think | made the correct decision to use the E-Banking
services.

14|Page



SAT3  30. My satisfaction with the E-Banking services is high

SAT4  31. | am satisfied with the bank’s e-services quality.

SAT5 32. Overall, E-Banking services is better than my expectations

Loyalty Loyl  33. | have a commitment to stay with my bank

LOY2  34. | consider my bank as my first choice among other banks in
the area

LOY3 35 My bank comes first when | am deciding on bank services

Lova 36. | have intention to continuously use services from my bank in
future

Loys 37. | will continue to hold an account with my bank

1ove 38. I will continue with my bank although other banks launched

many promotions

Third part: Demographic

Gender
Male
Female

Faculty

Faculty of Agriculture

Faculty of Science

Faculty of Medicine

Faculty of Engineering
Faculty of Management and Finance
Faculty of Fisheries and Marine Sciences and Technology

Faculty of Technology

Faculty of Allied Health Sciences

APPENDIX B: General respondents

Are you using e-banking services offered by any bank?

179 responses
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® Yes
® No



If yes, which specific e-banking services are you using?

179 responses

Bank of Ceylon 80 (44.7%)

Peoples Bank 103 (57.5%)

Sampath Bank
Commercial Bank 41 (22.9%)
Hatton National Bank 15 (8.4%)
NSB |—1 (0.6%)
Dialog finance plc bank 1(0.6%)
NTB NSB DFCC Dialog Finance 1(0.6%)

0 25 50 75 100 125

Are you aware of the specific features and benefits available through these e-banking services?

179 responses

® Yes
® No

How often do you typically use e-banking services?

179 responses

@ Never

@ Rarely

@ Sometimes
® Often

@ Always
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How did you learn about the e-banking services offered by your bank?

179 responses

@ From bank

@ From advertisement

@ From parents

@ From school

@ When using the app first time guess th...
@® From friends

@ | worked in bank University student

@ By youtube

12V

Would you be interested in using more advanced e-banking features, such as contactless payments
or investment tools, if available?

179 responses

Faculty

179 responses

Faculty of Agriculture

Faculty of Science

Faculty of Medicine

Faculty of Engineering

Faculty of Management and Fi...

Faculty of Fisheries and Marine...

Faculty of Technology
Faculty of Allied Health Sciences
Other
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® Yes
® No

87 (48.6%)

20 (11.2%)
14 (7.8%)

9 (5%)
3(1.7%)

26 (14.5%)
20 40 60 80 100



Gender

179 responses

Male 93 (52%)
Female 86 (48%)
0 20 40 60 80 100
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