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Abstract: 
 

Purpose 
This study aims to examine the vari-

ous Egyptian customers‟ usage patterns 

of banking services in an attempt to pr-

ovide a better understanding of factors 

affecting customer‟s decision of using 

the electronic banking services. 

Design/methodology/approach 
A total of 400 questionnaires were di-

stributed to a convenience sample of cu-

stomers. No category was used in the 

sample selection in order to avoid bias; 

the only condition was that respondents 

should have bank‟s account.  

Findings 
Findings revealed that about 88.85% 

of sample was users of automated teller 

machine, internet banking, and mobile 

banking. However, still a considerable 

number of them prefer to visit the br-

anch at least once monthly. 

Research limitations/implications  
The study was confined to banks in 

Alexandria, which may not represent the 

entire Egyptian population. The study 

also focused on banks‟ customers and it 

didn‟t take into consideration the opin-

ion of banks‟ managers and employees.  

Originality/value 
This paper introduces theoretical and 

practical understanding of the impact of 

e-banking on service quality in the Egy-

ptian banking sector. 

 
 

Keywords: customer satisfaction, ele-

ctronic banking services, service qual-

ity 
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1. Introduction 
Electronic banking (E-banking) ser-

vices provide banks with an opportunity 

to gain competitive advantage through 

improving their services quality and in 

return achieving customer satisfaction. 

E-banking is the process by which a cu-

stomer may perform banking transacti-

ons electronically without visiting the 

bank branches (Karjaluoto et al., 2002). 

It offers advantages and disadvantages 

to both providers and consumers. For ba-

nks, the use of online services enables 

significant cost reduction while enha-

ncing service efficiency and effective-

ness (Chen, 2013). In addition, online 

services increase market penetration and 

customer retention (Chong et al., 2010). 

Moreover, it decreases the incidence of 

heterogeneity in the service (Zeithaml 

and Bitner, 2000).The main advantage 

for customers, is access to service when 

and where the customer requires it (Bi-

tner et al., 2000), as well as ease of use, 

convenience, time savings, cost sav-

ings, and control over service provision 

(Curran and Meuter, 2005; Ho and Ko, 

2008). 
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Banks start to use information technol-

ogy to improve the quality of their ser-

vices, increase efficiency and customer 

satisfaction (Pyun et al., 2002). How-

ever, implementing and evaluating ser-

vice quality in e-service in particular is 

a very complex process. Financial ser-

vices have a number of unique charac-

teristics that distinguish them such as 

intangibility, heterogeneity, inseparabil-

ity and perishability (Zeithaml and Bit-

ner, 2000).  
 

Nevertheless, most of banking cus-

tomers differ in their usage behaviour 

of multiple banking channels in com-

plementary manner whether by visiting 

the bank branch or online through vari-

ous electronic means. Therefore, this re-

search aims to examine the various Eg-

yptian customers‟ usage patterns of ba-

nking services in an attempt to provide 

a better understanding of factors affect-

ing the use of the electronic banking 

services as a mean of sourcing their ba-

nking services. Moreover, it provides 

reasons that others still prefer to visit 

the bank branches. This will help banks 

to encourage their existing electronic 

banking users as well as finding factors 

that prohibits non-users from attempt-

ing to use such services, and finally the 

remedial solutions suggested enhancing 

usage and achieving customers‟ satis-

faction. 
 

2. Measuring the Service 

Quality 
The characteristics of service can be 

described as follows intangibility (Ho-

ffman and Bateson, 2002), inseparabil-

ity (Baron and Harris, 2003), heteroge-

neity (Kotler et al., 2001), and perisha-

bility (Hoffman and Bateson, 2002). Ho-

wever, the highly growth of technology, 

and the increase use of internet has a 

great impact on these characteristics 

(Hoffman and Bateson, 2002). Con-

cerning intangibility, the internet make 

it possible for service provider to show 

more additional evidence of services li-

ke frequently updated information, well 

designed web page, accurate informa-

tion provided, highly speed response, 

ease of navigation, and free sample of 

services. Concerning inseparability, int-

ernet makes service more easily cus-

tomized. As regards of heterogeneity, 

there will be less variation provided in 

service provided from one customer to 

another. Regarding perishability, it pr-

ovides customer more freedom for pur-

chase and much greater ease for service 

marketers to handle supply and de-

mand. 

 
 

Ojo (2010) argues that the defini-

tions of service quality typically invo-

lve determining whether perceived ser-

vice delivery meets, exceeds or fails to 

meet customer expectations. From liter-

ature, one of the famous tools to assess 

service quality is SERVQUAL model 

presented by Zeithaml et al. (2000). 

However, e-service differs in its nature 

from traditional service. Therefore, Zei-

thaml et al. (2000) developed E-SER-

VQUAL model to cover all customers‟ 

communication on websites. Santos 

(2003) defined e-service quality as 

“overall customer assessment and ju-

dgment of e-service delivery on the vir-

tual marketplace”. Thus customers of 

online services expect equal or higher 

service quality than the customers of 

the traditional services. The E-SER-

VQUAL knowing also as “E-SQ” mod-

el has been developed specially for me-

asuring online services (e-services) qua-

lity. Parasuraman et al. (2005) devel-

oped a separate e-service recovery scale 

(E-S-QUAL) which consists of 4 di-
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mensions with 22 attributes and the E-

RecS-QUAL consists of 3 dimensions 

with 11 attributes. The modified E-S-

QUAL and E-RecS-QUAL scales are 

not completely covering all the issues 

for measuring quality of online banking 

services (Kenova and Jonasson, 2006). 
  

3. Service Quality and Cus-

tomer Satisfaction 
Customer satisfaction / dissatisfac-

tion has been described as a person‟s fe-

eling of pleasure/ disappointment as a re-

sult of comparing a product‟s perceived 

performance with his or her prior expec-

tations of its performance (Johnston and 

Kong, 2011; Ku et al., 2013). Online 

customers are expensive to attract and 

difficult to retain because it is relatively 

easy for customers to switch their online 

providers (Reichheld and Schefter, 2000). 

In order to satisfy customers‟ needs, co-

mpanies need to setup their websites to 

provide quality information and better 

services. Many studies have shown that 

service quality is a strong predictor of 

customer satisfaction and loyalty (Zei-

thaml et al., 1996). 
  

With the emergence of technology in 

banking sectors, studies have examined 

the service quality related to the specific 

technologies like internet banking, ATM 

banking, and phone banking (Parasura-

man et al., 2005; Santos, 2003). So the 

need is to identify the service quality 

dimensions as technology being used in 

banking industry as perceived by cus-

tomers in generic terms and how these 

dimensions affect customer satisfaction 

and loyalty. Consumer perceptions of 

service quality vary depending on the 

specific type of e-banking services used 

(Curran and Meuter, 2005). For online 

banking Yang et al. (2004) found out the 

following dimensions of service quality: 

reliability, responsiveness, competence, 

ease of use, security and product portfolio 

in addition to accuracy, feedback/ com-

plaint management, queue management, 

accessibility, personalization /customiza-

tion and customer service (Joseph and 

Stone, 2003). Ganguli and Roy (2011) 

identified 4 generic service quality di-

mensions of technology in banking sec-

tor and examined the effect of these di-

mensions on customer satisfaction and 

loyalty. These dimensions are customer 

service, technology security and infor-

mation quality, technology convenie-

nce, and technology usage easiness and 

reliability. Accordingly, it becomes ne-

cessary to achieve customer satisfaction 

in adopting these new channels of ser-

vice delivery. 
 

The next section will define the e-

banking services as a type of e-services 

provided by banks focusing on three 

types of e-banking services “ATMs, in-

ternet banking, and mobile banking” be-

side comparing customers‟ usage pat-

terns of these three types. 
 

4. Technology and E-Service 

Quality 
The developments of technology ha-

ve removed repetitive, time consuming 

tasks, reduced human error and extend-

ed access to banking related facilities. 

Technology also provides banks with 

customer information. Besides, other co-

mpetitive advantages like entry barriers 

creation, productivity enhancement and 

revenue increase which are associated 

with technology adoption by service 

companies (Fitzsimmons and Fitzsim-

mons, 1997). 
 

Banks have adopted e-banking ser-

vices in various forms like Automated 

Teller Machines (ATMs), Telephone 

Banking (TB), Internet Banking (IB), 
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PC banking Electronic Funds Transfer 

(EFT) and Mobile Banking (MB). This 

study will focus on examining and 

comparing between the usage of only 

three forms of e-banking services (AT-

Ms, Internet banking, and Mobile bank-

ing). Automated Teller Machine (ATM) 

is used to increase the effectiveness of 

customer service provision and reduce 

the workload of bank tellers. With the 

appearance of ATMs, some limitation 

of time and geographic location has be-

en resolved (Balachandher et al., 2000). 

Many studies showed that banks in de-

veloping economies are not benefiting 

from ATMs to its full potential as a cu-

stomer service delivery tool, and as a 

strategic workload reliever for tellers 

who service customers inside the bank-

ing halls (Narteh, 2013). Internet Bank-

ing is an alternative to classical banking 

that enables customers to perform fi-

nancial activities in virtual space (Suh, 

2002). Banks can also deliver their lat-

est products and services over the inter-

net. From customer perspective, online 

services offer a lot of benefits such as 

enhanced control, ease of use, and re-

duced transaction charges (Scullion and 

Nicholas, 2001). Internet Banking mak-

es operating a bank account simple and 

convenient (Jenkins, 2007). Problems 

with technical, legal security and priva-

cy seem to be the most important things 

that may affect usage of Internet Bank-

ing (Pikkarainen et al., 2004). Mobile 

Banking reduces the customer require-

ments to just a mobile phone. In spite of 

the advantages the use of the mobile 

phone in banking actions has remained 

small due to the lack of awareness (La-

foret and Li, 2005), as well as the over-

all consumer perception that the use of 

this service is expensive, risky and rela-

tively complex to use (Laukkanen, 

2007). Moreover, the late introduction 

and limited number of banks offering 

this service currently may be also a rea-

son behind the low usage rate of this 

service (Proença and Rodrigues, 2011).  
 

ATMs are the most commonly ser-

vice delivery channel in banks in deve-

loping countries, followed by the Inter-

net banking then the Mobile banking. It 

is used mainly in cash withdrawal tra-

nsactions more than in cash deposition 

as shown in many previous studies (Jo-

shua and Koshy, 2011). Concerning in-

ternet banking, the most important ele-

ments have been found to be Low fees, 

time savings and freedom from time 

and place (Karjaluoto et al., 2002). Oth-

er factors contributing to its use include 

easiness-to-use, speed of service deliv-

ery (Karjaluoto et al., 2002), convenie-

nce and compatibility with lifestyle (Bl-

ack et al., 2002), while factors like co-

mplexity of the service, perceived fina-

ncial cost of it (Black et al., 2002), ig-

norance of electronic services and secu-

rity risk (Black et al., 2002) are found 

to inhibit the use of the service. On the 

other hand, mobile banking has a great 

contribution in online banking revolu-

tion. However, the use of mobile bank-

ing is still in its initial stage. Yet, its di-

sadvantages such as the small screen 

with small amount of information make 

the device very difficult to use in fund 

transfer. Also smaller buttons without 

real keyboard make the mobile phones‟ 

technical features slower in entering in-

formation (Laukkanen, 2007). Howev-

er, concerning security issues, it is not 

perceived a major obstacle in mobile 

banking (Laukkanen, 2007). Therefore, 

compared with the internet site, mobile 

sites have some limitations that inhibit 

its utilization such as the smaller inter-

face, lower resolution, and slower re-
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sponse because of the constraints of 

mobile terminals. The most important 

contributor to mobile banking seems to 

be the ability use the service wherever 

wanted (Laukkanen, 2007). 
 

5. Research Design and Met-

hods 
The research purpose of this re-

search indicates that this study is initial-

ly descriptive when aiming to find out 

and describe the percentage of usage of 

different services provided by banks in 

Egypt. Then the study becomes some-

what explanatory when it aims to go in-

sight into existing theories within the 

subject to find out factors that inhibit 

users from using certain type of ser-

vices or factors that dissatisfy them in 

using each type of these services. Mo-

reover, how to enhance the usage in or-

der to let both banks and customers be-

nefit from e-banking services. Also, the 

research questions are mainly based on 

“How many” and “What” type and that 

the objective of the research was to col-

lect quantifiable data that later analyzed 

to answer those questions (Collis and 

Hussey, 2003; Saunders et al., 2007). 

Accordingly, data collection and analy-

sis was in numerical format, therefore 

the quantitative approach has been used. 
 

Self-completion questionnaire were 

distributed to a sample of bank‟s cus-

tomers either by hand or by mail to a 

convenient sampling of customer in dif-

ferent banks (whether public or non-pu-

blic Egyptian banks) and in order to 

avoid bias there are no categories or 

strata for selection but the only condi-

tion is that respondents must have ba-

nk‟s account to be familiar in dealing 

with banking transactions whether of-

fline or online, excluding bank employ-

ees and bank mangers. The question-

naire was split into Four sections as 

follow: Section One captures demogra-

phic variables of respondents; section 

Two examines the present usage sce-

nario of e-banking services concerning 

ATMs, internet banking, and mobile 

bankin g. Section Three determines ma-

in factors that prohibit the usage of 

ATMs, Internet banking, and Mobile 

banking, and examine the impact of e-

banking services on customer satisfac-

tion, as well as identify factors that af-

fect the lesser usage of these services. 

Section Four suggests some remedial 

solution to enhance usage and achieve 

customers‟ satisfaction. Four Hundred 

questionnaires were distributed, of the 

275 returned questionnaires; 15 had to 

be eliminated because they were in-

complete. Therefore, the acceptable and 

usable questionnaires were 260 with 

65% response rate which was consid-

ered satisfactory for subsequent analy-

sis.  
 

This next section will present and 

analyze secondary data collected from 

the questionnaires directed to bank‟s 

customers whether users or non-users 

of the three types of e-banking services, 

namely the ATMs, Internet banking, 

and Mobile banking upon which the 

study focus. The four sections of the 

questionnaire capture demographic var-

iables of respondents which provide a 

brief description of respondents‟ char-

acteristics such as gender, age, marital 

status, education level, and monthly in-

come…etc. as well as their accessibility 

to computers and internet and hours sp-

ent in browsing the internet daily.The 

questionnaire also measure the aware-

ness through measuring the frequency 

and preference of usage of various mo-

de of banking services such branch ban-

king, ATMs, Internet banking, and Mo-
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bile banking. Then, it analyzes proble-

ms faced by bank‟s customers and dis-

satisfies them in using various banking 

services, and finally the questionnaire 

provides suggestions to enhance future 

usage.  
 

6. Findings 
The questionnaires were distributed 

to a convenience sample who must ha-

ve accounts in different banks to be fa-

miliar with various banking transactio-

ns whether offline through the bra-nch 

or online through one or all of the three 

types of e-banking services mentioned 

in the study. To avoid bias no category 

or strata was used in the selection of the 

sample. 400 questionnaires were distr-

ibuted, of the 275 returned questionna-

ires, 15 had to be eliminated because 

they were incomplete. Therefore, the ac-

ceptable and usable questionnaires were 

260 which represent 65% response rate 

which was considered satisfactory for 

subsequent analysis. Analysis and test-

ing of the relationships between various 

variables  collected  from  the question-

naire has been done with the help of 

Microsoft Excel and the Statistical Pac-

kage for Social Sciences (SPSS 17.0) to 

obtain the mean, the standard deviation, 

the standard error of each mean and for 

making comparison between different 

groups involved in the study. The data 

collected was analyzed using frequen-

cy, percentage, means and correlation an-

alysis. One Way test “Analysis of Vari-

ance” (ANOVA) was used in the com-

parison between independent samples. 
 

6.1 Part one (a): Usage pat-

terns among respondents’ 

demographic profile 

The first part of the questionnaire 

was designed to seek information about 

the respondents‟ characteristics (age, ge-

nder, marital status, education level, 

and monthly income level). Results sh-

ow that the 88.85% of banks‟ customers 

are aware of e-banking services while 

only 11.15% were non-users of e-ban-

king services. However, customers‟ us-

age of various banking services varies 

due to some other reasons such age, ge-

nder…etc., as shown in Table (1). 

Table (1): Sample Demographic Characteristics 

 
231 29 260 

#Users % #Non-Users % Total % 

Gender       

 Male 125 54.1% 23 79.3% 148 56.9% 

 Female 106 45.9% 6 20.7% 112 43.1% 

Age       

 below-25 28 12.1% 9 31.0% 37 14.2% 

 From 25 to 34  60 26.0% 1 3.4% 61 23.5% 

 From 34 to 45 92 39.8% 5 17.2% 97 37.3% 

 Above 45 51 22.1% 14 48.3% 65 25.0% 

Marital status       

 Single 57 24.7% 10 34.5% 67 25.8% 

 Married 142 61.5% 15 51.7% 157 60.4% 

 Other 32 13.9% 4 13.8% 36 13.8% 

Education level       

 Hi-School 19 8.2% 7 24.1% 26 10% 

 Diploma 1 4% 4 13.8% 5 1.9% 

 University 131 56.7% 18 62.1% 149 57.3% 

 Post-graduate 80 34.6% 0 0% 80 30.8% 

Monthly Income       

 Below-1000 24 10.4% 10 34.5% 34 13.1% 

 From 1000 to 3000 76 32.9% 5 17.2% 81 31.2% 

 From 3000 to 7000 85 36.8% 9 31.0% 94 36.2% 

 Above-7000 46 19.9% 5 17.2% 51 19.6% 
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These results discussed above are 

consistent with results of previous stud-

ies done in many other countries.  The 

majorities of users are well educated, 

young to middle age; with high income 

and that male tend to adopt e-banking 

services more than female (Joshua and 

Koshy, 2011). It also shows that educa-

tion level of e-banking services users 

are significantly more than non-users of 

the services at more than 99% confide-

nce level as the p-value is 0.0001% and 

the same p-value was reached in the age 

analysis indicating that age has a signif-

icant effect on adopting e-ban-king ser-

vices. Also, users with high monthly in-

come level are significantly more than 

users with low monthly income level at 

more than 99% confidence level where 

p-value was 0.011% which indicate that 

income level has a significant effect on 

adopting e-banking services. Figure (1) 

shows a comparison between users and 

non-users using demographic variables. 

 

 

 

Figure (1): Comparing users and non-users using demographic variables 

 

6.2 Part one (b): Usage of e-ba-

nking services among pub-

lic and non-public banks 
In this part of the questionnaire, a      

comparison was   made  between  users  

 

and non-users of e-banking services re-

garding the main bank type within wh-

ich they hold their main accounts as 

shown in Table (2).  

 

Table (2): Usage of e-banking services among public                            

and non-public banks 

 
231 29 260 

# Users %    # Non-Users % Total % 

Main bank Type       

Public bank 101 43.70% 22 75.90% 123 47.30% 

Non-public banks 130 56.30% 7 24.10% 137 52.70% 
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Results show that the majority of e-

banking users 56.30% were dealing and 

holding their main accounts in non-pu-

blic bank (whether non-public Egyptian 

banks or non-public foreign banks), 

while the majority of non-users 75.90% 

were those who are dealing and holding 

their main accounts in public banks. 

Therefore, as discussed above, users de-

aling with non-public banks are signifi-

cantly more than users dealing with pu-

blic banks and vice versa at more than 

99% confidence level as the p-value is 

0.001% (less than 0.01%). The main re-

ason behind these results could be be-

cause non-public banks have all the inf-

rastructure facilities required in pro-

viding e-banking services while public 

banks have lack in establishing e-ba-

nking services facilities due to its bu-

reaucratic procedures in decision mak-

ing and lack of fund allocation through 

the budget to incorporate more and mo-

re information technology (IT) in their 

operations. Therefore, non-public banks 

tend to be more efficient, productive, tr-

ansparent, and user-friendly with IT in-

corporations which facilitate rapid ex-

pansion of adoption and usage of e-ba-

nking services.  

Figure (2) shows a comparison between 

users and non-users among public and 

non-public (private) banks. 

Figure (2): Comparing users and non-users among public and non-public banks 
 

6.3 Part one (c): Having com-

puter and internet facilities 

and hours of browsing the 

internet daily 
The questionnaire also compares us-

ers and non-users of e-banking services  

 

regarding owning computers and inter-

net facilities as well as the frequency of 

internet browsing per hours daily as 

shown in Table (3). 
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Table (3): Comparison between users and non- users regarding having 

computer and internet facilities and hours of browsing                           

the internet daily 

 
231 29 260 

# Users % # Non-Users % Total % 

Own computer       

Have computer 208 90.0% 20 69.0% 228 87.70% 

Don‟t have computer 23 10.0% 9 31.0% 32 12.30% 

Internet Facilities       

Have internet 200 86.6% 21 72.4% 221 85.0% 

Don‟t have internet 31 13.4% 8 27.6% 39 15.0% 

Hours of internet brows-

ing daily 

      

Less-30 m 20 8.7% 20 69.0% 40 15.40% 

From 30 m to 60 m 33 14.3% 4 13.8% 37 14.20% 

From 60 m to 120 m 52 22.5% 5 17.2% 57 21.90% 

Above-120 m 125 54.1% 0 0% 125 48.10% 
 

Results in Table (3) show that the 

majority of users about 90.00% own 

computers and 86.60% have internet fa-

cilities i.e. that the majority of users are 

those who are more experienced with 

computers and more familiar in brows-

ing the internet regularly than non-users 

since the majority of users 76.60% are 

those who browse the internet from one 

hour to more than two hours daily. Al-

so, users and non-users of e-banking se-

rvices are compared taken for measure-

ment the extent of internet usage such 

hours of internet browsing per day. Re-

sults show that the frequency of internet 

browsing is significantly high among 

users of e-banking services at more th-

an 99% confidence level since the p-va-  

 

 

 

 

 

 

lue is 0.001% (less than 0.01%) as co-

mpared to non-users. 54.10% of users 

are browsing the internet daily for more 

than 2 hours followed by 36.80% repre-

senting users who are browsing the in-

ternet from half hour to two hours dai-

ly. However, 69.0% representing the ma-

jority of non-users are those who bro-

wse the internet for less than half hour 

daily. This revealed that those who tend 

to browse the internet more often and 

have greater familiarity with the inter-

net are those who adopt e-banking ser-

vices more than non-users. Therefore, 

users tend to be those who are more te-

chnology oriented as it can be assumed 

that they are more comfortable in deal-

ing with technology products such as 

computers (as shown in Figure 3). 
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Figure (3): Comparing users and non-users using computers & Internet facility 
 

6.4 Part Two (a): Usage frequ-

ency of e-banking services: 

The study also compares between 

the usages of various banking services 

channels among users and non-users (as 

shown in Table 4).  

Table (4): Comparison between users and non- users in using             

various banking delivery channels 

 # Users % # Non-Users % 

Bank     branch    154 59.23% 106 40.77% 

ATM 231 88.85% 29 11.15% 

Internet banking 134 51.54% 126 48.46% 

Mobile banking 43 16.54% 217 83.46% 

Total respondents 260 
 

Results in Table (4) show that the ATM 

services were the most frequently used. 

The ATM services have achieved the 

popularity and widespread adoption 

since 100% of e-banking services users 

i.e. all the 231 users are using the 

ATMs representing 88.85% of total  

 

 

 

 

 

respondents followed by 51.54% are 

using the internet while only 16.54% 

are using the mobile in conducting their 

banking transactions. However, results 

also revealed that there are a considera-

ble number of banks‟ customers about 

59.23% still prefer to visit the bank 

branch (as  shown in  Figure 4) . 
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Figure (4): Comparing users and non-users by type of service used 
 

Concerning the frequency of using 

the various banking services channels 

monthly by users, Table (5) show that 

the majority of the ATM users about 

66.66% are using it from 1 to 8 times 

monthly. The key reason for its popu-

larity and its widespread adoption level 

could be because of the convenience it 

offers the widespread availability of AT-

Ms location and the 24 x 7 transactions 

facilities it offers to its users (Joshua et 

al., 2011). 

 

Table (5): usage frequency of e-banking services by users 
 Frequency usage / month 

 
1 time 1 to 3 times 3 to 8 times Above 8 times 

Total 

# of users 

Bank 

branch 
109 (70.78%) 35   (22.72%) 5   (3.25%) 5   (3.25%) 154 

ATM 44   (19.05%) 102 (44.15%) 52 (22.51%) 33 (14.29%) 231 

Internet 

banking 
45   (33.58%) 50   (37.31%) 14 (10.45%) 25 (18.66%) 134 

Mobile 

banking 
21   (48.84%) 11   (25.58%) 5   (11.63%) 6   (13.95%) 43 

 

As shown in figure (5), the internet 

banking, as the second e-banking ser-

vice provided by banks, is the next wi-

dely adopted services as about 58.01% 

of e-banking users are using it. The ma-

jority of its users 70.89% are using it at 

least once to three times monthly. Mo-

bile banking was the latest introduction 

of  e-banking services provided by banks 

till now and offered by only a limited 

number of banks and this was the main 

reason behind the low usage of this type 

of service, since only 18.61% of e-ba- 

[ 

nking users are using it. The majority of 

its users are using it only once mon-

thly. 

However, the study also revealed, as 

shown in Table (5), that a considerable 

number of bank customers both users 

and non-users of e-banking services 

were still preferring to visit the bank 

branch where among the 66.67%  of e-

banking services users who still prefer 

to visit the bank branch, about 70.78% 

prefer to visit it at least once monthly. 
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       Figure (5): Frequency of using each type of service/ month 
 

6.5 Part Two (b): Preference 

of using different banking 

services  provided:   
E-banking services users are asked 

about their preferences in using different  

 

 

 

banking channels, namely the bank bra-

nch, the ATMs, the Internet banking, 

and the Mobile banking, in conducting 

various banking transactions (as shown 

in Table 6). 

Table (6): comparing between various banking services                                    

in the preference of usage 
 Total (231) users 

 

Branch 

 

ATMs 

Internet 

Banking 
Mobile Banking 

 Paying bills 39.83% 36.36% 27.32% 0.84% 

 Printing statement 19.91% 54.11% 47.19% 0.84% 

 Opening account 83.55% - - - 

 Banking transfer 63.20% 11.69% 24.68% 0.43% 

 Deposit money 53.68% 35.50% - - 

 Withdraw money 7.36% 90.91% - 2.59% 

 Saving 82.25% 6.93% 9.96% 0.87% 

 Getting loans 82.68% 3.90% 13.42% - 
 

Results presented in Table (6) re-

vealed that even users of e-banking ser-

vice in Egypt still prefer to visit the ba-

nk branch to conduct most of their ban-

king transactions, followed by prefer-

ring the ATM machines mainly in with-

drawing money and  printing  bank  sta- 

 

tements to check their accounts. The 

internet banking was preferred in print-

ing bank statements more than the 

ATM and preferred to be used also in 

transferring funds among account and 

in paying bills. While the mobile bank-

ing remain in its infancy stage and the 
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less used among users in conducting 

their banking transaction and the reason 

for this less usage of mobile banking 

could be because it the latest introduced 

service by a limited number of banks 

and need more advertising to encourage 

customers to know more about and use 

it (as shown in figure 6). 

Figure (6): Preference of using each type of service 
 

6.6 Part Three (a): Reasons for 

not using e-banking services 
Although the study revealed that the 

majority of banks‟ customers in Egypt, 

about 88.85% are users of e-banking se- 

 

 

rvices, still there are 11.15% of them 

are not using the services. In an attempt 

to know reasons for not using the ser-

vices, non-users are asked to mention 

reasons that prohibited them from using 

the services totally for each type inde-

pendently as shown below in Table (7). 

Table (7): Reasons prohibiting usage of services among non-users 

Reasons for not using 

% of non-users 

ATM 
Internet 

banking 

Mobile 

banking 

 Never heard about - 2.38% 32.72% 

 Lack of knowledge 17.24% 16.67% 12.44% 

 Security 27.59% 44.44% 27.65% 

 Don‟t have time 3.45% 12.70% 0.46% 

 No real value 3.45% 3.97% 0.92% 

 New service 48.28% 12.70% 13.36% 

 Not available - 0.79% 6.91% 

 No perceived need - 6.35% 5.53% 

Total non-users 29 (100%) 
126 

(100%) 

217 

(100%) 
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Results in Table (7) that present rea-

sons for not using each service inde-

pendently as specified by banks‟ custo-

mers who are non-users of these ser-

vices, results show that the majority of 

ATMs‟ non-users 48.28% are not using 

it because they see it as a new service, 

they don‟t know how to use it well and 

need to become more familiar with it, 

followed by 27.59% of non-users who 

don‟t use ATM because of security co-

ncerns and only 17.24% of them have 

no knowledge about its benefits and 

how to use it correctly. For the internet 

banking, 44.44% of its non-users, those 

who are representing the majority don‟t 

use it due to security concerns followed 

by 16.67% of them don‟t use it due to 

the lack of knowledge about how to use 

safely and get benefits of it. While, the 

most important reasons for not using 

the Mobile banking service as specified 

by mobile banking non-users was be-

cause they never heard about the exist-

ence of this type of service, as 32.72% 

of its non-users are not using it because 

they don‟t hear about the service, fol-

lowed by 27.65% of mobile banking 

non-users who heard about the service 

but don‟t use it due to security con-

cerns. And 25.80% of them don‟t use it 

because they see the service as new, 

they don‟t have enough knowledge ab-

out how to use and get benefit of it. 
 

Accordingly, security problems was 

the main reason prohibiting usage of e-

banking services for the three types and 

its influence on usage increase in the 

case of using the internet followed by 

the mobile specially if the situation in-

volves money transactions like in con-

ducting banking transactions using the-

se facilities, while ATM is considered 

to be the more safe for users and the 

less in its security problems than the 

other mentioned type. Therefore, banks 

need to incorporate security elements in 

the e-banking services provided and 

make customers aware of these ele-

ments in order to gain their trust. For 

mobile banking the main reason for not 

using it was because that the majority 

of its non-users were never heard about, 

and this could be because only limited 

numbers of banks are providing such 

services, therefore banks need to make 

their customer aware of every new ser-

vice provided beside let them know 

more about how to use and get benefit 

of it without facing problems (as shown 

in Figure 7). 

Figure (7): Preference of using each type of service 
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6.7 Part Three (B): Level of  sa-

tisfaction 
The study has also examined the le-

vel of satisfaction in using the three ty-

pes of e-banking services, namely the 

ATM, the internet banking, and the mo-

bile banking, among users in general as 

well as the level of satisfaction in using 

each type independently through meas-

uring the degree of satisfaction, frequ-

ency of complaints against the bank re-

garding those services and the degree of 

 satisfaction concerning the complaints 

settlement system used by the bank to 

handle those complaints. 
 

Data analysis in Table (8) measure 

customers‟ level of satisfaction in using 

the three types of e-banking services 

mentioned in the study for each service 

independently to have a clear picture re-

garding their status on the basis of five 

parameters which are strongly unsatis-

fied, unsatisfied, neutral, satisfied, and 

strongly satisfied. 
 

Table (8): level of satisfaction in using the three types                              

of e-banking services 

Level of satisfaction 

% of satisfaction among users 

ATM 
Internet 

banking 

Mobile bank-

ing 

Strongly unsatisfied 4.33% 1.73% 0.43% 

Unsatisfied 10.39% 6.06% 1.30% 

Neutral 22.08% 8.23% 3.03% 

Satisfied 52.38% 33.33% 10.82% 

Strongly satisfied 10.82% 8.66% 3.03% 

Total # of users 231 134 43 
 

In general, all e-banking users are 

satisfied in using the e-banking services 

since the majorities 63.20% of users are 

satisfied and strongly satisfied in using 

the services followed by 22.08% are ne-

utral which suggest that even users who 

don‟t perceive the service as living-up 

to their expectations to be satisfied are 

at least not dissatisfied with it and only 

14.72% have poor satisfaction in using 

it. When comparing the level of satis-

faction for each type of services inde-

pendently as shown in Table (8) results 

revealed that customers‟ level of satis-

faction vary among the three types of e-

banking services. Since all e-banking 

services are ATM users, therefore, the 

satisfaction level tend to be  the  highest 

 

 

in  the  case  of  using  ATM  machines 

52.38% and 10.82% are satisfied and 

strongly satisfied respectively in using 

ATMs followed the internet where 33. 

33% of its users are satisfied and 8.66% 

are strongly satisfied respectively in 

using it. While the level of dissatisfac-

tion shows only 4.33% of users were 

strongly dissatisfaction in using the 

ATM followed by 1.73% users are 

strongly dissatisfied in using the inter-

net banking. For the mobile banking se-

rvice as the less service used by e-ba-

nking service users, the majority of its 

users 10.82% show their satisfaction 

and 3.03% show their highly  satisfac-

tion in using it (as shown in Figure 8). 
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                  Figure (8): Satisfaction in using each type of service 
 

Hence, to find out the frequency 

with which e-banking services users are 

having complaints against their banks 

with regard these three types of e-ba-

nking services provided, five parame-

ters of frequency in having complaints 

are considered which are very often, 

often, sometimes, rarely, and never. 

Table (9) shows that the majority of 

ATM users about 35.93% never had 

problems and only 29.44% rarely face 

problems in using it, while the situation 

differ in using internet banking, the ma-

jority of its users 19.48% face problems 

in using it rarely followed by 17.75% of 

its users who never had problem in us-

ing the service. Also 7.36% represent-

ing the majority of mobile banking us-

ers experienced problems in using it 

rarely followed by 5.19% of its users 

sometimes have problems in using it. 

 

 

Table (9): Complaints regarding services 

Frequency of com-

plaints 

% of complaints among users 

ATM Internet banking 
Mobile bank-

ing 

Very often 7   (3.03%) 4   (1.73%) 1   (0.43%) 

Often 17 (7.36%) 6   (2.60%) 2   (0.87%) 

Sometimes 56 (24.24%) 38 (16.45%) 12 (5.19%) 

Rarely 68 (29.44%) 45 (19.48%) 17 (7.36%) 

Never 83 (35.93%) 41 (17.75%) 11 (4.76%) 

Total # of users 231 134 43 
 

In general, users of e-banking servi-

ces in Egypt are satisfied with the ser-

vices provided since the majority of us-

ers 65.37% never or rarely experienced 

problems in using services. Customers‟ 

level  of  satisfaction  is also  measured 

regarding complaints settlement system 

(as shown in Table 10) used by banks 

to respond and handle complaints for 

these three types of banking servicees 

to see whether it is satisfactory or not 

based on five parameters which are str-

ongly unsatisfied, unsatisfied, neutral, 

satisfied, and strongly satisfied. 
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Table (10): Complaints settlement system  

Response to com-

plaints 

% of satisfaction among users 

ATM Internet banking Mobile banking 

Strongly unsatisfied 14   (6.06%) 6   (2.60%) 1   (0.43%) 

Unsatisfied  35   (15.15%) 17 (7.36%) 5   (2.16%) 

Neutral  61   (26.41%)   26 (11.26%) 8   (3.46%) 

Satisfied 102 (44.16%)  72 (31.17%) 23 (9.96%) 

Strongly satisfied 19   (8.23%) 13 (5.63%) 6   (2.60%) 

Total # of users 231 134 43 
 

Results in Table (10) show that the ma-

jority out of the total ATMs‟ users who fa-

ced problems in using it about 52.39% re-

present both satisfied and strongly satisfied 

people with the complaints settlement sys-

tem used by the bank to handle problems, 

26.41% of its users show indifference con-

cerning the system and only 21.21% show 

their poor satisfaction concerning it. The 

situation differs among users of internet ba-

nking and mobile banking services. 36.80% 

of internet banking users who are less than 

half of its users show satisfaction and hi-

ghly satisfaction concerning the system us-

ed by the bank in handling problems faced 

by them in using the internet banking ser-

vices and 12.56% of mobile banking users 

are satisfied and strongly satisfied with the 

system used by the bank in settling prob-

lems facing them in using the mobile ban-

king services. 

 
 

In general, results show customers 

are satisfied regarding the system used 

by banks in settling their complaints re-

garding problems faced when condu-

cting their banking transaction through 

these three services, however their level 

of satisfaction tend to be highest in case 

of ATM than in internet banking and 

mobile banking and this could be be-

cause the majority of users are ATMs 

users while numbers are lower in the 

case of internet banking and mobile ba-

nking. 

 

6.8 Part Three (C): Problems 

faced by customers in using 

various banking services 
In this part of the questionnaire, pro-

blems faced by all respondents in using 

various banking services are examined. 

As shown above in Table (10), that alt-

hough customers see the e-banking ser-

vices as convenient, save their valuable 

time, and as a cheaper way to access th-

eir accounts even after the banks‟ work-

ing hours, they still prefer to visit the 

branch to conduct most of their banking 

transaction. Whether, visiting the bran-

ch or having service online using one or 

the three types of e-banking services 

mentioned in the study, banks‟ custom-

ers are usually facing similar problems. 

Therefore, the study had also examined 

similar problems (as shown in Table 11) 

usually faced by customers in using 

both offline banking services thro-ugh 

branches or online banking services thr-

ough ATM machines, Internet banking, 

and Mobile banking by asking custom-

ers to give their level of agreement on 

27 common problems usually faced in 

using both online or offline services ba-

sed on five parameters which are str-

ongly disagree, disagree, neutral, agree, 

and strongly agree that will be classi-

fied and ranked later for each type of 

service independently according to their 

importance for customers using the me-

an and standard deviation. 
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Table (11): problems usually faced by customers both offline & online 

F# 

% of respondents 

 

 

Strongly 
Disagree Neutral agree 

Strongly 

Disagree agree 

1 

Neither I have PC (at home/ 

office) nor do I have internet 

connection 

39.62 44.62 0.77 5.39 9.62 

2 

ATM machines record in-

correct debit and credit 

amounts 

26.15 39.23 21.54 11.54 1.54 

3 

I am not satisfied with the 

security system of online 

banking services 

8.85 25.38 23.46 36.54 5.77 

4 
Quality of internet banking 

services are bad 
12.69 30 29.23 23.85 4.23 

5 
It takes long times to final-

ize the transactions 
6.92 28.85 28.85 27.69 7.69 

6 

I don‟t know how to use the 

online services whether 

through the internet or Mo-

bile 

7.69 25 18.85 30 18.46 

7 

I don‟t trust the internet as a 

channel for banking as it is 

not safe 

5 22.31 25 32.69 15 

8 
I like meeting people and 

prefer face-to-face banking 
6.15 16.92 19.23 36.54 21.15 

9 

There are a chance of fraud 

and forged transactions in 

internet banking 

3.85 11.54 19.62 41.54 23.46 

10 

Whenever I need money 

after business hours, I expe-

rienced problems with ATM 

machines like machine out 

of order 

8.46 26.92 16.92 35 12.69 

11 

Whenever I need money 

after business hours, I expe-

rienced problems with ATM 

machines like machine out 

of cash 

5.77 23.46 16.92 36.92 16.92 

12 

I feel helpless after business 

hours when my card is stuck 

up by ATM machines 

10 12.69 17.69 43.85 15.77 

13 

Cash depositing facility is 

not available through ATM 

machines 7.31 28.85 27.69 26.54 9.62 
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14 

Transferring funds to other person„s 

account is not available through ATM 

machines 

4.62 18.08 29.23 36.92 11.15 

15 
The internet banking website is not 

user-friendly 
6.15 25 31.54 26.92 10.38 

16 

The facility to operate banking trans-

actions through mobile is not provided 

by my bank 

3.85 22.69 36.54 24.23 12.69 

17 

Facility of paying utility bills by using 

the balance of my account through the 

ATM, Internet, or Mobile is not avail-

able 

5.769 18.08 28.85 35.38 11.92 

18 

The bank doesn‟t send message when 

new policy is introduced by the bank 

regarding consumer banking 

10 36.15 22.31 26.54 5 

19 

No message of confirmation is re-

ceived on my mobile or mail at my e-

mail address having complete details 

as specific amount either debited or 

credited from my account 

8.85 26.54 25 29.23 10.38 

20 

Feeling unsecure or unsafe when using 

online services whether through AT-

Ms, Internet banking, or Mobile bank-

ing 

6.54 27.31 21.15 36.15 8.85 

21 
I don‟t trust internet when it comes to 

managing my money 
7.31 23.08 15.38 30.38 23.85 

22 
I find the process to become online 

banking users to be difficult 
8.46 30.38 22.31 27.69 11.15 

23 

The fees of online banking services 

(ATMs, Internet banking, or Mobile 

banking) are too expensive. 

7.31 23.85 28.85 31.54 8.462 

24 

Small keyboards and small screen ma-

kes data entry to be difficult and inco-

nvenient in using mobile banking 

5 29.23 17.31 29.62 18.85 

25 
Long waiting times in queues when 

visiting the branch 
5 14.23 11.92 30.77 38.08 

26 
Limited operating hours (opening & 

closing hours) 
4.62 11.54 15.38 40.38 28.08 

27 
Service quality at the branch affect the 

usage of e-banking services 
5.39 10.77 29.23 40 14.62 
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6.8.1 Problems faced by customers 

in visiting the branch 
Through analyzing customers‟ level 

of agreement using the mean and stand-

ard deviation concerning the four most 

common problems usually faced when 

visiting the branch, F#25 “long waiting 

times in queues” was the first and the 

most important problem facing custom-

ers and dissatisfy them followed by 

F#26 “limited operating hours (bank‟s 

opening & closing hours) as the second 

important problem from customer point 

of view especially when they face prob-

lems or need help after the bank‟s wo-

rking hours as shown later. This give a 

message to banks about the importance 

of promoting the e-banking services as 

an alternative banking services channels 

available 24 hours x 7 days a week and 

as a strategic way of enhancing custo-

mers„ satisfaction as well as relieving 

workload for tellers who are serving cu-

stomers inside the banking halls. F#27 

“Service quality at the branch affect the 

usage of e-banking services” was the 

third problem in its importance to cus-

tomers at the branch revealing the mes-

sage that both offline and online ser-

vices are not independent, instead they 

complement each other and that the go-

od services received by customers at 

the counter play a vital role in promot-

ing the adoption and usage of e-banking 

services. The last problem with the less 

mean among those problems faced at 

the branch was F#5 concerning the long 

times required to finalize the transac-

tions, only 28.8% of banks‟ customers 

feel neutral concerning this factor. It 

represents the less problem in affecting 

customers‟ satisfaction when visiting the 

branch i.e. customers can accept long 

times required to finalize their transac-

tions at the branch without expressing 

dissatisfaction if they will receive good 

services and conduct accurate transac-

tions. 

6.8.2 Problems faced in using 

ATM machines 
Customers are asked to give their 

degree of agreement concerning six pr-

oblems representing the most common 

problems usually faced by them in us-

ing ATM machines. Mean and standard 

deviation were then used to rank those 

problems according to their importance 

to  them. The frequencies of F#10, F#11, 

F#12, and F#14 revealed that cust-

omers show their agreement on prob-

lems like machine out of order, ma-

chine out of cash, card stuck up in 

ATM machines specially after banks‟ 

working hours and the unavailability of 

transferring funds to other accounts us-

ing ATM machines. Those factors dif-

fer in their level of importance as speci-

fied by customers. According to cus-

tomers F#12 “I feel helpless after busi-

ness hours when my card is stuck up by 

ATM machines” represent the first and 

most important problem with the high-

est mean 3.45 about 43.8% of custom-

ers agree that they felt helpless when 

their cards stuck up by ATM machines 

after bank‟s working hours, followed 

by F#11 as the second problem experi-

enced by 38.9% of customers who cla-

im finding ATM machines out of cash 

specially if they need money after the 

banks‟ working hours. 36.9% of cus-

tomers express their agreement on the 

unavailability of transferring funds to 

other‟s account using the ATM ma-

chines which was represented by F#14 

as the third problem faced by them. 

F#10 which is ATM machines out of 

order is the fourth problem that 35% of 

customers claim facing it when using 

ATMs especially after the banks‟ work-
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ing hours. The situation differ with 

F#13, and F#2 where customers show 

their disagreement concerning problems 

like the unavailability of cash deposit-

ing facility through ATM machines and 

that the ATM machines record incorrect 

debit and credit amount as the fifth and 

sixth problem with mean 1.151 and 

0.976 respectively i.e. that those prob-

lems doesn‟t exist and even if it does it 

will be rarely and of less importance.  

 
 
 

6.8.3 Problems faced in using     

Internet banking 
Frequencies of F#7, F#9, and F#21 

revealed that customers show their ag-

reement concerning problems of securi-

ty represented by these factors when 

using the internet. F# 9 was ranked as 

the first and most important problem 

about 41.5% of customers were afraid 

of using the internet banking because of 

the chances of fraud and forged transac-

tions that may exist when using the ser-

vice especially in conducting banking 

transactions. Followed by F#21 and F#7 

representing the second and third prob-

lems in their importance to customers 

with mean 3.31 and 3.18 respectively, 

as customers don‟t trust the internet 

when it comes to manage their money 

because they feel that it is not safe. 

These results were consistent with re-

sults shown above where security prob-

lems were the most important reasons 

prohibiting the usage of internet bank-

ing service, giving the same message to 

bank‟s managers about the importance 

of incorporating security elements in 

the e-banking services provided espe-

cially through the internet and make 

customers aware of these elements to 

gain their trust. Customers feel neutral 

concerning F#15 “the Internet banking 

website is not user-friendly” represent-

ing the fourth problem from its impo-

rtance to customers which means that 

even if the internet banking website is 

not living up to their expectation to be 

satisfied in their usage of it, they are 

still not showing dissatisfaction concer-

ning their bank‟s services. This could 

be because only few numbers of users 

are using the internet in banking trans-

actions. However, this doesn‟t mean th-

at it is not important; banks must ma-ke 

their website simple, clear, and easy to 

enhance its usage. Frequencies of F#4 

“Quality of Internet banking services 

are bad “representing problem number 

5 with mean 2.71 and F#1 “Neither I 

have PC (at home/office) nor do I have 

internet connection” representing prob-

lem number 6 with mean 1.91 respec-

tively show that customers disagree on 

that the quality of internet banking ser-

vices are bad and that the reason for not 

using internet banking service result fr-

om not having PC or internet connec-

tion. 

  

6.8.4 Problems in using Mobile 

banking 
Since Mobile banking is the latest 

introduction of e-banking service, pro-

vided by only limited numbers of ba-

nks, mobile banking remains in its in-

fancy stage of usage used by only a sm-

all number of bank‟s customers. There-

fore, only two problems were consider-

ed as the most common problems faced 

by customers in using this type of ser-

vice. By using the mean and standard 

deviation, these two factors are ran-ked 

according to their importance for cus-

tomers based on their degree of agr-

eement as follow: F# 24 “small Keybo-

ards and small screen make data entry 

to be difficult and inconvenient in using 

Mobile banking” is the first and most 

important problem faced by customers 

in using the service. Most customers 
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claimed that the small keyboards of mo-

bile phone make it difficult to use and 

inconvenient, also small screen with sm-

all amount of information make the vis-

ual display of the device insufficient 

and very difficult to use especially in tr-

ansferring funds, paying bills, and con-

ducting other banking transactions and 

all this increase customers‟ feeling of 

uncertainty in using the service. Custo-

mers feel neutral concerning F# 16 wh-

ich is the second problem in using mo-

bile banking services i.e. that custom-

er‟s level of satisfaction in using the 

service is not affected by the availabil-

ity of this service the reason for being 

of less importance to customers may be 

because most of them never heard ab-

out or used this type of service as it on-

ly provided by limited numbers of ba-

nks. 

  

6.8.5  Problems  in using the e-ba-

nking services in general 
Respondents are asked to give their 

comments on the remaining factors ag-

ainst the three e-banking services men-

tioned in the study namely the ATMs, 

the Internet banking, and the Mobile 

banking as well as the branch banking 

through giving their level of agreement 

on problems usually faced and dissatis-

fies them in using the online banking 

service in general. These problems are 

ranked according to their importance to 

customers using the mean and standard 

deviation. Frequencies of F#3, F#6, F#8, 

F#17, F#19, F#20, and F#23 revealed 

that majority of banks‟ customers show 

their agreement on these factors among 

which F#8 “I like meeting people and 

prefer face to face banking” is consid-

ered the first factor affecting customers‟ 

satisfaction because of the large number 

of customers even among users of e-

banking services who were still prefer-

ring to visit the branch and conduct fa-

ce-to-face transactions. The second im-

portant problem from respondents‟ po-

int of view was F#17 “Facility of pay-

ing utility bills by using the balance of 

my account through the ATM, Internet, 

or Mobile is not available” which re-

veal that paying bills using the ATM, 

the Internet banking, or the Mobile ban-

king is not provided by all banks in Eg-

ypt and even if it is provided by limited 

numbers of banks, customers are not 

aware of it. F#6 “I don‟t know how to 

use the online services whether through 

the internet or Mobile” was the third pr-

oblem. F#20 “Feeling unsecure or un-

safe when using online services wheth-

er through ATMs, Internet banking, or 

Mobile banking” and F#23 “The fees of 

online banking services (ATMs, Inter-

net banking, or Mobile banking) are too 

expensive” represent the fourth and fifth 

problem in its importance to customers 

followed by F#19 “No message of con-

firmation is received on my mobile or 

mail at my e-mail address having com-

plete details as specific amount either 

debited or credited from my account” as 

the sixth problem and F#3as the sev-

enth problem was “I am not satisfied 

with the security system of online bank-

ing services”. From the above results, 

F#3 and F#20 confirm the importance 

of security problem for customers in 

using the e-banking services that was 

proved many times by customers in this 

study whether when asking them about 

the most important problems facing and 

dissatisfying them in using each service 

independently or by asking them on the 

most important factors encouraging th-

em on using or increasing their future 

usage of e-banking services. These two 

factors confirm the message directed to 

banks‟ managers on the importance of 
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emphasizing security elements incorpo-

rated in the e-banking services provided 

when they communicate with their cus-

tomers. Also, banks must provide the e-

banking services at reasonable fees to 

be affordable by all customers as well 

as acknowledging them about how to 

use it safely especially services provid-

ed through the internet and the mobile. 

Finally, confirmation message after ea-

ch banking transactions to confirm and 

ensure its accuracy is considered to be 

very important to customers especially 

in using e-banking services where no 

face-to-face interaction with banks‟ pe-

rsonnel exist. Meanwhile, for F#18 and 

F#22, majority of banks‟ customers sh-

ow their disagreement on the difficulty 

of becoming e-banking users represent-

ed by F#22 and on F#18 that banks 

don‟t send message to customers when 

new policy is introduced. 

 
 

 
 

 6.9 Part Four: Suggestions for 

remedial solutions 
In this part of the study, respondents 

both users and non-users of e-banking 

services are asked to give their sugges-

tions for remedial solutions that will en-

courage them and enhance their future 

usage of the services. For this purpose, 

the questionnaire provide respondents 

with 18 factors according which they 

have to express their degree of agreeme-

nt based on five parameters which are 

strongly disagree, disagree, neutral, ag-

ree, and strongly agree. Those factors 

are supposed to influence their decisions 

of usage by encouraging them to incre-

ase their future usage of the online ser-

vices. Table (12) show customer‟s degr-

ee of agreement concerning these factors 

and by using the mean and standard de-

viation these factors are ranked to show 

its importance to customers 

Table (12): Factors affecting customers’ decisions                                    

in using  e-banking services 

F #  Mean 
Std. Devia-

tion 
Ranking 

1 Attractive rewards and prizes 3.30 1.056 17 

2 Simple/ clearer services 4.33 0.754 1 

3 Higher security 4.32 0.826 2 

4 Phone aid when setting up or facing any problems 3.91 0.924 12 

5 Free transactions 3.98 0.852 9 

6 
Nothing else, I already often use online banking 

services 

3.00 1.144 18 

7 Reputation of the bank 3.97 0.783 10 

8 Fast and efficient services 4.04 0.844 8 

9 Accuracy of transaction 4.12 0.801 4 

10 Friendliness of bank‟s personnel 3.97 0.878 11 

11 Honesty and trustworthiness of staff 4.08 0.859 6 

12 Higher interest on saving and deposits 3.78 0.981 14 

13 Lower interest charges on services 4.08 0.837 5 

14 A wide range of services provided 4.04 0.840 7 

15 The availability of ATMs 4.17 0.821 3 

16 Convenient location of the bank 3.86 0.990 13 

17 Internal appearance of the bank 3.65 0.932 15 

18 External appearance of the bank 3.56 0.905 16 
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From Table (12), the frequency of 

F# 2, F# 3, and F# 15 revealed that  cu-

stomers show their extreme level of ag-

reement (strongly agree) with providing 

simple and clear service, providing ser-

vice with higher security and increasing 

the availability of ATM machines resp-

ectively. These mean that those factors 

are critical and on top priorities for cus-

tomers and have a major contribution as 

well as playing important role in the 

success of e-banking services provided. 

These results give the message for ban-

ks‟ managers that in order to retain and 

increase the numbers of e-banking ser-

vices users, they need to make the ser-

vices as simple and clear as possible 

and to ensure the security of the ser-

vices provided as well as increasing the 

number of ATM available to customers 

to offer them the convenience of being 

able to do most of their banking trans-

actions from machines often situated 

outside the bank especially in places 

like malls, supermarkets, Hypermarkets 

..etc., as well as being able to access 

their account 24 hours a day. Customers 

show their agreement (agree) on factors 

#4, #5, #7, #8, #9, #10, #11, #12, #13, 

#14, #16, and #17. However, those fac-

tors differ in their ranking of im-

portance starting by F# 9 and ending by 

F#17 as follow:  

F#  Ranking 

9 Accuracy of transaction 4 

13 Lower interest charges on services 5 

11 Honesty and trustworthiness of staff 6 

14 A wide range of services provided 7 

8 Fast and efficient services 8 

5 Free transactions 9 

7 Reputation of the bank 10 

10 Friendliness of bank‟s personnel 11 

4 Phone aid when setting up or facing any problems 12 

16 Convenient location of the bank 13 

12 Higher interest on saving and deposits 14 

17 Internal appearance of the bank 15 
 

According to their importance to cu-

stomers F#9 which is conducting accu-

rate transaction when using the services 

is the most important. The frequency of 

F#11 “honesty and worthiness of the 

staff” and F#13 “providing services wi-

th low fees” are of the same importance 

and come after the accuracy of transac-

tions conducted. F#8 “fast and efficient 

services” and F#14 “providing a wide 

range of services by these means” are 

also of equal important to customers fo-

llowed by other factors mentioned abo- 

 

ve till reaching F#17 “the internal ap-

pearance of banks” which is the less 

important in affecting customers‟ deci-

sion in using e-banking services. 
  

For F#4 “Phone aid when setting up 

or facing any problems”,F#5 “honesty 

and worthiness of the staff”, F#10 “rep-

utation of the bank”, and F#11 “friend-

liness of bank‟s personnel”, these fac-

tors reveal the same message proved 

above in Table (12) that bank‟s cus-

tomers are not viewing the online bank-

ing services as independent from tradi-
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tional banking services they receive at 

the counter but instead as a comple-

mentary to it i.e. that the bank‟s reputa-

tion as well as the good services re-

ceived at the branch from bank‟s staff 

play a vital role in promoting and build-

ing trust in e-banking services as cus-

tomers will find aid from bank‟s per-

sonnel when setting up the services or 

facing any problems in using it and this 

is consistent with previous study done 

by Yap et al. (2009). 
 

While customers remain neutral and 

feel indifferent regarding F#1 “provid-

ing attractive rewards and prizes”, F#18 

“the external appearance of the bank” 

and F#6 “nothing need to be provided 

for those who are already users of e-ba-

nking services”. This means that these 

factors are not affecting customers‟ de-

cision and have low influence in moti-

vating them to use the e-banking ser-

vices. However, for F#6 concerning re-

spondents who are already users of e-

banking services and need nothing to 

encourage their usage, banks must be-

lieve that even users of the services 

need incentives to be retained and en-

couraged to increase their future usage.  

 
 
 

In the following section, final con-

clusions and discussions of the underly-

ing study will be made. Furthermore, 

recommendations for bank‟s managers 

as well as suggestions for further rese-

arch into the field will be given. 

 
 
 

7. Discussions and Conclusi-

ons 
Results show that banks in develop-

ing countries like Egypt are still not be-

nefiting from e-banking services to its 

full potential as a customer-service to-

ols aim to relieve the workload for tell-

ers inside the banking halls. Therefore, 

banks can use publicity through mass 

media to make their customers more 

aware of their new products or services 

in order to encourage their usage. 

 
 
 

Banks have to target those custom-

ers whose usage of computers and in-

ternet are on the higher side for promot-

ing e-banking services usage and in the 

same time they have to encourage the 

existing users of internet banking and 

mobile banking services to use these se-

rvices more frequently through reward-

ing them for conducting their transac-

tions using these electronic channels.  

 

 

In using the e-banking services, ba-

nk‟s websites is the medium of interac-

tions between the bank and its custom-

ers which lead to the absence of human-

to-human interaction that represent an 

important problem for banks‟ custom-

ers‟ both users and non-users and affect 

their level of usage and satisfaction wh-

en using the e-banking services. There-

fore, to overcome this problem, banks 

should represent their total quality ef-

forts on their websites and pay more at-

tention to the specific features of their 

online services. Moreover, sending con-

firmation message after each banking 

transaction on mobile or via email plays 

an important role in improving trust and 

overcoming the lack of human-to-hu-

man interaction. 

 
 
 

As the findings of this study also sh-

ow how security affects customers‟ sat-

isfaction and plays an important role in 

gaining their trust. Therefore, banks mu-

st control security factors by providing 

a safe, reassuring, and reliable e-ban-

king services that are able to offer cus-

tomers with a safe environment free of 

privacy interruption. Banks should also 

increase their customers‟ awareness of 

threat posed by fake websites operators 



Marwa Mahfouz, Dr/Nevien Khourshed      The Impact of e-Banking on Service Quality ………            
 

 

26 
 

and educate them about how to differ-

entiate between legal and illegal web-

sites. However, when securing their we-

bsites, banks must take into considera-

tion that security approach may create 

webpage complication and unfriendly to 

use. Therefore, they need to manage bo-

th the security as well as the user- fri-

endly approach in order to secure cu-

stomers and facilitate their adoption and 

usage of these services. 

 
 
 

8. Recommendations for Fur-

ther Researches 
Due to the exploratory and descrip-

tive nature of this study, some more op-

portunities and suggestions for further 

research are presented. As mentioned in 

the study limitation, respondents of this 

study were sampled from only Alexan-

dria population that doesn‟t represent 

the entire Egyptian population. Further 

research is therefore required to extend 

these results in other geographical areas 

in Egypt and among managerial empl-

oyyees at banks. The inclusions of ba-

nks‟ employees and managers will allo-

w for more insight to be gathered on 

employees‟ view points, attitudes, per-

ceptions, and overall satisfaction. 
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