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Abstract

Advances in wireless communicafon rechnelogy has erveared high compennon
amengsi the serviee indusiries rhar meed o keep affracing new cusIOMETS.
Jordan’s Islamic banks sperare in accerdance with Islamic Shara laws because
Jordan 15 an Islamic nafen, However, they also artract big numbers of customers
from rradinonal banks whe regard them as viable financial tnsarunions. In pase
stwdies, if has been proved the impact of raditional or electronie service guality on
commercial or Islamic banks on side customer safisfaction in other side, since in
Jordan there is no Jordantan studies examined the relanenship between electronic
Islamic bankang service gualtty and customer sansfacren with medianing variable
electronic banking applicanien, so there is a research gap in this area as ro date no
research has examined that specific relamonship in the Islamic banks of Jordan as
background. The smudy purpose is to suggest a medel thar will be the firse sredy
testing this reladonship. The main objective of this smdy to examine the
Sfactors that affect the mrii‘fnm'mr of customers to their banks through the
medianon af electromie banking apphcanon. Tlis study will apply a
quanntafive research methodolegy, which ncludes a numerical
measurement and analysis of the jﬂmrs which mfluence acceptance. In
this study, a survey questionnaire which will invelve 498 respondents will
be adopted to aggregate the results. The investigafion seeks te construct a
model of six independent variables which are Ease af use, Relability,
Responsiveness, Assurance, Irn'e'r{am design, Privacy, the mediann

vartable (electrenic bamking applicanon) and the dependent varable
(customer sansfaction). The smdy found that Electromic Banking
Application directly impacted customer mrfst{:rfrfﬂu and that this effect 15
stafistically significant. The study alse showed that there are indirect effects
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Jor most of the menfioned variables on customer sansfacnion to the bank,
mediated by Electronic Banking Apphcanon and that these effects are
stafistically significant. It establishes that only assurance has nof indirectly
significantly impacted customer sansfaction threugh the mediation :;f
Electronic Banking Applicanon. In addifion, it was found thart only
Responsiveness and Assurance have not directly significantlhy influenced
customer safisfaction. The study highhghts the importance of the degree of
electromic banking applicanon en the degree of customer sanisfaction as if
showed that there 15 another effect for all the factors through the mediation
af electronic banking applicanen, although not all of them are stafistically
significant. In fact, the inclusion :lrf electromic banking a;:fﬁmriﬂu as a
mediator 15 a new development and achievement in the study of customer
snriskfnrrimr, espectally in the Jordanian context and specifically in Islamic
banks. It 1s recommended to comparative studies .’Jpe'm'wrr Islamic and
commercial banking sectors and outside Jordan with other countries to
measure this impact. Promonng the Jordanian Islamic banking sector
tewards further progress using electromic technology and facilitanng the
custemer's dealings with the bank. It 15 alse strongly recommended that
Sfuture studies be carried out in various sectors such as hotels, electromic
purchases over internet and many more. According fo the Corona virus
epidemic, the research directs banks to adopt electronic dealings in therr
banking services at the coming stages due to the soctal distancing, safety,
privacy and speed af performance without any congestion and gatherings
that may negafively affect the health of customers.

Keywords: Elecironic banking services guality, Ease of use, Reliability, Responsiveness,
Assurance, Interface design, Privacy, Customer sargfacmon, Elecrronic banking
application.

1. Introduction

Since Jordan is an Islamic country, the country practices Islamic banking as an
obligation. The population of reference are the Islamic banks’ customers. In marketing,
customer satisfaction 15 a key concept and indicates whether the goods and services
provided live up fo customer expectations. It holds the key to business success and
sustamability. Failure to meet customer’s expectations or needs will adversely affect
business profitability and make the business organization unpopular or unsustamable m
the long mun (Hassan, Chachi, & Latff, 2008).

Notably, the concept of service quality has attracted much attenhion in marketing
practice. Like any other business enterpnise, banks too face stff competition from their
counterparts and a key feature that separates them from the rest i1s the quality of service
they provide. Due to strong and open competition, customers now have an array of service
providers and banks to choose from. Customers, therefore, are the banks’ most vital
assets. Understanding and adjusting to the requirements of thewr customers 15 entical for
banks m formmulating strategies for their goods and services. Prowviding the required
services and focusing on the customer will have a behavioural impact m that 1t will affect
customer satisfaction.

Advances i wireless communication technology has created igh competiion
amongst the service industmes that need to be bonging new customers. Consequently,
these mdustries have to develop aggressive technelogy-based marketing strategies and
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mnovate new services so as to attract new customers whilst mamtaming old ones. Such
services iInclude mtemnet bankimg which are advantageous because they are cheaper and
faster than the traditional branch fransactions. (Zbm, Wymer, & Chen, 2002). Such
developments make 1t imperative for researchers and practiioners to fully understand the
effects of technology on banking services in terms of business efficiency, lowenng costs,
customer satisfaction (Sith, Deshmokh, & Vrate, 2005). The link between customer
satisfaction and traditional service quality was previcusly documented (Parsuraman
Zeithaaml, & Berry, 2004), but relatively few research has tested the impact of electromc
service quality on customer safisfaction and behavicural intentions in banking (Famseok
& Nad, 2011).

2. Problem Statement

The productivity and benefits of electronic banking are numerous. Firstly, it offers
banks the opportunity to provide customers with channels for convenlent banking at any
tme without meumng the cost and time of gomg to a bank branch. Second, 1t also
eliminates physical and geographical boundanes, therefore allowing access to a wider
customer base and the oppertunity to atiract more customers. With growing competition
and mereasing focus on the effects of technology on quality and customer satisfaction, 1t
15 Imperative for banks to enhance service quality, customer satisfaction, confidence and
trust m the bank’s capabibhes m prowviding secure systems through these means.
Additonally, banks need to formulate good, promotional strategies mcorporating the
mentioned factors so that customers will take up electronic bankmg. Rising effectively to
these technological challenges requires banks to redefine the value of the services they
offer and to bwld their competitive advantage.

Some of the identified factors that affect customer’s acceptance of electrome
banking include ease of use, reliability, responsiveness, assurance, inferface design and
privacy. Any mmprovement in the understanding of these factors and what customers
desire in electronic banking services must surely result in service providers who are able
to serve their customers better and in so doing, increase profitability, sahsfaction.

Due to the increasing interest and demand in electronic business, banks too face
stiff competition and therefore, are keen to better understand and provide an excellent
electronic service. The Islamic banks in Jordan have revealed a keen interest to gam
msight mto all aspects of electromc service quality i determuning which of these
elements 15 the pnmary focus of their satisfied customers.

Islamic banking has been widely promoted by the Jordaman government and
embraced by 1ts people. The development of technology-based banking has further
brought this mdustry into another dimension. Therefore, management needs to better
understand this trend especially in cwrent times when banking relies heawvily on
mformation and commumcations technology. These advancements have forced banks
mto deploying technology to serve customers and satisfy their needs. In short, banks
cannot ignore technology due to 1ts pivetal role in enhancing efficiency that consequently
leads to mmproved service quality and competfiive advantage. The overall enhanced
image of the bank then leads indirectly to higher customer acceptance and satisfaction.

A study by (Fobmnson, 2000) suggests that intemet banking services enable banks
to further improve customer relabonships. Similarly, (Easingwood & Storey, 1993)
lughlights the nsing significance of intemet banking, and the bank-corporate customer
relationship as being the key contributor to the success of electromc businesses. Popular
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electronic fransactions mclude electromc banking payments such as paymg for uhhties
via the ATM, conducting online banking. or tramsactions via SMS, from offices/
residences or from foreign locations at any time.

As customers become more sophisticated, are more financially literate and
become mereasingly comfortable with mformation technelogies, they also expect high
standards of convemence in all areas of social life including the banking sector. They are
also mcreasingly technology savvy and demand for more sophisticated products.
Moreover, due to the pervasive spread of intemet banking, it 15 even more difficult for
banks to retamn customers because they can easily swifch to other banks that offer
additional services. Customers have many choices and 1f a bank fals to deliver in terms
of service or meet specific needs, they may defect to the bank’s business rivals. Thus,
banks face competitive pressure i the electrome services sector. In sum, customers want
more control, besides expecting better, faster service; and this presents a practical 1ssue
for banks as understanding and satisfying such customer needs are key success factors m
mternet banking.

A bank's relationship with its customers can be a key success factor in creating
competitive advantage { Arokiasamy, 2013) and (Larsson & Viutaoja, 2017) as to retam
existing customers 15 less costly than creating new ones (Alsheikh Abd Halim Avassrah
Alnawafleh & A Tambi, 2018). As customers become mcreasingly aware of their nghts
and growing demands within the financial sector, it has become vital for banks to create
satisfachion amongst customers ( Arckiasamy, 2013) Satisfied customers often create
satisfaction, generate positive word-of-mouth and these customers are often less pnce
sensitive. (Kumar & Gangal, 2011) and { Arokiasamy, 2013) argue that dissatisfaction 1s
one maimn reasons for switching banks. The employees interacting with the bank customers
are in the position to increase or decrease customer satisfaction, therefore 1t 15 crucial that
such employees display awareness of customer needs and can quckly respond to such
needs (Hansemark & Albinsson, 2004).

Customer sahsfaction can be achieved throngh meeting customer demands
(Kumar & Gangal, 2011) and { Arckiasamy, 2013) needs, which will result m long
relationships and repurchasmg behaviour ( Arokiasamy, 2013). According to (
Arckiasamy, 2013) and (Kheng, Mahamad, Ramayah & Mosahab, 2010) sahsfaction 15
created by contimuous encounters through a penod of time and when the service exceeds
customers’ expectations.

In studying patterns of customer satsfaction with quabity services m Islanme
banks, it was found that respondents from Pakistan, UK, and UAE are satisfied. The
CARTER (Islamic SERVQUAL) model serves as a good model for measunng service
quality and mmproving it, 1f gaps exist. This research can be extended further by expanding
the sample size to cover major cifies m other couniries, besides lookng at the
demographic factors that influence the results (Tenenhaus, Vinz, Chatelin, & Laure, PLS
path modeling, 2005).

Specifically, by examining the demographic factors of the respondents and how
they may influence results, may point to future directions for development. For example,
this kind of study may provide pointers about the type of customers that are more sensitive
to elecironic banking service satisfaction. Current account holders should be encouraged
to use electromic bankng as the frequency of fransactions m these accounts can increase
revenue. The range of services can be expanded, and other electromc banking service
channels can be for example m performung cash and chegque deposits and encouraging



Haneen A. AL-khawaja, Besar bin Ngah, and Mohammad M. Alzub 68

customers to use POS just as they use the ATM. Expanding electrome banking services
also demands banks to mitigate the challenges mvolved (Worku, Tilahun, & Tafa, 2016).

Also (Alkayed, 2014), (Al-Azzam_ 2015) and (Al-rryad, 2016) agreed with the
results.

The following discusses different umits of analysis m customer banking research:
A study mvolwving a sample of umversity students showed their preference for mobile
devices that are compatible with other dimensions such as ease of use and entertaimment.
(Ozer, Argan, & Argan 2013).

Facilitahing access to bank websites and services was determuned as a crucial
factor m mproving the banks’ compehtive advantage. Speed in performing transactions
can be improved by providing a multimedia directory as many are unsure as to how to
use the services. (the sample was on users of the post). (Tuwayer & Al-Hawan, 2012).
Simular results were found on a sample of tounst restaurants. { Abu Alroub, Alsaleem, &
Daoud, 2012).

A bank's relationship with ifs customers can be a key success factor in creating
competitive advantage (Arckiasmy, 2013) and (Larsson & Vutaoja, 2017) as to retamn
existing customers 1s less costly than creating new ones (Alsheikh Abd Halim Ayassrah
Alnawafleh, & A Tambi, 2018). As customers become increasingly aware of their nghts
and growing demands within the financial sector, 1t has become vital for banks to create
satisfaction amongst customers (Arckiasmy, 2013) Satisfied, generate positive word-of-
mouth and these customers are often less price sensitive. (Kumar & Gangal, 2011) and
(Arokiasmy, 2013) argue that dissatisfaction 15 one mam reasons for switching banks.
The employees mnteracting with the bank customers are mn the posihon to increase or
decrease customer satisfaction, therefore it 15 crucial that such employees display
awareness of customer needs and can quickly respond fo such needs (Hansemark &
Albinsson, 2004).

The researcher supposed the problem in some points as follows:

1) The research gap on the mmpact of the Electromic Banking Services” Quality on
the customers of Jordaman Islamic banks or in a developing country 15 regarded
as Serious.

2} There 15 lugh business nvalry amongst banks that seek to develop their e-banking
offermgs and provide acceptable electromic services quality. Moreover, Jordaman
Islamic banks are interested in learing from studies that investigate 1ssues of
quality and how electronic bankmg quality impacts customer satisfaction.

3) Management are creahing stratemes for excellence and overcomung mdustry
compehitors to enhance customer safisfaction, and trust m the abihity to provide
high privacy levels in meeting customer needs and persuading them to use
electromic banking application.

The research (Michal, Bredy, & Cron, 2001} from Pakistan talked about Islamic
banks using same 1dea and the result came as: It was proven that two dimensions of
Service Quality- Tangibles, Assurance are assoclated with Customer satisfachon wiale
Empathy and Assurance 1s positively associated with customer satisfaction. Customer
satisfaction plays a mediating role between customer satisfaction and service quahty. And
he recommended to how to improve other service qualty dimensions 15 requred for as
service qualifty improves, this leads to the customer safisfachon. And customer
satisfaction will lead to customer satisfaction. So, 1t 15 crucial that Islamic banks focus on
how to mmprove Service quality. It 15 therefore necessary to include these considerations



Mediating Effect of Electronic Banking ... 69

n the banks’ strategies. Otherwise, banks will lose customers due to stff competibion and
the emergence of new product offenings from other institutions.

3. Reserch Questions

Leaning on the study background and the problem statement, the present study
mtends to find answers to the mam question as follows:

1} “What 15 the effect of Ease of use, Reliabality, Fesponsiveness, Assurance,
Interface design and Privacy on the customer satisfaction?”

2} “What 15 the effect of electromic banking applicaton on the customer
satisfaction?”

3} “What 15 the effect of electronic bankng application role as mediafing vanable
between Ease of use, Eeliability, Fesponsiveness, Assurance, Interface design and
Privacy on the customer satisfaction?”

4. Reserch Objectives
Besides answenng the research questions, the amms of ths study are:

1. Toidentify the effect of Ease of use, Rehability, Responsiveness, Interface design,
Assurance and Pnvacy on the customer satisfaction.

2. To identfy the effect of electromic banking application on the customer
satisfaction.

3. Toidentfy the effect of electronic banking application role as mediating vanable
between Ease of use, Eeliability, Fesponsiveness, Interface design, Assurance and
Privacy on the customer satisfaction.

5. Literature Eeview

5.1. Banking Service Qualitv

Emerging studies show that service quality mvolves the discrepancy in customer
expectations and actual expenence. In banks, the services provided must include elements
of reliability, reputation, and secumnty.

While banking services and procedures between different banks do not differ
much, banking service qualify includes customer service, speed, pnivacy, and secrecy.

Some researchers have clanfied in this field that quality in the services sector,
especially mstitufions. The bank 15 based on three dimensions, which are physical quality:
relates to the environment swrounding service delivery; Orgamzaton quality (bank): It
relates to the image of the bank and the general impression on 1t by customers; Interactive
guality: the level of relevance. As some researchers believe that the quality of service 13
represented in two aspects, quality of operations: in which the customer 1s judged dunng
the provision of the service; The quality of the outputs: in which the customer 15 judged
after the actual performance of the service.

5.1, Dimensions (Standards) of Quality of Service
Pesearchers mmtially mmvestigated the determinants of service quality and the way
customers assessed it in the mid-1980s {Gronros, 20000 and (Parsuraman, A; Zeithuml,
V; Bery, L, 1985). As a result, its dimensions were determuned i the SERVQUAL
mstrument wsed to evaluate service quality (Gronres, 2000). The dimensions
are-(Tangibles, Reliability, FResponsiveness, Competence, Access, Courtesy,
Commumcation, Credibihity, Secunty, Understanding/ Knowing the customer).
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The five final quality dimensions, reduced from the iitial ten dimensions m 1988,
are described as (tangmbles, reliability, responsiveness, assurance and empathy).

Efforts made by researchers m the past in the field of quahty have focused on the
quality of goods, tangible without services focusing on quality mn all areas, especially, but
the prevailing philosophy in the field of services 1s mn view of its importance.

The degree of satisfaction with the quality of service 15 by companng what
customers expected to have, and (Kotler) m the same field indicates that, and what they
get after benefiting from the services, the customer when he gets what he expected to get,
he will be satisfied If he did not get What he expected, Ifhe does not get what he expected,
he will be dissahsfied, and if he gets more than he expected, and this 15 of course related
to quality.

The quahty of service depends on: (rehability and drawmg, through identifying
and overcoming i, materialism) and working to address gaps and collecting, and studies,
through conducting research, strategies to address the quality of service gap. And
encourage front-line workers in banks, mformation about what the customer wants fo
obtain The bank’s successful management nmst stmve to provide the requirements to
implement the dimensions of service quality when pushing them to work to bndge the
gap from, and to motivate workers, provide banking services and understand the problems
they face and get to know, and respond quickly to guests ‘requests, dunng good
performance and fulfill the pronuses made And offer all the appropriate concessions to
them, to the objections) and growth and achieving a profit rate that guarantees its survival,
market share and contimnty i the market The mmportance of compefitiveness mn the
quality of service 15 its ability to achieve three basic needs and their coverage. Creating
value that 15 able to meet customer needs and preserve them and mmprove the bank’s
reputation, maintaming a share of the bank’s share in the market that would achieve high
profitability and ensure that 1t would stay and continue achieving the bank’s strategic
distinction from competitors in the services provided by it to customers.

Of late, (Al-khawaja & Barda, 2018) mcluded the Islamic commitment
dimension to the list of traditional Standard Quality Banking Services, as required for
Islamic banks, so that high customer percephions of quality services can be achieved.

5.3, Electronic Services

Electronic services are the provision of services over the Internet. Wlile the
mtemet opens up a world of opporfunities to the business owner, providing electromic
services also has it inherent challenges. Firstly, the delivery setting 15 new and is devoid
of any direct human contact, with the company website as the only pomnt of contact.

Competifion in the field of trade and banking was accompanied by many changes
m the fypes of services, and the traditional system was not the result of the current
competitive environment that requires the use of new banking technologies excluded from
keeping pace with modem concepts, where Arab banks began to reconsider thewr
traditional business as a result of new economic, social and financial changes on the local
and mtemnational arenas, and stodies confirm that many banks use the Intemet to
Prowviding services to its customers and giving them the abihity to choose between
alternatives, and customers have become using the Infernet fo conduct their bankmg
transachions as one of thewr preferred means that electronic banking services or as it 1s
known , services, and that technological development allowed banks not only to provide
services based on them a new branch of value-added services available Only via the
Internet, but also commerce, the bank via the Internet. Bills are like electnicity and other
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than the home, and 1t 15 obligatory to pay the necessity because the electromc banking 13
defined as: “conducting banking operations by electronic means, that 15 5. Using new
mformation and commumcation technology, whether it 15 related to fraditional or new
banking and in order fo transfer to the bank if he can do the activities that he wants from
this pattemn, the customer will not have to bank lum from anywhere and at any time, or it
15 that banks provide services Banking, mmmovative, or what 15 known through electromic
commumication networks.

(Iwaarden, Wiele, Ball, & Millen, 2003). Subsequently, websites deternune how
service 15 delivered and customers’ evaluations are based on these interachons.
Specifically, the websites determine the gquality of services offered and whether the
electronic interachons are successful. This makes it vital for companies to consider the
website design and 1ts navigability as customers may well be discouraged and give up on
websites that cannot be easily accessed or has weak connectivity. Furthermore, the
website content also influences online evaluations (Grénroos C. | 2000).

The followmng lists the goals of the electromc algorithm (Al-Hadad, Shogar,
Mahmod, & Al-Zargn, 2012):

1} Prowvides the means for enhancing the banks’ market share.

2} Expands bank activities i domestically and mtemationally.

3) Cost reducing strategy.

4} Provides information about the bank s services.

5} Accessibility of banking and non-banking services any time anywhere.

54, Electronic Service Quality (E-50))

Electronic service quality is seen as the customer’s assessment of electromic
service delivery m the wvirtual marketplace (Santus, 2003). Established busimmess
orgamzations that successfully offer these services also stress the importance of electronic
service quality as a success factor, besides website presence and compehtive pricing
(Yeng, 2001) and (Zithaml  2002). (Santus, 2003) posits that the implications of mtemnet-
based services are that customers are able to access and compare different service
offerings compared fo traditional channels. They also assume that online services to offer
equal if not higher levels of service quality (Santus, 2003). Despite mterest in delivenng
high quality electrome services, the challenge for compames les in defining quality,
identifying its determunants and how 1t can be measured To date, much research has
focused on the methods used to measure quality in convenfional services (Cowleng &
Newmen, 1995); (Johnstn, 1995); (Bahie & Nantal. 2000); and (Oppewl] & Vrins, 2000).
However, empincal studies on the quality of e-services are shll lacking (Cox & Dale,
2001). Two approaches were highlighted n examiming electronic services quality. The
first 15 based on current service quality theory (Grénroos C. |, 2000) and (Zeithaml, A;
Berry, L; Parasuraman, A, 2000). The second, based on more recent empinical research,
identifies other, newer types of electromic services (Szymanske & Hese, 2000). For
example, (Van Fil, Lejander, & Jumen, 2001) cbserves that the SEEVQUAL mstrument
has been tested mn web-based services such as mtemet shoppmg and e-banking, queshons
remain about the mstrument’'s swtability for measuring quality online services. For
example, (Parasuraman A; Grewal, D, 2000) suggest that research needs to examine if
the five service quality dimensions are applicable fo a technology-enabled environment
mstead of service personnel”. The need to reassess and refine the mstrument stems from
the view that SERVQUAL was ongmally developed for traditional services mvolving
personal employee-customer interactions. (Zeithml, Perry, & Barasuraman, 2000)suggest
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the addition of newer dimensions so as to capture the full construct of electromic service.
{(Yeng, 2001} proposed seven other dimensions which are agree with the SERVQUAL
scale, mcluding rehiability, responsiveness, access, ease of use, attentiveness, credabality
and secunty.

The E-5Q Instument was specifically developed mn 2000 to measure online

services (electromic services) quality. It was put to test and refined 1 2002 by
Parasuraman, Zeithaml and Malhotra who explored the quality perceptions of online
shoppers. The E-5() was developed mn three stages, with a quabtative study mvelving six
focus groups conducted at the first stage. (Zettham] V. A 2002).
At this stage, eleven dimensions for measuring electrome service quality were uncovered,
as descnbed: (Fehability, Responsiveness, Access, Flexibility, Ease of Navigation (use),
Efficiency, AssuranceTrost, SecuntyPnvacy, Pnce Knowledge, Site Aesthefes,
Customization/Personalization).

The model above resembles the SERVQUAL mstrument (Parasuraman, A; Berry,
L; Zeithaml V, 1991) with additional dimensions specific to online sites. Rehability,
responsiveness, access, assurance and customization‘personalization represent the mam
guality dimensions of the SERVQUAL mstrument for traditional service settings, as they
share similar percepmual atimbutes found m the quality assessments of convenhonal
services. Besides, the access and reliability dimensions have certan atimbutes linked to
online-specific 1ssues (Zerthaml V. A 2002).

Second, ease of mavigation, flexibality, efficiency, site aesthetics and pnce
knowledge dimensions of perceived E-50) are new and most are technology related
(Zertham] V_ A, 2002). Ease of navigation, efficiency and site aesthetics are shown to be
key dimensions In assessing mternet network quality mn particular (Santos, 2003), (Dell
& Torkzadeh, 1988), (Abels, White, & Hahn 1999), (Jayawardhena & Foley, Changes in
the banking sector — the case of Internet banking m the UK, 2000) and (Lin & Ameit,
2000). The Pnce knowledge dimension, however 1s not linked fo technolegy and 1s
specific to online shopping as suggested by (Zerthaml V. A_ 2002).

5.5, Electronic Banking

According to (Danel , 1999) electronic banking 1s the provision of banking
information and services through digital avenues and easily accessed by personal
computers and mobile phones, telephones or digital television (Abed & Nom , 2006)
concur that m electronic banking, banks employ commumications technology to mteract
with stakeholders, enabling digihzed fransactions. (Magemhe & Shemi , 2002) descnibe
it as electromic business in the banking industry. E-banking is generally used to refer to
banking transactions via electronic medinms as mentioned before.

E-banking 1s still growing and expanding at an incredible rate. Essentially, it has
the advantage of speeding payment and accounting systems (Upel & Janten 2007).
{Ovea, 2001) suggests that electronic banking 15 a banking and financial services by-
product of e-commerce, mvolving traditional bankimg services such as balance enqunes,
cheque book requests, balance transfers and activating accounts amongst others. It
provides online payment services for customers who shup m vanous e-shops.
Addibonally, (INsole & Schachir, 2002) added an amray of services provided by electromc
as llustrated below. Electronic banking imtally began with the introduction of automatic
teller machines {(ATMs) and telephone fransactions, and has in recent years, developed
at an mtense pace with the use of the mternet — the latest delivery channel wvia
commumcations and media technologies (Nitsure , 2003).
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5.6. Electronic Banking Services

Electronic banking services constitute those delivered via the Internet. Intemet
bankmg has expenenced exponential growth world-wide and has revolutiomzed old
bankimng practices. Nowadays, 1t offers almost all the services provided at the branch and
offers more opportunities for enhanced customer mteraction and customuzed services.
With heavy mvestments m these channels, banks can provide added value in terms of
services such as electronic commerce, real-iime brokerage, financial mformation menus,
e-mail alerts and third-party services (tax payment, portals or management of electncity
bills), (Centno, 2003).

Electronic user 1s means the customer who 15 a consumer who 1s buying a good or
service and communicating with the service provider via the intermet or other networks
1e. the customer 15 to service himself by lumself so that he gets the service through the
automatic and mufual interaction between the requestor of the service so 1t 15 important
that the design of the electromc service 15 appropnate Electromc user needs, desires,
aspirafions and expectations.

There are several reliable angles and considerations for classifying and accurately
dentifying the mshtution's customers i order to give the opporiumty to the marketing
man to focus hus efforts and direct the dealers with the problem. The classification 15 based
on the importance of the customer to the mstitubion, not all clients of the corporation have
the same level of importance in their achwvities. Based on this enterion, the corporation’s
customers can be classified into three types. Customer strategy: more cost-effective
customer 15 charactenized by mostly level of satisfaction hugh 1s a product or orgamzation
mark; - customer tacfical: customers less cost-effective but 1t occupies an important place
n the ladder 1s the kind pnonfies of the mstitution and concems that lift 1t seeks to better
level; - customer routine: Customer The likelthood that he will contimue to deal with the
mstitution 15 equal to the possibility of sevenng the relationship. It 15 defined as the
customer formed in the sense that 1t can represent, for the mstitution, an opporfunity or a
threat.

Customers are motivated to use e-banking services for several reasons: ime and
spatial benefits, speed, convenience, 24-hour availabihty and cost meentives (Matela,
Karjalto, & Pentu, 2002). However, just as there are mumercus benefits to both customers
and banks, electronic banking holds specific challenges for the service prowviders.
Compansons are often made between the mtemet service offenngs and as it costs very
little to switch, customers can easily do so (Sanfus, 2003). Banks face the challenge of
not only atiracting new customers, but also in retaming existing ones. Therefore, in this
highly digitized era, 1t makes 1t crifical for banks to increase thewr capabilities and ramp
up their mternet service offenngs. m an effort to mcrease quality and to gain compehtive
advantage. To do thus the bank management needs to have a clearer understanding of the
dimensions of quality.

5.7. Research Model Factors
Several factors that will then be incorporated m the final research model are
outlned below:
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5.8.1) Dimensions of Electronic Banking Services Quality (Independent Variable)
The twelve dimensions of Electronic Banking Services Quality are as described
by the (E-SEEVQUAL) mode] that was developed m 2000 and revised i 2005 (Zeitheml,
Bery, & Parasurman, 1996).
The table below shows the most important dimensions according to previous
studies:
1} Ease of Use
How easily customers can use the electrome systems and services of the bank whether
mn terms of language or interface design, accessibility so that transactions can be
done quickly and smoothly ( Shattara, 2013).
1) Reliability
Measures the bank s dependability and ability to service customers whenever required
and consistently meeting their needs and reflects the bank s commitment to honor
its promises. (Ghane, Fathian & Gholamian 2011).
3} Responsiveness
The employees” willmgness or readiness to deal with customer requirements besides
providing services or solving problems quickly and efficiently (Collier &
Bienstock, 2006).
4)  Assurance
Ensure mnformation security, whether financial or personal and using technology to
protect customer information, so that doubts are relieved about the quality of
services provided. (Al Ajarmah 2013).
5) Imterface Design
The design that the customer encounters on the webpage that personifies the bank that
enables direct contact between the bank and customer in conducting electromc
activities. (Hamadi, 2010).
6) Privacy
The extent to which customer mformation 15 secure and protected from mtrusion.
(Parasuraman, A; Zeithaml, V; Malhot, 2003).

5.8.2) Customer Satisfaction (Dependent Variable)

Attaiming customer satisfaction 1s not easy, especially in current markets that are
dominated with modem technology and techmigques that have dramatically changed the
business landscape. Due to 1ts multidimensional nature, understanding and defimng the
concept 15 also difficult (Lodemus, 2011).

Traditionally, customer satisfaction can be defined as the continued purchase of goods
and services from the same prowvider without beng swayed by competing marketers
{Oliver, 1999). Additionally, (Tracey, Vonderembse, & Lim  Manufactuning technology
and strategy formulation: key to enhancing competifiveness and improving performance.,
1999) defined 1t as the customer’s belef that the value of the product or service exceeds
the pnice paid At the same time, other studies show that the value of the customer's
perceived difference between assessing future customers for every interest and every cost
offers and alternative performances (Kotler P. H., 2000) since future benefits mclude the
total benefits (economic and secial benefits) while costs include (price, ime, effort, nsk,
and convemience), (Fazavi, Safan, & Shafie, 2012). Several other defimitions mclude
(Kotler P. H., 2000) who saw customer satisfaction as the satisfied feeling of getting what
one expects from a service or product. It was also defined by (Kotler & Keller, 2006) as
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joyful feelings resulting from the customer’s companson between expectations and the
actual performance of the preduct or service.

Customer satisfaction becomes mereasingly difficult in the virtual world where electromec
services are provided to virtual customers who can easily switch to competing electromc
providers { Zavareh, Anffa Jusch, Zakuan, & Bahan, 2012). When buyers make online
purchases or use websites, and assess their expenence and satisfaction with the website
services, this results in electronic satisfaction (AlHawan, Teahir, & Abdul Jalil, 2012).
Thus, it 15 not only important but also challenging to gamer electromc customer
satisfaction through electronic service as providers may lose traffic and customers 1if
websites are mefficient, difficult to access or lackmg. (Heskett, Jones, Loverman &
Sasser, 1994). It 15 therefore mevitable that banks raise their efforts and expand their
mtemnet presence by improving their websites mn order to build quahity electronic services
{Schaupp & Belange3r, 2005). Accordingly, banks must 1dentify the needs and wants of
these electromc service customers.

High gquality services lead to mcreased customer satisfaction (Parasuraman, A; Zeithaml
V; Bemry, L., 1985) although some suggest that the service provider needs to first
distimguish between having satisfied customers or delivenng distinetive and lugh levels
of quality service as their mamn goal (Palmer, 2005). Arguably, service guality and
customer satisfaction have led to success and continuation of work (Daniel & Bennyuy,
2010), customer sahisfaction depends on the quality of service provided (Lee, Gow-
Guang, Lin & Hsm-Fen, 2005). The collective and mdrvidual effects of electrome service
gquality on customer satisfaction have also been discussed (Tarawneh, 2011).

5.8.3) Electronic Banking Application (Mediator Variable)

Electronic banking 15 a form of banking 1n which funds are transferred through an
exchange of electronic signals rather than through an exchange of cash, checks, or other
types of paper documents.

A vanety of electronic channels provide bankmg services, with the most common
being ATM, POS, mobile banking and internet banking as discussed below:

1) Automated Teller Machine (ATM): An automatic dispensing device that
enables customers can withdraw cash anytime without going mto the bank. It
provides other services like balance enquires, mter-bank transfers and account
deposits. Customers have access to ATMS 24 anytime and every day. (Fenuga ,
2010).

2) Imternet banking: It enables customers fo mnteract with thewr bank accounts from
anywhere i the world wia the mntemet. Customers log on to the bank’s website,
key 1n their password and access thewr accounts to conduct vanous transactions.
However, due to limmted evidence, 1t 15 difficult to make compansons about the
services provided in different countries. (Timothy , 2012).

3} Point of sale (POS): Also known as pomnt of purchase (POP), POS specifically
keeps track of a customer’s purchases made online, with the term “checkout™
denoting the location of the transaction. POS systems enable retailers to provide
their services online and to accept payments and generally and manage their
onlme business. It also enables creatmg and prnnting of receipts. (Olorunsegun |
2010).

4) Mobile banking: By defimbion, (also known as M-banking) it 15 banking
transacted through a mobile phone or Personal Dhgital Assistant (PDA). It allows
customers to perform balance checks, make payments, apply for credit cards,
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conduct stock market transachons and access customized informahon amongst
others. One of the earhiest forms of mobile banking services was offered over
SMS. Although it 15 now used worldwide, there are still 1solated areas where
mobile banking 15 unknown or undemutihzed Mobile banking 15 popular m
countres where banks are only found i the major cihes and going to the nearest
banks mvolves long travel to faraway locations (Tiwan & Buse | 2007).

5) Bank Short Messaging Service (SMS): An electronic banking service where the
bank sends SMS via mobile phone, that usually covers routine notices or updates
from the bank. This constitutes one of the most important services offered by the
Jordanian Islamic Bank: SMS (banking) for clients m cases of withdrawals and
deposits (cash or checks), domestic and foreign purchases via Visa Electron,
salary swaps, check retums, mcoming and outgoing remuttances, electromc
conversion movements, and the 1ssmng or re-1ssuing, renewal or cancellation of
the Visa electron card.

6. Conceptual Framework

The conceptual framework of this study 15 developed based on the extensive
literature review conducted. The proposed model has six pnmary quality dimensions for
electronic banking services: ease of use, rehability, responsiveness, interface design,
assurance, and pnivacy. In this model 1t 15 argued that electromc banking services quality
dimensions affect electromic banking application, which m fum, affects customer
satisfaction. In addition, electromic banking application 1s conceptualized as mediating
the effects of electronic banking services quality on customer satisfaction.

Eleciromic Banking

| Essaofuse Application
[ Rehability : A
| Pesponsrveness |<- ' ! :
B Eg=g &
= = = = = =
- .-_-_.r' L] '\-I L] ﬂl" Lh -II-
| Ieterface design FH_H : { {
| ASEUrAnce E
Privacy ;
Custamer
Sartsfaction

Figure 1.1: conceptual framework
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7. Resarch Methodology

This study used the analytcal descnptive approach which is swted to the purpose
of examining the mpact of electronic banking services quality on customer sahsfaction
mn Jordan's Islamic banks.

The data collection method used is the questionnaire survey as 1t 1s one of the most
effective means of gathenng quantitative data. The study questionnaire comprises 46
items that are broken down into two primary sections. The first surveyed the demographuc
background of customers, the second section about axes.

The study selected 50 Islamic banks customers and the survey gueshonnaires have
been sent to them to get the feedback in terms of the questions. The queshonnaires were
distnbuted manually and electromically to customers of Islamic banks who performed
electromc banking.

The study population refers to the group of people whom the research wants to
make assumpfions about and possess common charactenistics and 15 the focus of the
research study (Frankel & Walen, 1993). In this study, the population of reference
comprises the customers of the Islamic Jordaman banks based m Amman the capital of
Jordan.

This population sample was chosen since 42% or approximately 4.3 nullion of
Jordan’s total population reside in Amman (The Institute of Public Admimistration, 2018),
and about half of the branches and ATM machines of the Islanue banks under study are
found m the city (banks Association in Jordan, 2018). this study targeted a population of
520, and subsequently received a retumn rate of 498. They were retneved from the reports
from the (banks Association in Jordan, 2018), considenng the following critena: number
of ATMs, Intemet banking applications, SM5 services, electronic branches, website
services and other related electromic services.

The research data, collected wvia the survey guestionnaire, was analysed using
Statistical Package for the Social Sciences (SPS5) version 24 0 and Analysis of Moment
Structures (AMOS) version 24.0.

8. Hypotheses Testing
The following sechion discusses the results of the path analysis:

(H1: Ease of use will have a positive significant effect on Customer
Satisfaction).

The critical ratio and p-value of Rehabality in predicting CuS 15-1.137 and p=2030.
It means that the probability of getting a cntical ratio as large as -1.137 in abseclute value
15 .030. In other words, the regression weight for Reliability in the prediction of CuS 13
significantly different from zero at the 0.01 level (two-talled). As such, H1 is Supported

(H1: Reliability will have a positive significant effect on Customer
Satisfaction).

The cntical ratic and p-value of Eeliability in predicting Cu5 15 1.179 and P=1019

respectively. It means that the probability of getting a cnifical ratio as large as
1.17% m absolute value 15 .019. In other words, the regression weight for Feliability
the prediction of CuS 15 sigmficantly different from zero at the 0.01 level (two-tailed). As
such, H2 is Supported.
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(H3: Responsiveness will have positive significant effect on Customer
Satisfaction).

The cntical ratio and p-value of Reliability in predicting CuS 1s 1.031 and p=041.
Therefore, H3 is Supported.

(H4: Assurance will have a positive significant effect on Customer
Sarisfaction).

The cnfical ratio (C.F.) and p-value of Assurance m predicting CuS were - 436
and .020 respectively, meaning that the pmhabl.hh of gethmg a cnfical ratio as large as
0.436 1n absclute value 15 .020. Therefore, H4 is Supported.

(H5: Imterface design will have a positive significant effect on Customer
Sartisfaction).

The cntical ratio and p-value of Interface Design m predicting CuS were - 966
and 042 respectively, meamng that the probability of getting a crifical ratio that 15 as
large as -0.966 1n absolute value 15 042 which means that HS is Supported.

(H6: Privacy will have a positive significant effect on Customer Satisfaction).

The cntical ratio (C.E.) and p-value of Pnivacy in predicting CuS were -.3520 and
011 respectively. This means that the probability of geting a cnitical ratio that 15 as large
as -.332 m absolute value 15 011 which 15 statistically sigmficant. In other words, H6 is
Supported.

(HT: Ease of use will have a positive significant effect on Electronic Banking
Application).

The cntical ratio (CE.) and p-value of Ease of Use m predicting EbA were -.78
and 021 respectively. It means that the probability of getting a cnfical ratio as large as -
78 and m absolute value 15 .021 which 15 statistically sigmficant. Therefore, HT is
Supported.

(HS: Reliability will have a positive significant effect on Electronic Banking
Application).

The critical ratio and p-value of Reliability in predicting EbA 15 0.649 and p=_004.
Therefore, HS is Supported.

(HY9: Responsiveness will have a positive significant effect on Electronic
Banking Application).

The cnfical ratio and p-value of Reliability in predicting EbA 15 0.299 and p=0.765
Therefore, HY is rejected.

(H10: Imterface design will have positive significant effect on Electronic
Banking Application).

The cntical ratio and p-value of Interface Design m predicting EbA 15 2.393 and
028 respectively. Therefore, H10 is supported.

(H11: Assurance will have a positive significant effect on Electronic Banking
Application).
The cnfical ratio and p-value of Interface Design in predicting EbA 15 -0.413 and
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640 respectively. Therefore, H11 is rejected.

(H12: Privacy will have a positive significant effect on Electronic Banking
Application).

The cntical ratio and p-value of Pnvacy m predichng EbA 15 8.603 and 004
respectively. It means that the probability of getting a cntical ratio as large as 3.603
absolute value 15 (04, therefore, H12 is Supported.

(H13: Electronic Banking Application will have a positive significant effect
on Customer Satisfaction).

The cntical rafic and p-value of Electromc Bankmg Application m predicting
Customer Satisfaction are 13.263 and 0.009 respectively. It means that the probability of
getting a cnfical ratio as large as 13.263 m absolute value 15 .009. therefore, H13 is

Supported.

Mediation analysis determined the mediating effects of Electromic Bankmng
Applhcation on the relationship between the seven mdependent vanables and customer
satisfaction (H14, H15 H16 and H17, H18, H19 respectively).

The following section discusses the results of the mediation analysis and mdirect
effects:

(H14: There is a positive significant effect of Electronic Banking Application
role as mediating variable between Ease of nse and Customer Satisfaction).

There 15 a sigmificant relationship between Ease of use and Customer Sanisfaction
n the presence of Electromic Banking Application as a mediator as the effect1s 466 where
p value 15 031 which means that H14 is supported.

(H15: There is a positive significant effect of Electronic Banking Application
role as mediating variable between reliability and Customer Satisfaction).

There 15 a sigmficant relationship between rehability and Customer Satisfaction
in the presence of Electromic Banking Application as a mediator as the effect 15 368 where
p value 15 042, This means that H15 is supported.

(H16: There is positive significant effect of Electronic Banking Application
role as mediating variable between responsiveness and Customer Satisfaction).

There 15 a sigmficant relationslip between responsiveness and Customer
Satisfaction in the presence of Electromc Banking Application as a mediator as the effect
15 .023 where p value 15 016, which means that H16 is supported.

(H17: There is positive significant effect of Electronic Banking Application
role as mediating variable between interface design and Customer Satisfaction).

There 15 a sigmficant relabonship between mterface desigm and Customer
Satisfaction in the presence of Electromc Banking Application as a mediator as the effect
15 .130 where p value 15 .034. Therefore, H17 is supported.

(H13: There is a positive significant effect of Electronic Banking Application
role as mediating variable between assurance and Customer Satisfaction).
There 15 no sigmficant relationship between assurance and Customer Saftisfaction
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m the presence of Electronic Banking Application as a mediator as the effect 15 -.024
where p value 15 654 which means that H18 is rejected.

(H19: There is a positive significant effect of Electronic Banking Application
role as mediating variable between privacy and Customer Satisfaction).

There 15 a sigmficant relationship between privacy and Customer Satisfaction in
the presence of Electronic Banking Application as a mediator as the effect 15 347 where
p value 15 004. This means that H19 is supported.

9.  Research Contributions

This study developed and empincally tested the comelation between Electromc
service qualty dimensions and Customer Satisfaction in Jordan’s Islamic banks and how
this relationship 1s mediated by Electronic Banking Application. Notably, thas 15 the first
empirncal study to investigate this relationship in the Jordaman context. As such, the study
expands the theoretical understanding of the Electronic Banking Application mediator in
this relationshup. It has also conmbuted to the related hterabwre in two other ways.
Acadenucally, the study has filled up gaps mn the hiterature specifically mn the business
environments of developing coumines. Lastly, for the management and personnel of
Islamic banks, this research sheds light on the dimensions of service guality, how they
comrelate with Customer Satsfaction and are mediated by Electromic Bankmg
Application. The results offer the banks” management an enhanced understanding of
Electronic Banking Application and Customer Satisfaction that should result in better
management, operations and marketing strategies of Islamic banking services. These
msights can help clanfy the specific actions that the bank management should implement
to improve the customers’ overall perceptions of the banks’ service gquality, themr
satisfaction and firture Customer Satisfachon.

10. Future Research

1) Promoting the Jordamian Islamic banking sector towards further progress through
the use of electronic technology and facilitating the customer'’s dealings with the
bank.

2} Vanous directions can be recommended for researchers in the same domain and
to discover more gaps.

3) As this study was conducted only n Jordan, future studies can be extended to
other countries that demonstrate the quality of the electromc services offered m
this research but have been yet studied.

4) Comparative studies between different banking sectors and between different
countnies to measure the impact on the satisfaction of customers of these banks
are further avenues for research.

5} Itis also strongly recommended that future studies be camed out n vanous sectors

such as hotels, electronic purchases over mtemet and many more.

This will ennich the mtemnal and external valhdity of the current study.

Another future research direction 1s to employ a different mediator than electromec

banking application and to measure its impact among the vanables, which can

play a findamental role to measure and strengthen or weaken the relationship
between vanables, thus assisting decision-making amongst admimstrators that are
keen to evaluate and upgrade banking processes in particular.

=2
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8) According to the Corona virus epidemic, the research directs banks to adopt
electromic dealings in their banking services at the coming stages due to the social
distancing, safety, privacy and speed of performance without any congestion and
gathenngs that may negatively affect the health of customers.

11. Conclusions

This research examined the factors that affect the customer satisfaction to their
banks through the mediation of Electronic Banking Application. This was achieved by
construching a model of 6 mdependent vanables which are Ease of use, Reliability,
Eesponsiveness, Assurance, Interface design, Pnivacy, the mediating vanable (Electromc
Banking Application} and the dependent vanable (Customer Satisfaction to the bank).
The study examined the direct, indirect and total effects of these vanables, and also the
direct effect of Electronic Banking Application on the degree of customer satisfachion.

Also, it exanuned the direct impact of these factors on the Electromc Banking
Application. This 15 in addition to measuring the overall impact of all the factors (direct
and mdirect) on the degree of customer satisfaction to banks.

Notably, the study found that Electrome Banking Application directly impacted
customer sahsfaction and that thus effect 15 stabstically significant. The study also showed
that there are mndirect effects for most of the mentioned vanables on customer satisfachon
to the bank, mediated by Electromc Banking Appheation and that these effects are
statishically sigmificant. It establishes that only assurance has not indirectly sigmficantly
mpacted customer satisfaction through the mediation of EbA. In addition, 1t was found
that only EbA=---Responsiveness and EbA=---Assurance have not directly sigmificantly
mfluenced customer satisfaction.

On the other hand, the study showed that the total effect for all the vanables was
sigmificant on customer satisfaction, except for assurance which was found to have
msignificant on customer satisfaction

Thus, the study found that most of the variables mcludng Electromic Banking
Application are among the indicators that can be used to predict bank customer
satisfachion.

In fact, the mclusion of Electrome Banking Application as a mediator is a new
development and aclievement in the study of customer satisfaction to the bank, especially
m the Jordanian context and specifically in Islanuc banks.

The study highlights the importance of the degree of Electromc Banking
Application on the degree of customer satisfaction as it showed that there 15 another effect
for all the factors through the mediation of Electromc Banking Application, as most of
the vanables are found to be stathstically sigmificant

Essentially, 1t illustrates that 1t 15 possible to mncrease or develop the factors so as
to raise the level of their impact on customer satsfachion to the bank on the one hand or
to rase the level of Electronic Banking Application ., which also leads to a high degree of
customer satisfachion For example, the absence of the direct effect of Privacy on the
degree of Electromic Banking Application and the absence of the indirect effect on the
degree of customer satisfaction 1s an indication that there 15 a defect m the Pnvacy policy
of the bank, that which requures to be enhanced and so forth for the rest of the vanables.
Anyway, it can be noted here that the 6 identified dimensions have either a direct or
mdirect impact or both on the degree of customer satisfaction to the bank, which means
that m the absence or low Electromic Banking Apphcation | there 1s still a direct impact
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of some factors on the degree of customer satisfaction such as m prnivacy and Interface
Design. because of the direct link between privacy, for example, and Electronic Banking
Application. In other words, pnvacy cannot directly affect degree of customer satisfaction
without reflecting the degree of Electronic Banking Application.

Fmally, the concept of degree of customer satisfaction to the bank and how 1t 1s
affected by other factors need reconsideration as the impacts are not directly related to
the vanous factors but mdirectly, as well, as shown m this study. This suggests the
mmportance of other factors or mediators besides Electromc Banking Application
mfluencing Customer Sahsfachion
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