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Abstract: The purpose of the study is to investigate the electronic
based e-service channel on banking users. Focus is given to some
selected banking service channels, in this context, the service
channel are speed of delivery, convenience, efficiency, reliability
& security are considered as service based technology channels.
The methodology approach employed was the survey
questionnaire administered to the respective users of the banking
channels. Five hypotheses were formulated and tested using the
Structural Equation Modeling-Partial Least Square (SEM-PLS).
A survey of 248 valid questionnaire instruments, were collected
from the customers of e-service banking users within Yola
metropolis. Data obtained from the customers were analyzed
using the SEM-PLS to determine the reliability and validity of
the model. Besides, path coefficient and the degree of Influence
on banks users were investigated. The findings indicate
significant influence on banking users which can be categories as
Small, Medium and Large Influence. The paper contributed to
both theory & practice, the research developed a model, tested
with a data obtained from e-banking users which enable the
financial sector know the services they deliver to their customers
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I. INTRODUCTION

Today almost all the Nigerian electronic based services are
automated; technology has contributed in transforming
the Financial Institution. Consequently Technology has led to
new innovative services, creating market opportunities and
introducing new business information systems (Chang,
Cheung, & Cheng, 2002). E-based services are electronic
automated banking services which could be conducted
without the help of the banking employees. The emergence of
e-Services (Technology Based) has led to the innovation of
new strategies for improving and facilitating customer
satisfaction (Adewoye, 2013). E-based services are relatively
novel way of transacting business serivices which is
information system based, that enable users to transact
services in vitual space (Shih & Fang, 2004, pp. 213-223).
The automated e-services have much benefit to customers and
users of the platform, which includes: convenience, lower
turn-out of banks users etc.

There are various benefit of using e-services channel
(Technology Based) which include; speed in service delivery,
ease of use, reliability and efficiency which are also called
service attributes of quality in evaluating business continuity
(Lehtinen, 2010). A study of the relationship existed between
Information Systems, as well as overall technological internet

service quality (Rod, Ashill, Shao, & Carruthers, 2009). E-
services channel have not well been investigated in the
literature, although there is a relationship between electronic
technology banking and Telecommunications Systems (White
& Nteli, 2004). Self Service Technology Banking has over the
years focus on providing more e-services than tangible
services; furthermore, there has been a demand, provision of
more services than the product in the global economy today.

The purpose of the paper is to investigate the e-services
channels (Technology based) influence on banking users in a
financial institution in Nigeria. Emphasis is given on what
factors of e-Services channel that is associated with the
service quality on banking users in the financial institution.

E-service channel in the banking sector has recorded a
tremendous transformation with the use of self- service
technology. There has been an in depth need for
understanding the use of technological channels (Meuter,
Bitner, Ostrom, & Brown, 2005). The proliferation of e-
service channel across the service industry is apparent.
Technology has also discovered an exceptional way of
delivering a quality service to the users of the banking sectors
(Financial Institution) (Muiruri & Ngari, 2014). Others
scholars in the same field of study have investigated the
Impact of Technology on mobile banking in Nigeria
(Oluwatolani, Joshua, & Philip, 2011). Although their studies
are streamline to a limited platforms of e-services such as
internet  banking, and other Information Systems
infrastructures. The scholars were able to investigated the
relationship between quality service measurement and the
banking (Rod et al., 2009). This work will be guided by two
theoretical models which are known as Attribute based model
and the discrepancy Theory of Satisfaction in Information
System (IS). This theories are relevance in this studies, this is
because they were widely used in e-service channel service
quality, customer satisfaction and Information System
research. The purpose of the paper is to investigate the e-
services channels (Technology based) influence on banking
users in a financial institution in Yola Metropolis area of
Adamawa State. Emphasis is given on what factors of e-
services channel that is associated with the service quality in
financial institution.

Il. LITERATURE REVIEW

Meuter, Ostrom, Roundtree, and Bitner (2000) reported an
increase in the number of financial institutions that were using
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self-service technology such as Automated Teller Machines
(ATM), phone/mobile banking and internet banking. All of
these could be utilized on various independent channels to
meet the customer needs without support from the bank staff.
Similarly, user satisfaction in a business world, can be defined
as a method by which services and products are supplied and
delivered by industry in order to meet the customer’s
expectation. User satisfaction, could also be viewed as the
feelings and judgment of quality service as experienced by the
customers (Jamal & Naser, 2003). Service quality has been
broadly studied within the field of Business Management and
Management Information Systems (MIS) (Wang, 2011).

Service quality is defined as how customers evaluate a
product or services, especially when customers show a
positive motivation in consuming the product (Jun et al.,
2004). Service quality is significant in service and information
management, especially for financial institutions which are
seen as encompassing different characteristics of skilled
service transaction. On the other hand, in the traditional
service encounter, service quality has now been replaced by
technology use, because now most customers encounter new
technology (Meuter, Bitner, Ostrom, & Brown, 2005).
Another scholars says service quality has to do with lowering
of cost, and improving of efficiency and security (Yang &
Fang, 2004). In addition to that, In a similar study by Wang
and Harris (2003) service quality and customer satisfaction
are considered to be the central point of assessing how service
is rendered by an organization to its customers, and which can
be measured on a typical measuring scale. Service dimensions
in the context of service quality can refers to the associated
factors of Technology banking which influences customer
satisfactions. The Attribute Based Model according to
Dabholkar (1996) is an appliance for dimension of the service
quality of e-services channels. This model is relevant because
it has studied how the need of customer collaboration in using
technological service impacts the customer’s intention to use
it (Yen, 2005). Discrepancy theory of research in Information
Systems, provides a structure into the investigation of user
satisfaction and expectation. It has been used broadly, most
especially in information system research (Jiang & Klein,
2000). Customer satisfaction can be refers to as a “post choice
evaluation which varies whether the user experience of using
purchasing a specific good as it supposed to be, is a vital
indicator of service quality” (Ardabili, Daryani, Molaie,
Rasooli, & Kheiravar, 2012, pp. 8637-8643). Satisfaction can
also result from successfully evaluating a stakeholder’s skill
concerning Information Systems and services (Wynne &
Chin, 2000). The following section will discuss each of the
hypotheses posited in this study.

Efficiency of Technology Self Service

Efficiency of self-service technology positively influences
customer satisfaction. It has been proven by many studies
Meuter, Ostrom, Roundtree, and Bitner (2000) who believe
that service quality in TBSS improves productivity. Secondly
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Ombati, Magutu, Nyamwange, & Nyaoga (2010) explain that
SST helps the customer to save time while others have found
similar results in studies of retails banking and achievement of
customer satisfaction. Efficient and fast self-service
technology has been found to positively impact the user’s
choice of using self-service technology because it solves the
user’s problem Zeithaml et al. (2002). In support of this point
Davis (1989) has found that customers are not unhappy about
perceive waiting time if TBSS is found to be efficient. This
explains our first hypothesis which is shown below.

H1: Efficiency of TBSSB has the ability to influence customer
satisfaction in banking industry in Nigeria

Convenience of Technology Self Service

Convenience of self-service technology influences customer
satisfaction. Ease of use of the technology will significantly
influence users. According to (Davis, 1989; Meuter et al.,
2000) the power of ease of use of technology adoption is
closely related to the effort that the user makes in dealing with
the complexity of the technology. Convenience is therefore an
attribute of Technology based self-service banking (TBSSB).
It relates to ease of use and to the effort the customer needs to
make in order to succeed using the technology (Fernandes &
Pedroso, 2016). Ease of use is also identified by customers as
an important factor in ensuring customer satisfaction. Ease of
use also relates to the amount of effort a customer puts to
effectively use the system and perform the process service
(Timmor & Rymon, 2008).

H2: Convenience of TBBS has the ability to influence
customer satisfaction in banking industry in Nigeria

Speed of Delivery of Technology Self Service

Customers are very interested in using technology based self-
service (TBSS). This is because it offers the best, fastest and
reliable banking. When the technology self-service has fast
and reliable delivery of service the transaction. The customers
will spent a limited time to reliably use the system (Buell et
al., 2009).Customers usually takes, and puts time into
consideration. (Reinders et al., 2008) says speed of delivery
provided by the technology service will make customers more
willing to relate with the technology banking. Speed of
delivery is therefore an essential factor in customer choice of
a technology channels. This is because customers are
particular concerned about saving time most of them will
choose a self-service check-out that reduces the amount of
time spent (Marzocchi & Zammit, 2007). Users will also
prefer to take the shortest path to accomplish and deliver their
services (Demirci & Kara, 2014).

H3: Speed of delivery of TBSS has the ability to influence
customer satisfaction in banking industry in Nigeria

Reliability of Technology Self Service

Reliability is a substantial element in influential the quality of
service. If the technology is reliable and convenience it would
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influence customer satisfaction (Davis, 1989; Prabtibha A.
Dabholkar, 2002; Zeithaml et al., 2002). Customers are
advised precisely on how to handle system failure because of
the risk related with the use of TBSS (Parasuraman et al.,
2005). Reliability of SST is one of the most significant
characteristics for customer evaluation of service quality (
Kumar & Bose, 2013). Reliability is the measure by which the
customer accurately assesses technology service delivery.
Reliability is an important component of quality service which
influences customer satisfaction (Parasuraman et al., 2005).
This explains the hypothesis below.

H4: Reliability of TBSSB has the ability to influence customer
satisfaction in banking industry in Nigeria

Security of Technology Self Service

Security and control influences customer satisfaction. when
customers perceive technology based self-service is secure
they will be confident (Dabholkar et al., 2003). Control is
another essential measure of TBSS quality, and acceptability
in relation to customer satisfaction. Security is also an
essential determinant of TBSS quality. Security is of great
concern for customer satisfaction. Customers are always
satisfied with the technology that gives them full control
(Fernandes & Pedroso, 2016). Security is essential in
evaluating the impact of self-service technology on customer
satisfaction (Yen, 2005). This explains the hypothesis below

H5: Security of TBSSB has the ability to influence customer
satisfaction in banking industry in Nigeria

I1l. MATERIALS AND METHODS

A quantitative method was used for the current study to obtain
data which was used for analysis of validity and
trustworthiness. Data was collected through survey
questionnaires of the selected five retail commercial banks in
Jimeta metropolitan area of Adamawa State. Data was
collected from the sampling population of the study; we used
a few selected financial institutions which are Fist Bank,
Zenith Bank, Fidelity Bank, Guaranty Trust Bank and Union
Bank. Purposive sampling techniques were used. The data
was empirically collected through survey questionnaire. The
collected data was analyzed using the Statistical Package for
Social Science (SPSS) for descriptive analysis. Also we used
Partial Least Square Structural Equation Modeling (PLS-
SEM). Using purposive sampling techniques to understand
users experience was systematic purposeful and answerable.
The purpose of this empirical investigation is therefore to
obtain reliable and valid data in accordance with the purpose
of the study. For the purpose of this research, the investigator
uses an empirical study involving a questionnaire survey. This
is to gain an understanding into the typical experiences of the
participant in order to arrive at sound conclusion. In the
current study the researcher was able to conduct the study
using related literature and empirical research. The researcher
studied the complexity and the nature of the research problem,
and the research question. This enable the researcher have
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understanding into the purpose of the research and the design,
and to meet the requirement of the research objectives. For
this reason a quantitative research was used. We used the
formula below, which is borrowed from Krejcie and Morgan
(1970) to determine the required sample size needed for our
study. We used a confidence level of 95% with a confidence
level (margin error) of .5% from a total population of 700 to
get 248 participants for our analysis. We used a five-point
Likert scale ranging from strongly disagrees (1) to strongly
agree (5). The collected data was analyzed using SPSS for
descriptive analysis and the Partial Least Squares Structural
Equation Modeling (PLS-SEM). To determine the reliability
and validity of the model. Besides, path coefficient and the
degree of Influence on banks users were investigated. We can
also manually compute using the below mathematical
formula.

Using the formula to calculate the sample size

s = X™NP@L - P) =N - 1) +
P)=(3.841)x(700)x0.50(1-0.50)+(0.05)?
1)+(3.841)x0.50(1-0.50)=248

1970)

s=denote required sample size=248 participants

XP@1 -
x(700-
(Krejcie & Morgan,

X ?=denote the table value of chi-square for 1 degree of
freedom at desired confidence level of (3.841)

N=denote population size=700

P=denote population proportion (assumed to be .50 since this
would provide the maximum sample size).

d=denote the degree of accuracy expressed as a proportion
(.05).

IV. STRUCTURAL EQUATION RESULT AND
INTERPRETATION

Structural Equation Modelling (SEM) is a “multivariate data
analysis “second generation analysis software” Sarstedt et al.
(2014, pp. 105-115). It measures the relationship between the
variables, and determines the relevance of path the
coefficients. Scholars in the field of information systems,
industry and marketing, mostly use this software. Majorly the
software is used for analysis. “It is a multivariate data analysis
method that can be used to test theoretical supported linear
and additive causal models”( Chin, 1998, pp. 295-336). There
are two applications in structural equation modeling, the inner
model interpretation and the outer model representation. “The
inner model specifies the association between the dependent,
and the independent latent variable; the outer models on the
other hand, specify the association between the latent
variables and their observed indicator. In SEM; variables are
also called exogenous and endogenous” ( Hair, Ringle, &
Sarstedt, 2013, pp. 1-12). Distinct approaches can be applied
to SEM the first and most importantly used is the “co-
variance-based SEM (CB-SEM), which can be achieved with
AMOS, EQS LISREL & M-plus. The second approach is
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called Partial Least Squares (PLS); this focuses on the
application and is used for variance such as SMART-PLS,
WARP-PLS, and GRAPH-PLS. It can also be achieved with
the use of the “r” statistical software package” ( Hair, Ringle,
& Sarstedt, 2013, pp. 1-12)

For the purpose of the study, we have chosen to use the
second generation approach known as Partial Least Squares
(PLS). Are Multiple analysis of the variables was conducted
in order to report the result using SEM. The relationship
between the constructs was analyzed using the software SEM-
PLS for regression determination and analysis of R? of the
path modeling coefficient algorithm in the model. The
SMARTPLS is the latent variable technique used for
modeling which comprises both construct and also recognizes
measurement error (Sarstedt et al., 2014). We then analyzed
the result in two forms, using the SMARTPLS. We inferred
the measurement model and the structural model, which was
interpreted in the final stage. We then determined the
relationship between the variables factor, we assessed the
validity and reliability of each of the constructs in the model.
This was done in order to make sure only the valid variables
were estimated. The below Figure 1 & 2 depicted the outer
loadings of the analysis.

Satistaction

Figure 1, Initial Path Model

Figure 2, Final Path Model
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V. DETERMINATION OF THE PATH COEFFICIENT
AND STRUCTURAL RELEVANCE RELATIONSHIP

Table 1: Shows T-Statistics of Path Coefficient of Inner Model

Standard
Variables Indicators g.':'k"(m ::::"m Dﬁﬂﬂ*ﬁ; :msmméhv;u f'ahn
gfmmmg" CUSTOMER| , ., 0030|0110 0.290 0.772
m&‘fm’ CUSTOMER  , ., 0.020 |u.|391 |u_|395 |M2S
mc%ﬂb CUSTOMER| ; ., 0385 | 0077 5119 0.000
:m CUSTOMER [ ) |14 |a.m | 1505 |0.0?|
%Mmmgﬁ = 021 ox1 | 0om2 [ 2678 | 0o08

##%p< 0.001; **: p=0.01; * pf 0.03; tsiatistic acceptable vale >1.96 significance level

In SEM-PLS we analyzed and tested the hypothesis, and the
model structure which enabled us to calculate for path
coefficient. Smart PLS software does not require a normal
distributed data. It is calculated and evaluated with R? for the
dependent latent variables. That helps to compute how well
the model fits the relationship hypothesized and the average
variance extracted (Fornell & Larcker, 1981). We then
conducted a bootstrapping of five thousand samples (5000) to
generate the t-statistic (Sarstedt et al., 2014). The table: 7
below show the significance of the path coefficient. The
estimated t-values are shown with their path coefficient. The
t-statistics of the inner model was tested using two-tailed test,
with the significance level of >1.96. We used the results
above to statistically determine the significance of the path
model. We also determined the significant relationship, and
assessed the relevance of that significance (Hair et al., 2013).

Looking at the relative importance of the exogenous construct
in predicting the dependent construct, efficiency of service has
the most significance at (0.925), followed by convenience at
(0.772). Reliability has no relevance; it shows (0.000) but
security generated (0.071), followed by speed of delivery
which had (0.008). Also we can examine the significance of
total effect from the bootstrapping output. From the table
above, the t-statistics for the total effect indicates that
reliability and speed of delivery are statistically significant.

VI. DETERMINATION OF RESULT/HYPOTHESIS
TESTING (REGRESSION ANALYSIS R?

The regression analysis is used to determine the R? of the
endogenous variable. We run bootstrapping to determine the
path coefficients significance. Bootstrapping helped us to
select mean replacement form for missing data (Sarstedt et al.,
2014). A sample size of 5000 was chosen. The result however
indicated that there is 44% variance of R*  in customer
satisfaction, which is explained by the TBSSB attributes.

To test the hypothesis relationship between the construct of
the structural path coefficient, we used a two-tailed test. This
was done at >1.96 significance level, to determine the
significance and relevance of the structural relationship. For
each of the constructs, the t-statistics values must be larger
than 1.96 Gye-Soo (2016), for it to be significant. The
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relationship between speed of delivery and customer
satisfaction was significant with = 0.772, and t=2.675 (table
value is 1.96 at >1.96 significance level). This indicates that
the speed of delivery has significance on customer
satisfaction, with a coefficient of 0.772. The relationship
between convenience and customer satisfaction was
insignificant at f=-0.925 and t=0.290 (table value is 1.96 at
>1.96 significance level). This indicates that convenience was
insignificant on customer satisfaction, with a coefficient of
0.925. The relationship between efficiency and customer
satisfaction was insignificant with f= 0.000 and t=0.095 (table
value is at 1.96 at >1.96 significance level), this indicates that
efficiency was insignificant on customer satisfaction with a
coefficient of 0.000. The relationship between reliability and
customer satisfaction was significant with B=0.071 and
t=5.119 (table value is 1.96 at >1.96 significance level), this
indicates that reliability has significance on customer
satisfaction. The relationship between the security and
customer satisfaction was significant at the level of = 0.008
and t=1.805 (table value is 1.96 significance level).

This indicates that security has a positive significance on
customer satisfaction with a coefficient of 0.198. Out of the
five path coefficients for the structural model, two paths were
successfully supporting the hypothesis, which are speed of
delivery and reliability. The two variables have significant
influence on customer satisfaction, thus H1 and H4 were
accepted. However, security, convenience and reliability have
no significant influence on customer satisfaction, thus H2, H3
and H5 were not supported.

Table 2, Summary of Hypothesis Testing

NO | Relationship Between Variable Path Coefficient | T-statistics | Description
1 | Speed of delivery | Customer Satisfaction | 0.772 2675 significant
1 | Convenience Customer Sarisfaction | 0.025 0.290 Insignificant
1 | Efficiency Customer Satisfaction | 0,000 0.083 Insignificant
4 | Reliability Customer Satisfaction | 0,071 519 Significant
5 | Secusity Customer Sarisfaction | 0.008 1.803 Insignificant

VII. DISCUSSION OF RESULT

From our result of the path coefficient we examine their
significance from the bootstrapping option. Our result shows
the hypothesized relationship of the five constructs. Recall
that speed of delivery which is H1= t-statistics (2.675) was
found to be significance and therefore acceptable. Reliability
of self-service technology with H4= t-statistic (5.119) was
found to be of structural significance with the test, thus the
hypothesis was accepted. Looking at the relative importance
of the exogenous drivers construct in predicting the
endogenous construct, Convenience (CE= 0.925), was found
to be the most important, followed by speed of delivery
(SPD=0.772). We also see that reliability and security of
service have very little influence on the endogenous variable
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customer satisfaction while efficiency has no influence at all
(EFF=0.000).

Assessing the level of R? of the endogenous variable which is
(0.435), indicates 44% of customer satisfaction variance is
explained by the associated service quality of TBSSB which
are the predictor exogenous variables. We also report the
relevant impact of each of the predictor constructs on
endogenous variables. Our result shows that; H1 which is
Speed of delivery had a small relative impact on customer
satisfaction, H2 which is convenience had a relatively small
impact on customer satisfaction, while H3 which is efficiency
had a small impact on customer satisfaction, and H4 reliability
had medium relative impact on customer satisfaction. Finally
H5 which is security had a large relative impact on customer
satisfaction.

VIll. SUMMARY RECOMMENDATION AND
CONCLUSION

Structural Equation Modeling Partial Square (SEM-PLS) was
used to test the hypothesized theory we in investigated e-
services technology Influence on banking users and the
associated factor with the service quality channel their
influence on users of the banking system in retail banking
environment

H1= t-statistics (2.675) was found to be significance and
therefore acceptable. Reliability of self-service technology
with H4= t-statistic (5.119) was found to be of structural
significance with the test, thus the hypothesis was accepted.
Looking at the relative importance of the exogenous drivers
construct in predicting the endogenous construct,
Convenience (CE= 0.925), was found to be the most
important, followed by speed of delivery (SPD=0.772). We
also see that reliability and security of service have very little
influence on the endogenous variable customer satisfaction
while efficiency has no influence at all (EFF= 0.000). Our
result shows that; H1 which is Speed of delivery had a small
relative impact on customer satisfaction, H2 which is
convenience had a relatively small impact on customer
satisfaction, while H3 which is efficiency had a small impact
on customer satisfaction, and H4 reliability had medium
relative impact on customer satisfaction. Finally H5 which is
security had a large relative impact on customer satisfaction.

Structural Equation Modeling Partial Least Square (SEM-
PLS) was used to test the theory as well as the hypothetical
variables. We investigated the association and the impact on
the TBSSB service quality on customer satisfaction. The
result of the hypotheses association testing shows that speed
of delivery and reliability of TBSSB service quality, have
significant impact on customer satisfaction. Also, in the
determination of relevance impact of exogenous variable
(predictor) on endogenous variable, the result of the F? test of
relevance impact shows that “speed of delivery, convenience
and efficiency” have a small impact on customer satisfaction
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while reliability has medium impact and security has a large
impact on that endogenous variable.

These research findings are important contributions to
financial institutions, in decisions concerning aspects of e-
service technology, retention, which will ultimately influence
customers’ uptake of the technology service option. The
Reliability and Security aspect of the technology would
ensure further gains and profitability in financial sector. The
findings of this research are consistent with the findings by
Bebli (2010), that speed of delivery, ease of use, reliability all
positively correlated and significant. Fernandes and Pedroso
(2016) also shows service attributes positively impact user
perception of service quality, the work conclude that speed of
delivery using the service and ease of user as the important
attributes.

(1]

[2

(31

(4]

(5]

(6]

[71

(8]

(]

[10]

[11]

[12]

REFERENCE

Ardabili, F. S., Daryani, S. M., Molaie, M., Rasooli, E., &
Kheiravar, M. H. (2012). Importance of mutual relations on
customer satisfaction in industries with no/low direct contact with
customers. African Journal of Business Management, 6(29), 8637—
8643. https://doi.org/http://dx.doi.org/10.5897/AJBM11.2984
Adewoye, J. (2013). Impact of mobile banking on service delivery
in the Nigerian commercial banks. International Review of
Management and, 333-344. Retrieved from
http://search.progquest.com/openview/338295f2562cc380b99b4eda
0d2de6fb/1?pg-origsite=gscholar

Buell, R., Campbell, D., & Frei, F. (2009). Are Self-Service
Customers Satisfied or Stuck ?

Bebli, R. S. (2010). The Impact of internet banking service quality
on customer satisfaction in the.( Masters Thesis). Ghana

Chang, Man Kit., Cheung, Waiman., Cheng, C. H. (2002). The use
of the Internet in Hong Kong : Manufacturing vs . Service The use
of the Internet in Hong Kong: Manufacturing vs . Service.
International Journal of Production Economics, 75, 33-35.
Dabholkar, P. A., Michelle Bobbitt, L., & Lee, E. (2003).
Understanding consumer motivation and behavior related to
self-scanning in retailing. International Journal of Service
Industry Management, 14(2), 59-95.
https://doi.org/10.1108/09564230310465994

Davis, F. D. (1989). Perceived Usefulness , Perceived Ease Of Use
, And User Acceptance. MIS Quarterly, 13(3), 319-339.
https://doi.org/10.2307/249008

Demirci, F., & Kara, A. (2014). Journal of Retailing and
Consumer Services Supermarket self-checkout service quality ,
customer satisfaction , and loyalty : Empirical evidence from an
emerging market, 21, 2013-2015.

Fornell, C., & Larcker, D. F. (1981). Evaluating Structural
Equation Models with Unobservable Variables and Measurement
Error.  Journal of Marketing Research, 18(1), 39.
https://doi.org/10.2307/3151312

Fang, Y.-Y. S. and K. (2004). The use of a decomposed theory of
planned behavior to study Internet banking in Taiwan, 14(3), 213—
223. https://doi.org/10.1108/10662240410542643

Fernandes, T., & Pedroso, R. (2016b). The effect of self-checkout
quality on customer satisfaction and repatronage in a retail
context. Service Business, 1-24. https://doi.org/10.1007/s11628-
016-0302-9

Gye-Soo, K. (2016). Partial Least Squares Structural Equation
Modeling(PLS-SEM): An application in Customer Satisfaction
Research. International Journal of U- and E- Service, Science and
Technology, 9(4), 61-68.
https://doi.org/10.14257/ijunesst.2016.9.4.07

[13]

[14]

[15]

[16]

[17]

[18]

[19]

[20]

[21]

[22]

[23]

[24]

[25]

[26]

[27]

[28]

[29]

Jamal, A. & Naser, K. (2003). factors influencing customer
satisfaction in the retail banking sector in pakistan. International
Journal of Commerce and Management, 13(2), 29-53.

Jiang, J. J., & Klein, G. (2000). Discrepancy Theory Models Of
Satisfaction In Information Systems Research School of
Accounting and Business Information Systems

Jun, M., Yang, Z., & Kim, D. (2004). Customers’ Perceptions of
Online Retailing Service Quality and Their Satisfaction.
International Journal of Quality & Reliability Management, 21(8),
817-840. https://doi.org/10.1108/02656710410551728
Krejcie, R. V, & Morgan, D. (1970).Research Design and
Method: A Systematic Review of Research Paradigms, Sampling
Issues and Instruments Development Process. International
Journal of Economic and Management Science, 24 607-610.

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2013). Partial Least
Squares Structural Equation Modeling: Rigorous Applications,
Better Results and Higher Acceptance. Long Range Planning,
46(1-2), 1-12. https://doi.org/10.1016/j.Irp.2013.01.001

Kumar, V., & Bose, S. (2013). Adoption of Self Service
Technologies (SST)-A study on the intention of Management
students to use Internet Banking Services. ... Research in
Management, 8(1), 47-58. Retrieved from
http://search.ebscohost.com/login

Meuter, M. L., Bitner, M. J., Ostrom, A. L., & Brown, S. W.
(2005)The role of technology readiness in customers’ perception
and adoption of self-service. International Journal of Service
Management Journal, 17, 497-517

Muiruri, J. K., & Ngari, J. M. (2014). Effects of Financial
Innovations on the Financial Performance of Commercial Banks in
Kenya.International Journal of Humanities and Social Science
4(7), 51-57.

Meuter, M. L., Ostrom, A. L., Roundtree, R. I., & Bitner, M. J.
(2000b). Self-Service Technologies: Understanding Customer
Satisfaction with Technology-Based Service Encounters. Journal

of Marketing, 50(64), 50-64.
https://doi.org/10.1509/jmkg.64.3.50.18024
Marzocchi, G. L., & Zammit, A. (2007). Self-scanning

technologies in retail : Determinants of adoption, (April 2015),
37-41. https://doi.org/10.1080/02642060600850790

Ombati, T. O., Magutu, P. O., Nyamwange, S. O., & Nyaoga, R.
B. (2010). Technology and Service Quality in the Banking
Industry: Importance and Performance of Various Factors
Considered In the Electronic Banking Services. African Journal of
Business & Management (AJBUMA), 1(1985), 151-164.
Oluwatolani, O., Joshua, A., & Philip, A. (2011). The Impact of
Information Technology in Nigeria * s Banking Industry. Journal
of Vomputer Science and Engineering. 7(2), 63-67.

Parasuraman, A., Zeithaml, V. A., & Malhotra, A. (2005).E-
Service: A Multiple-ltem Scale for Assessing Electronic Service
Quality. Journal of Service Research, 7(Feb.), 1-21.
https://doi.org/10.1177/1094670504271156

Rod, M., Ashill, N. J., Shao, J., & Carruthers, J. (2009). An
examination of the relationship between service quality
dimensions, overall internet banking service quality and customer
satisfaction. Marketing Intelligence & Planning, 27(1), 103-126.
https://doi.org/10.1108/02634500910928344

Rymon, Y. T. R. (2008). Don ’ t imitate , innovate : the case of a
hybrid education format in a management course Yaron Timmor *
Talia Rymon, 2(4), 341-357.

Reinders, M. J., Dabholkar, P. A., & Frambach, R. T. (2008).
Consequences of Forcing Consumers to Use Technology-Based
Self-Service, 107-123.

Sarstedt, M., Ringle, C. M., Smith, D., Reams, R., & Hair, J. F.
(2014). Partial least squares structural equation modeling (PLS-
SEM): A useful tool for family business researchers. Journal of
Family Business Strategy, 5(1), 105-115.
https://doi.org/10.1016/j.jfbs.2014.01.002

White, H. & Nteli, F. J. F. S. M. (2004). Internet banking in the
UK: Why are there not more customers? Journal of Financial

www.rsisinternational.org

Page 88


http://search.proquest.com/openview/338295f2562cc380b99b4eda0d2de6fb/1?pq-origsite=gscholar
http://search.proquest.com/openview/338295f2562cc380b99b4eda0d2de6fb/1?pq-origsite=gscholar
https://doi.org/10.1108/09564230310465994
https://doi.org/10.1108/10662240410542643
https://doi.org/10.1108/02656710410551728
https://doi.org/10.1509/jmkg.64.3.50.18024
https://doi.org/10.1108/02634500910928344

International Journal of Research and Innovation in Applied Science (IJRIAS) |Volume VI, Issue VIII, August 2021 |ISSN 2454-6194

Services Marketing September 2004, Volume 9, Issue 1, pp 49—
56.

[30] Wang, J. Q. & L. (2011). Thesis :An Application of SERVQUAL
Model on Service Quality Evaluation.

[31] Wynne W. Chin, M. K. O. L. (2000). A proposed model and
measurement instrument for the formation of is satisfaction : the
case of end-user computing satisfaction.

[32] Yang, Z., & Fang, X. (2004). Online service quality dimensions
and their relationships with satisfaction. International Journal of
Service Industry Management, 15(3), 302-326.
https://doi.org/10.1108/09564230410540953

[33] Yen, H.R. (2005). An attribute-based model of quality satisfaction
for internet self-service technology. The Service Industries
Journal, 25(5), 641-659.
https://doi.org/10.1080/02642060500100833

[34] Zeithaml, V. a., Parasuraman, a., & Malhotra, a. (2002). Service
Quality Delivery through Web Sites: A Critical Review of Extant
Knowledge. Journal of the Academy of Marketing Science, 30(4),
362-375. https://doi.org/10.1177/009207002236911

www.rsisinternational.org Page 89


https://doi.org/10.1108/09564230410540953
https://doi.org/10.1080/02642060500100833

