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ABSTRACT

Online banking, also known as online banking, online banking, refers to the use of the network banks
t technology, through the network to provide customers open an account, an account, check reconciliation,
line transfer, interbank transfer, credit, online securities, investment banking and other traditional services
project, so that customers can stay at home will be able to safely and easily manage demand and term
deposits, checks, credit cards and personal investments. Can be said that online banking is on the network,
a virtual bank counter. Online banking is also known as "3A bank" because it is not time and space
constraints, it is possible at any time, any place, in any manner to provide customers with financial
Services.

Internet banking has four major advantages,namely a:a comprehensive paperless trading.Previously
used most of electronic instruments and documents, checks, money orders, and electronic receipts
Electronic replaced ; existing bills are electronic money , that e-cash, e-wallet , electronic credit card is
replaced ; original paper documents through the mail becomes data communication network for
transmission. 2 : The service convenient, fast , efficient and reliable. Through online banking , users can
enjoy convenient, fast , efficient and reliable full service . Whenever necessary to use online banking
services , free time, geographical constraints, namely, the achievement 3A services. 3: The operating cost.
As online banking information processing using virtual reality technology, network banks can ensure that
the original does not reduce the volume of business under the premise of reducing the number of operating
points. 4:Easy to use. Internet E-mail communication is also very flexible and convenient , easy for
customers between banks and bank internal communication . Compared with the traditional banking ,
online banking has many advantages . First, banks greatly reduce operating costs , improve bank
profitability. Offering online banking services, mainly the use of public network resources, without setting

a branch or physical outlets , reducing personnel costs and improve the efficiency of the banking
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back-office systems . Second, without the constraints of time , and expand customer base.

Internet banking as an emerging 21st century financial sector , because of its low cost and broad and
prospects , has increasingly gained attention. Internet banking as an important part of modern banking has
become an essential requirement for the development of banking operations . Our online banking has
developed very quickly becoming individuals and businesses access to financial services is an important
channel . This article describes the characteristics of online banking , analyzes the impact of the factors of
online banking customers , how to allow customers to continue to use online banking, online banking that
the development of the existing problems and propose solutions to problems proposed on the basis of

China's prospects online banking prospects.

Chapter 1 : Introduction

1.0 Background

Internet technology to the financial industry has brought tremendous changes. Bank online banking
can reduce operating costs and achieve effective interaction with customers , so that they have the ability to
provide customers with more value-added services that enable customers to break through time and space
constraints , anytime anywhere access to banking services. Online banking market is vast , but the
competition is very intense . In this context , to explore the impact of bank customer satisfaction factors are
affecting the use of online banking , develop targeted marketing strategy has become a necessity , the
problem of theoretical and empirical research .

With the network technology , online banking users have more and more rapid development , trading
volume has been growing rapidly. Banking as a service industry , the importance of quality of their services
is very important. There have been some foreign banks to conduct investigations and publishing services
research quality measures , it is important to involve consumers . But we need to learn online banking
service quality, the Internet has brought new features . Purpose of this paper is to study the whole internet
banking service quality and customer satisfaction in the context of the follow-up to continue to use online
banking influence . Study found that service quality and customer satisfaction, customer satisfaction and

customer loyalty is a "visible considerate " is the greatest impact on customer satisfaction, a significant
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positive relationship . Bank online banking, should be based on the user's characteristics , targeted to
improve online banking service quality, improve customer satisfaction, thereby helping to continue to use
online banking customers ' loyalty and satisfaction.

Customer satisfaction, customers feel the product or service is an influence customer repurchase and "
world -of-mouth " behavior. Recent research found that online banking , online banking interactions with
previous customer satisfaction has a positive impact on customer loyalty and positive word of mouth . A
survey Survey ( survey results foreseen , 2005 ) concluded that nearly 39 % more likely to buy more
products and services are not satisfied with online banking customers.Thus than from their banks ,
INDENTIFYING customers with online banking antecedents of satisfaction is a very satisfying online
bankers in practice an important research topic . In addition, customers ' attitudes and behaviors may vary ,
based on personal characteristics, such as age, gender and income . Little experience has been proposed ,
particularly those affecting the consumer ( or the user ) behavior in marketing , e-commerce and
information systems research . Several studies have examined the experience of the customer 's behavior ,
attitudes and behavioral intentions ( Castaneda , Munoz - Leyva , Luke , 2007 Rogers Neijia Shi , Suker ,
2005 Taylor and Todd , 1995 ) effects. Although experience has received a lot of research attention in a
different context , few studies have been conducted to explore the experience of the impact of on-line
banking .

February 1996 , the Bank of China to establish and publish on the Internet their own home , and has
become the first to publish information on the Internet bank . 1997 , China Merchants Bank launched the
first online banking , " a Netcom ", became the first domestic Internet banking , followed by China
Construction Bank also launched its own online banking. 1998 , Bank of China, China Merchants Bank
online banking services , after ICBC , China Construction Bank , Bank of Communications , China
Everbright Bank and Agricultural Bank also launched online banking. By the end of 2000 , China's
domestic commercial banks for online banking customer number is 410000 , the transaction amount 650
billion yuan . In 2001 , China's online banking users has more than 200 million , as of December 2002 ,
China formally allowed to operate like online banking transactions and medium-sized Chinese commercial
banks ( total assets of 100 billion yuan or more ) reached 3, accounting for all large and medium -funded
commercial banks by 50%. , China's domestic commercial banks for online banking customer number is
3.5 million , the transaction amount 5 trillion yuan . To the end of December 2004 , the number has more
than 10 million customers , some banks a year of online banking as much as 20 trillion yuan . 2005 has
grown to 34.6 million . First half of 2006 have been approved to open foreign banks to open online banking
with 48 , about five rural credit cooperatives have opened online banking, online banking first half of 2007
amounted to 69 million the number of customers about online banking transaction volume of about 140

multi- trillion . According to CNNIC survey data show that over the years , as of the end of 2007 , over
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85% of Internet users choose online payment as payment , online payment has become the most common
and most popular online shopping payment.

In 1997, China launched the China Merchants Bank online payment systems , online banking , then
spread rapidly in China . China now most retail banks provide online banking as an additional service to
the existing activities of the Branch ( Laforet, Lee , 2005 ) , in 2008 , in China, the number of users of
online banking $ 58 million , an increase of 45% from the previous six months. The country has a total
percentage of the number of users , IDC predicted that China will rapidly increase in online banking , from
2008 to 2012 , the average annual compound growth rate ( CAGR ) of 23.1% ( International Data
Corporation , 2008 ) . Given online banking user community the size and recent developments in China's
online banking ( as described above ) . It is important to learn this , because it represents a large part of the
Internet , the Chinese economy than the United States in the number of Internet users in June 2008 , is now
ranked first in the world ( China Internet Network Information Center , 2009 ) .

2008 financial turmoil affecting the banking sector is inevitable, but growth is still account the number
of users exceeds 5000 million, the increase was 4 4.8%, higher than the 2007 decline. Online banking
active users (in the past year have landed online banking) is 58,000,000. Online banking transaction
volume is 85.8% growth, reaching 354.1 trillion yuan. Trading volume rose higher than the number of
users increase, indicating that individuals and companies are increasingly frequent use of online business
banking system to replace the traditional parts of online business transaction volume generally more than
20% of total business, China Merchants Bank, Industrial and Commercial Bank of China's online business
accounting More is made up of a limited number of traditional outlets due to business processing capacity
constraints. Online transaction total has reached 300 trillion, accounting for the entire banking business into
three, a great alternative to front desk of the situation. As of the first quarter of 2009, China's online
banking market total turnover reached 86.78 trillion yuan, in 2008 domestic growth in the number of new
accounts online banking more than 50 million, or 44.8%. In the past year, logged the number of active
users of online banking is 58000000. Online banking has become a commercial bank providing services to
end customers the main way.

2009 , despite the financial crisis, China online banking development overall in good shape. In the
industry authorities , commercial banks and other institutions to promote the CFCA , the user confidence in
the safety improvement. Online banking activity as well as online banking features more attempts to show
that online banking spread in depth the development of online banking is becoming people's lives have
business operations .

Currently use online banking services, the crowd mostly 23-35 years old, highly educated
white-collar crowd. Meanwhile, China Merchants Bank , represented by commercial users of online

banking users are mostly corporate staff , high-income earners , while the state-owned four-line users are
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mainly " government agencies and institutions workers ." In this regard, " 2009 China Online Banking
Report " that the development of the domestic online banking has changed from " User incubation period "
to enter the " user education period ." Current real obstacle to the development of online banking is not the
technology , but rather the use of online banking confidence ; online banking only when the user has
sufficient confidence to be able to really use the frequency and the amount paid has great breakthrough.
Overall, service promotion and user education should be for some time to the most important work of the
bank .

E-commerce is the use of computer technology, network technology and telecommunications
technology , realize the whole business ( trading ) in the process of electronic, digital and networking .
E-commerce is the use of simple and quick cost-effective way , buyers and sellers are not met in the case of
business and trade activities carried out . E-commerce is a network of commercial banks generated based
on the development of e-commerce can say no , there will be the rise of online banking . Meanwhile ,
e-commerce will also remain a source of innovation in the banking sector . E-commerce not only make the
financial sector to increase revenue , and enhance the competitiveness of financial institutions will also
promote the development of service-oriented to the Almighty , and gradually to the network of financial
change. Commercial banks and e-commerce businesses for their innovation cooperation more power by
means of channels including loans for SMEs , including more innovative services for the bank to open up a
new opportunity for development.

E-commerce , e- banking and development banks led to a profound revolution. The development of
electronic banking poses a challenge to the traditional banking sector , while the development of the
banking industry has brought new opportunities. E-commerce bank not only can effectively solve the
problem of internal management standardization , improve work efficiency, but the banking industry will
greatly enhance its information service level and service quality, improve the social and economic benefits
of its operations . In addition , e-commerce context, traditional bank competition and development,
financial regulation and the international financial order will undergo significant changes. In short, the
bank's existing e-commerce has changed the structure of the relationship between banks and their
customers , and thus the development of the banking industry have a profound impact .

Database technology is the modern information science and technology is an important component
of computer data processing and information management system core . Database technology to study and
solve the computer information processing large amounts of data efficiently organize and store problems in
the database system to reduce data storage redundancy , data sharing , data security , and efficient data
retrieval and processing of data . And electronic information services support an infrastructure that is
essential to the information database system, its quality and efficiency of information services have a great

impact. Therefore , banks establish a network of electronic information services provided by banks , they
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should pay attention to the information database system establishment and effective management .

1.1 Problem Statement

Stanford Federal Credit Union (SFCU) ( Business Wire October 1994 , 1995 ) since the first
Internet-based online banking , online banking has all the countries in the world, spread rapidly . Quick
access convenience and ease of use at a particular level of service (Finextra, 2011) to trade. According to
the International Data Corporation (IDC) report, the global number of users of online banking has more
than one hundred million 2004 (Maenpaa, kale , Kuusela 2008). Some of the research lines Spurrd the
rapid growth of online banking , online banking has been in use around the world , however , research is
mostly limited to Internet Banking: adoptions (Cheny, Lin, Yang , &2006; DURKIN, Jennings Moher blue
2008 Lee , 2009 Yao Ming , Grant , 2007 , Edgar ) , and the attitude of customers to use online banking
( Joseph Stone , 2003 East Point Laforet, Lee , 2005 , Liu, 2002 ) . Now, there are active users of online
banking world with millions of dollars , we need to shift the focus of customer satisfaction, customer
loyalty, increase customer retention and customer's existing value of life (Maenpaaet people , 2008 )

As the Internet has a wealth of information, regardless of the characteristics of the time limit banks ,
online banking can reduce operating costs and achieve effective interaction with customers and provide
customers with more value-added services. For customers, online banking can break through the
constraints of time , so that people can anytime, anywhere access to banking services. Thus , while
traditional banks and their branches of banks play an important role in the process of online banking
applications are gradually changing this situation.June 1996, the world's first online banking - U.S. Security
First Network Bank (SFNB) began operations eight months later , we started to build a Chinese website ,
via the Internet to provide banking services to the community . After 20 years of development, China 's
online banking development presents the following characteristics: First, set up a Web site or online
banking to carry out banking transactions to increase the number , many banks have been established or are
being set up online banking ; two foreign banks to enter the online banking fields. Such as HSBC , Bank of
East Asia , Standard Chartered Bank, Citibank , etc. ; Third, the amount of online banking in the rapid
increase in total transactions over 70 trillion yuan , covering the major cities , four varieties of online
banking services increased rapidly varieties . Currently, remittances and other trading business has become
the main content of online banking services , some banks have started a pilot online micro- loans,
residential mortgage loans and other credit operations . Five are in a growing emphasis on banking
business in brand strategy, brand and brand-name websites emerged, such as China's " Banking @ Home" ,
"Financial & channel” , China Merchants Bank's " one China Netcom ICBC " and so on .

Internet banking has a broad market space, according to iResearch Co. China Personal Internet Banking

is developing very rapidly in 2010 , especially in China Merchants Bank, Industrial and Commercial Bank

IJCRT2012189 ] International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org ] 1597


http://www.ijcrt.org/

www.ijcrt.org © 2020 IJCRT | Volume 8, Issue 12 December 2020 | ISSN: 2320-2882

of China and Agricultural Bank of China 's latest research report [ 3 ] : individual users the growth rate of
over 80%. The end of 2010 , China 's personal online banking users reached 650,000 , representing an
increase of 103.5% in 2009 , accounting for 38.7% of Internet users . Individual users within the next five
years is expected to continue its rapid growth is expected to reach 215 million yuan in 2015 , 92.3% of
Internet users overwritten. As of the end of December 2013 , personal online banking transactions 4.8
trillion yuan , compared with 2012 growth of 500%. Next few years, personal online banking transactions
will grow steadily in 2013 personal online banking transactions will be more than 20.6 trillion yuan .

In recent years, as computer technology and Internet applications become increasingly complex
environment , online banking at an unprecedented pace. Nowadays, you do not worry about not having
time to go to the bank processing services , do not worry you can not transfer or bank remittance after
work , you are just at home , click the mouse , you can complete the bank account inquiries , transfers,
remittances, credit card payment reconciliation, even pay for insurance fees, the city calls, mobile phone
charges , utilities, handling foreign exchange transactions , mortgage loans, the purchase of securities and
other financial matters . Unfortunately , according to the China Internet Network Information Center
statistics show that Chinese netizens online banking satisfaction overall assessment is not high, only 46 %
of the people are very satisfied and satisfied. Users said they were somewhat satisfied and very satisfied ,
16% , 40% of users believe that online banking is a universal. Secondly, it is still far from being approved
network users , the survey showed that only a third of online shopping and online payment , online banking
is one of the important functions of the remaining two-thirds of users would prefer a traditional cash on
delivery or payment remittance . Survey shows that users do not want to use online banking or online
payment , for security reasons , and 76% are not satisfied , the rest do not understand the operation of
online banking , online banking services do not understand .

1.2 research questions

(A) What is customer satisfaction ?

( B) What affects the customer to use or continue to use online banking ?

(C) How to improve customer satisfaction ?

(D) What are the factors that affect the customer to continue to use online banking ?
1.3 Research objectives

Objectives of the study are as follows:

a) Understand the process of using online banking , users feel site quality .

b) Understand the basic situation of the customer whether they affect customers using online banking
factors, such as age, income, etc. .

¢) Online service banking environment factors, such as website design , speed, etc. .

d) Understand the current online banking user satisfaction and status.
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1.4 Significance of the significance of the study

With the liberalization of China's financial market , the market competition mechanism has been
strengthened. In order to survive in the fierce competition in the development , the bank must pay more
attention to the needs of customers , its business practices should also be customer-oriented choice. It
intends to use online banking customers factors affecting development of the marketing strategy for the
bank to provide a reference .

1.5 Scope The scope of study

Affect the individual's intention to have a lot of factors, many factors suggested in this study , the use of
online banking . However, the limitations of time and effort , rather than more influential factors are
discussed. In future studies, other factors can increase the intention of using online banking .

Influence customers to use online banking there are many factors , this study based only on the
characteristics of China's online banking environment , the Chinese people , and study habits will affect
some customers to use online banking factors may affect other additional factors discussed fail. Future
research could further attention to other factors that affect customer satisfaction.

This study is only the customers are generally categorized as social service organizations , the sector is a
relatively simple way to divide . In future studies, may be considered as a more detailed division of bank
customers , for example , according to the industry , age , status, such as the use of market segmentation .
1.6 Research Organization

Therefore, this study aims to explore China online banking customer satisfaction factors , whether the
future will continue to use online banking and the relationship between customer satisfaction and impact .
To achieve the objectives of this study , we first determine customer. satisfaction factors influence the
relationship between customer satisfaction .

This paper is divided into five chapters. The first chapter is the introduction , providing background
information , problem statement , research questions and objectives listed , explaining the necessity , scope
and organization of research . The second chapter focuses on the theoretical issues of research, from theory
to demonstrate how the reasons for online banking customers theoretical framework . And the
establishment of a conceptual framework for future analysis of the relevant literature . Chapter Il through
theoretical research model assumptions , design research and descriptive research methods, including the
sampling process , questionnaire design, data collection and analysis. The fourth chapter focuses on a
detailed statistical analysis and discussion of results. Chapter V is a summary and conclusions of the study .
In addition, the limitations discussed and impact studies , based on the results of some of the
recommendations. At the end of this article is to suggest areas for future research .

Chapter 2 LITERATURE REVIEW

Saving time is a specific part of online consumer convenience, another side the operation is simple and
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convenient of the online banking , (Lichtenstein and Williamson,2006) . For the convenience of cognition
is considered in the study after the customer acceptance of online consumer, such as Lichtens
Willianmson(2006). The study found that convenience is the main reason for Australian customers choose
to use online banking.

Compared with traditional banks , online banking has its unique characteristics: customer-centric ,
technology-based , creating a unique brand . Online banking breakthrough time and space constraints , not
face to face contact with customers , all transactions and communications are conducted via the Internet .
This requires online banking marketing concept from the past emphasis on general financial product
development and management , transfer to the customer at the core, according to each customer 's financial
and financial requirements, tailored financial products and providing personal banking services. The
customer as an individual to be treated , for the customers to solve financial questions and difficulties, so
that customers feel disgusted solution is based on the formation of their own ideas and desires , and
therefore will form a large customer base. Breaking the traditional commercial banking structure and mode
of operation. It is predicted that online banking is easier to control costs , and its interest rate than the
average commercial bank to be low, information sharing and efficiency. Online banking business
operations can figuratively as a production line. Thus, between employees , between employees and
supervisors and departments to establish communication and coordination between the channels and
mechanisms ; also a large collection of various departments of the customer and the relevant information,
you can share information to improve efficiency . (2009, Dai hongli Financial Economics)

Direct economic impact of the online banking will extent to customer acceptance of online banking.

(Gerrard,Cunningham and Devlin,2006) The appeal of online banking include the cost of web site ease of
use and relatively low use of online banking transactions. Attractiveness and willingness of customers to
use online banking was a significant positive correlation, in order to attract more online banking users not
only to improve the ease of use of the site, that is also to minimize their transaction costs. (Norizan and
Abdel,2006)

Customers don't like to use online bank because of security issues. Customers consider safety issues
including the operating system's stability ( Liao and Cheung,2002;Ja ruwachirat hanakul and
Fink,2005),quality of the information(Shih,Y.Y.and Fang,2006) and personal information and privacy are
effective protection and so on. (Polatoglu and Ekin,2001) . Most customers feel dissatisfied with the
security issues of online banking, afraid to bear greater risks in the financial transaction process (Sohail and
Shamnugham,2003) Therefore, safety is the most important issue to consider in the development of online
banking.

Service quality has been identified as a critical success factor for organisations to build their

competitive advantage and increase their competitiveness. Pioneering work by Parasuraman et al. (1985)
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led to a list of ten determinants (reliability; responsiveness; competence; access; courtesy; communication;
credibility; security; understanding the customer; and tangibles) of service quality as a result of their focus
group studies with service providers and customers which subsequently resulted in the development of the
SERVQUAL instrument with these ten attributes distilled into five overall dimensions of service quality.
The five dimensions of SERVQUAL are (Parasuraman et al., 1988, 1991):

(1) Tangibles, which pertain to the physical facilities, equipment, personnel and communication
materials;

(2) Reliability, which refers to the ability to perform the promised services
dependably and accurately;

(3) Responsiveness, which refers to the willingness of service providers to help customers and provide
prompt service;

(4) Assurance, which relates to the knowledge and courtesy of employees and their ability to convey
trust and confidence;

(5) Empathy, which refers to the provision of caring and individualised attention to customers.

This leads to the relationship between service quality and satisfaction. In consumer
satisfaction/dissatisfaction literature, expectation — disconfirmation has been given attention where
disconfirmation refers to the difference between prepurchase expectations and perceptions of postpurchase
(Peter and Olson, 1990). There are two types of disconfirmation: negative disconfirmation and positive
disconfirmation. Negative disconfirmation occurs when product performance is less than expected, hence
consumers are more likely to be dissatisfied, and positive disconfirmation occurs when product
performance is better than expected, which is more likely to result in satisfaction. Specifically, consumer
satisfaction is the result of an evaluative process that compares prepurchase expectations with perceptions
of performance during and after the consumption experience (McQuitty et al., 2000). Despite the cognitive
processes, some researchers suggest that affections (Homburg and Giering, 2001) and cumulative
experience (Anderson et al., 1994) could contribute to consumer satisfaction.

In China, China's online banking existing problems : (a) network security vulnerability of its unique
advantages online banking has attracted a large number of consumers, but through the survey 71.7% of
Internet users do not use online banking is the primary cause of concern for their safety. Because online
banking based on open Internet, is opening up its information and data, which requires banks to absolutely
guarantee the security of information and data. But our online banking security technology management is
not perfect. On the one hand, most banks use a network operating system security vulnerabilities, such as
the UNIX operating system source code is open and susceptible to hacker attacks; NT server, there are
security risks; Internet using TCP / IP protocol itself, there is safety in the design inadequate risk, resulting

in information encryption level is not high. On the other hand, own security, and firewall settings
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rationality is not very clear, and can not guarantee their effective intercept intruders. Meanwhile, for online
banking viruses, Trojan was endless, when the user login authentication detection system there may invade
the system and its access to the user's account and password. For example, there have been called "online
banking Thieves" Trojan, you can bypass the bank's security measures, easy to steal online banking account
and password. In addition, the increasing hacking techniques, so that they can break through the banking
system's firewall, malicious code causing paralysis of the banking system, and thus carry out illegal
activities. As mentioned above, these are the operations of Internet banking poses a severe test. (Two) the
current legal system is imperfect, online banking in China is still in the development stage, the
government's legislation is still relatively vague, still being explored. 1997 revision of the "Criminal Law"
to increase the content of computer crime, 1999 implementation of the "Contract Law" regarding the
validity of electronic contracts legal principles. But overall domestic laws and regulations can not give
online banking business development to provide adequate legal protection for online transactions can not
appear to be impartial adjudication of disputes in order to protect the legitimate rights and interests. And
some basic laws, such as "Commercial Bank Law", "People's Bank of China Law" were not involved in
online banking, only the People's Bank of China "online banking Interim Measures,” in effect, causing
banks and customers in the event of a dispute may not be according to the point where customers use the
Internet banking services offered or accepted and signed an economic contract facing great legal risk. At
the same time, but hackers could exploit a variety of legal gaps deceive customers moved to sin in order to
reap the interests of the bank. All of the above, will affect the normal development of online banking,
online banking customers to use against the initiative. (Three) product range is rich enough present, China's
online banking products are mostly traditional business to achieve on the Internet, online banking has
played a major increase in the traditional role of banking service channels, ignoring the network of
financial products and services innovation potential. Although the ratio of early network bank, banking
restructuring and reengineering of a certain innovations, such as account inquiry, transfer services, payment
agent for the Group's customers for internal fund transfers, etc., but overall, the product does not
completely get rid of traditional business functions without the constraints introduced the use of Internet
banking customer-facing business processes characteristic commercial bank restructuring of new products
and new applications. Moreover, the domestic banks launched online banking degree of difference is small,
personal financial products, for example, domestic personal online banking product homogeneity serious,
basically account services, investment services, credit card services, information services and other non-
differentiated products, without its own characteristics and innovation, the lack of clear different levels of
customers. This will certainly reduce the customer's interest for online banking, online banking restricting
the pace of development.(Douxia Yang, university pulpit, personal online banking security analysis)

Huanghua Bing (2007) that a long time, commercial bank's credit risk is primarily attributable to
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credit risk is considered, but in fact the credit risk and the credit risk of both the connections and
differences between the two concepts; credit risk is due to various uncertain , so that the borrower can not
repay the loan on time, resulting in the loss of principal and interest on bank loans possibilities. Both the
content is the same, that are due to changes in credit status of the debtor to the bank operating risks, except
that it contains a range of different financial assets. Credit risk includes not only credit risk, but also other
credit risk assets, such as loan commitments, portfolio investment, financial derivatives instruments.

Liu Xin (2010) pointed out that Cade (1997) The liquidity risk is defined as the commercial banks are
required to pay when due amounts sufficient funds can not be settled by the possibility. JPMorganchase
(2000) definitions of liquidity risk on two levels, the first level with the same view Cade, are stored
mobility concept, referring to commercial bank solvency risks arising enough, the second level is a
commercial bank financing capacity problem that can not be quickly at low cost or no cost to realize the
asset capability.

Deng Xu (2008) that in theory, as long as the business banking operations, there will be operational
risk exists. From the moment of birth banks, operational risk will go hand in hand. But this does not say
that operational risk is well aware of the bank, in large part, the bank operational risk is still very
unfamiliar.

Customer satisfaction can be briefly defined as customer acceptance of products and services to their
expected value the actual experience level. This definition not only reflects the degree of customer
satisfaction , but also reflect the company to provide products or services to meet customer demand results.

Currently, the domestic bank's customer satisfaction in poor condition, mainly for the following points:
First, China's major banks lack of real understanding of customers and awareness of products and services
offered and customer requirements there is a certain gap , overall customer satisfaction is not high. Second,
because the domestic banking product homogeneity serious , so often the banks satisfaction gap is reflected
for the brand gap. Third, banks in the brand image and marketing integration development is not enough,
but the gap has been gradually opened. Fourth, in the customer satisfaction performance, highlights the
bank products, service and customer management not in place to provide customers with a sustainable
customer satisfaction . Five commercial banks in the value of customer care efforts unfocused elements ,
banking services allow customers to feel the value is not reflected . Many reasons leading to the current
bank overall satisfaction level is not high . Six is demonstrated by the surface of the water there is a big
customer loyalty , because of high switching costs or exit costs and the formation of behavioral loyalty may
be some time for the bank to create a good economic benefits , but once the cost reduced , the bank would
likely lose valuable customers.

In the context of internet banking, there is a growing body of research that has looked at influences on

customer satisfaction. Jayawardhena and Foley (2000b) illustrated that such web site features as speed, web
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site content and design, navigation, interactivity and security all influence user satisfaction whereas
Broderick and Vachirapornpuk (2002) found that the level and nature of customer participation had the
greatest impact on the quality of the service experience and issues such as customers’ zone of tolerance, the
degree of role understanding by customers and

emotional response potentially determined, expected and perceived service quality. Similarly, Lassar et al.
(2000) demonstrated that a functional-quality based model did a better job of predicting customer
satisfaction than a SERQUAL instrument for those customers actively involved or highly interested in
service delivery. Research that investigates the criteria customers use in evaluating internet banking service
quality and their satisfaction with the bank overall is still a relatively new area (Jayawardhena, 2004;
Sohail and Shaikh, 2008).

Antecedents of customer satisfaction with online banking:

The concept of customer satisfaction occupies a central position in marketing though and
practice(Chdurchill&Surprenant,1982).Researchers have focused on antecedents of customer satisfaction
because customer satisfaction is generally assumed to be a significant determinant of repeat
sales ,positive”word-of-mouth”,and consumer loyalty(Bearden&Teel,1983).

Although the subject of satisfaction has been discussed extensively in the literature of information
systems,e-commerce and marketing(see DeLon &McLEAN,1992; Liu,He,Gao, &Xie,2008),the exploration
of antecedents to customer satisfaction with online banking is still in its infancy.Recently,some researchers
(e.g.,Liao & Cheung 2008) have sarted to investigate the determinants of customer satisfaction with online
banking.Yet,there is no current consensus on the antecedents or determinants of customer satisfaction with
online banking.Given that online banking deals with information systems,e-commerce,and marketing
activities,we propose conducting a literature review of the antecedents of customer satisfaction with online
banking.

Ease of use

Internet banking convenient, fast, flexible, and can be used at home, and now the community to
accelerate the pace of life, we are busy working, there was not much time can be used to go shopping, then
shopping site has become the best choice for everyone, and also with this unit online banking online
shopping winds developed rapidly, the business grew and grew much. Everyone in the home shopping, just
a few clicks, enter the password to shopping success. Fast and convenient online banking to pay to attract a
lot of public users.

In information systems literature,ease of use has been regarded as a factor that influences user’s
satisfaction(Doll & Torkzadeh,1988;Mchaney &Cronan,1998),a measurement of system quality (Delone
&Mclean,1992),and a determinant of IT adoption(Davis,1989).These phenomena have been supported by

e-commerce studies.that is ,in those studies that propose a key dimension of web quality(Aladwanlviai &
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Palvia,2002;Palmer,2002) or find determinants of customer satisfaction
(Pikkarainen,Karjaluoto,&Pahnila,2006),ease of use if frequently used.In particular ,Liao and Cheung
(2008) proposed and empirically tested ease of use as a measurement of consumer satisfaction with online
banking.Therefore,ease of use is an antecedent of customer satisfaction and also one of facts whith online
banking.

Transaction speed

2009 Third China Electronic Banking Summit , the CBRC innovative and collaborative speak Yoon
Yong , deputy director pointed out that the current banking electronic banking business has developed
rapidly, but the pace of innovation is not enough, at the same time , he suggested that the interbank
strengthened collaborative relationship between .

Yoon Yong pointed out that how the development of electronic banking, with banks and regulators
should establish a communication between a cooperative mechanism , through collaboration on how to
judge a bank is a good e-banking , to make a set of international standards and testing methods . Electronic
banking to the Bank occupies a pivotal role , the first thing to do is to actively innovate. He noted that in
the late 1990s , the management encourage commercial banks to electronic banking as a way to replace the
traditional business channels , while encouraging commercial banks specializing in a number of specialized
electronic banking innovation. Yin Longjiang stressed that , in e-banking innovation based on integrated
management , not only to the business , risk management, and enhance customer education, strengthening
service applicability evaluation, these constitute the integrated management of content.

Bank of China Yang Zaiping analysts said that although China's electronic banking industry has been
rapid development , but to recognize that domestic and foreign electronic banking gap compared to their
own . He pointed out that domestic electronic banking product homogeneity persists, IT support
capabilities to be improved, electronic banking process also needs to be improved. So that customers have
the willingness to continue to use online banking .

Transaction speed (often to response time) has received attention in the context of information
systems and e-commerce due to an increase in focus on the efficiency of operational resources.Therefore,t
is frequently discussed as an important factor of wuser satisfaction in information
systems(Delone&Mclean,1992;Srinivasan,1985) or commercial web site evaluations(Aladwani
&Palvia,2002).Liao and Cheung (2002) argued that in advanced societies,consumers tend to be highly
sensitive to the speed of service delivery,thus transaction speed,as a time-saving featrue----is an essential
consideration for customers’s satisfaction with self service technologies such Automated Teller Machines
(ATMs) and is expected to have a positive influence on customer satisfaction with online banking.

Design

Web page design from the point of view, the site design will directly affect the customer wishes to
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continue to use online banking. A bank's website design fresh and lively, it is able to attract the attention of
others, people want Click for more details and product information. Web design has a country-specific
characteristics, highlighting the theme color of cultural traits, web business items on display is relatively
clear, user-friendly Click to view related information. Not only that, the page is also a good indication of a
country's long history, and establish a trustworthy image. Instead, a bank web design too rigid, not vivid,
difficult to give attractive and freshness.Therefore, to improve online banking pages lively sense is
necessary, from rigid business exhibition to come out, the establishment of close to reality, life close to the
customer page will greatly increase people's visits, through online banking to promote the realization of
banking business.

Usability and design are important to human-computer interaction(HCI) because they influence user
satisfaction and task performance when using a computer(Palmer,2002) .Usability refers to the extent to
which the user and the system can communicate clearly and without misunderstanding through the
interface(Benbunan-Fich,2001). Good web site design enhances usability,thus affecting the success of the
websites.Ranganathan and Ganapathy(2002)argued that a web site’s design plays an important role in
attracting,sustaining and retaining the interest of a consumer in the site.Also,several studies have
empirically verified that the design of a web affects user’s satisfaction (Liu et al., 2008; Zviran,
Glezer,&Avni,2006).Hence,the design of the online banking web site may also have positive influence on
customer satisfaction.

Security

Technology-dependent security is public attitudes toward using online banking is mainly affected by
the level of protection for online banking technical understanding of the impact. That the level of protection
of online banking technology strong, anti-virus and hackers ability, tend to use; contrary, it can not be used.
Reliance on technology reveals the real mass of Internet banking "can not use the" psychology. So, if you
want to attract more users, technical security is a key factor.

With online banking users increasing use of the process will inevitably produce a variety of doubts.
Appear for a variety of online banking insecurity , banks have also developed a corresponding preventive
measures and defense system. With the growing popularity of online banking, more and more bank
customers have opened their own online banking, at the same time enjoy the convenience and fast online
banking security issue has been of great concern to consumers . As online banking is the use of the Internet,
the platform works, so it is easy to become viruses, hackers target , allowing online banking users to keep
track of , we call on banks to online banking security issues first, and constantly update and improve online
banking security system, from the ensure that the fundamental safety of customer funds . Security is the
foundation to promote online banking applications , online banking security system is to ensure that online

banking system's data from unauthorized access or modification , to ensure business processes in
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accordance with the procedures prescribed by the Bank to be executed .

To ensure that online banking network and information security , banks generally use a multi-level
architecture of online banking security systems. Can be divided into : the network layer , system layer and
application layer three levels. Network layer component parts include: physical lines , routers, switches ,
network management software , firewalls , encryption , etc. ; system layer mainly by the host , operating
system, database , antivirus software and other components form ; application layer mainly composed of
Web servers, application servers, online banking system software , RA server , dynamic password servers
and other components.

Because e-commerce is based on the internet ,which is an open network,security is an important factor
for e-commerce applications.Despite various technical advancements in internet security such as
cryptography,digital signatures and certificate,and authentication,consumers are still concerned about the
security of monetary transactions when using the internet(Ranganathan&Ganapathy,2002). Monetary
transactions over the internet are the main role of online banking;therefore,if the security concern of online
banking is removed,customer’s satisfaction with online banking may increase.Several studies (Jun &
Cai,2001;Liao &Cheung,2008)also argued that security was significant deteminant of online banking.To
summarize,the security of online banking may have a positive influence on customers’s satisfaction.

Taking into account the development of technical security and stability in the online banking customer
base important role, we can say the security of online banking has become popular and development
bottleneck. To break through this bottleneck, in addition to public safety to support rational understanding
of technology, but which recognizes the limitations of technology is absolute existence, but also China's
major banks themselves in the technical and management continuous efforts and innovation, we need
online banking industry chain on the participating agencies need further attention and cooperation,
especially related financial regulatory authorities need to be able to online banking security and rights
issues to give legal protection and support.

Information content

Today's society is an information society, people everywhere are talking about information , more and
more people hear the " message™ this word , we can say that we are now entering an information age . We
are moving towards the information highway. We are also going to meet a new era of information
explosion . In our today's age, information is everywhere. Everything that exists has a message for
mankind , human facial born receiving information . They are the receptors of information , they feel
everything is information , but a lot of information is not directly experience our five senses , and people
through various means , the invention of a variety of instruments to feel them, and found them. So , in
today's terms , information collection and processing has become an important aspect of social work . We

often say , from the activities of human society in the process of people's activities on the basis of that
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information . Therefore we can say that today there is no information , there is no real and reliable
information , is big country , small business an important basis for individual decisions . Although the
information is not a direct utilization of resources , it is not as direct material resources to create wealth ,
but the information in the creation of material wealth and spiritual wealth plays a very important role.
Internet banking also need a lot of information to enrich its own existence , enabling customers to use
online banking , while other aspects of the information is to facilitate customers more choice election ,
increase customer full satisfaction, so continue to use online banking .

Because of online banking security and legal protection in technology, there are still many
imperfections, from the public's expectations or needs of its still some distance, which affects the wider use
of online banking. Because ultimately depends on the development of online banking needs of the public
and widely used, if there is no demand for online banking customers also lost existence. Therefore, a
careful analysis of the public demand for online banking features for online banking development has an
important role, to be able to specify the direction of the development of online banking.

The key characteristics of a web site may be categorized into either content or
design(Huizingh,2000).Content refers to the information offered in the web site.The contents play an
important role in influencing the behaviors of consumers.Thurs,a lot of studies have selected content(or
information content) as a measurement of web site quality (Ranganathan & Ganapathy,2002).Althouth
originally online banking focused on the function that performs bank transactions in Internet,most online
banking web sites now provide a variety of information areas such as investment,real estate,and personal
financial planning information.The information content of online banking may therefore have a positive

influence on customers’s satisfaction.

Chapter 3 Research Design and Methodology

3.0 Introduction

Research means going beyond the limit and personal experience,thoughts,feelings,and opinions that
do not refer to other resource of information.Research is more than the set of skills which improves the
way of thinking,examining critically the various aspects of the professional work.Research is under taken
to explore an idea,probe an issue,solve a problem and make an argument that compels us to outside help.

This chapter discusses the theoretical framework used in conducting this study. All the aspects of
research design, measurements and variables hypothesized in the model are discussed through data
questionnaire processing and statistical analysis. This study has employed a quantitative research method.
Methodology contents four parts which are research design, measurement, and data collection

procedure and data analysis technique. Each of the steps will be elaborated in the latter part. At this point,
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we have to note that basically, methodology is the research itself. It determines the scale of the research;
it sets onward the framework of the research by which the whole work is conducted. The methodology of
the research provides the basic engine which collets the data, analyzes and measures the data. The
preliminary research is done by the literature review which helps to get a broader ideal where the
research should start and what should be the scale of the work. A set of questionnaire are also used as a
method to collect data (Vivar 2007).

However,this chapter further explains the methods used to conduct the research components of the
study.this will be discussed in terms of aims set for this research, the research design,ethical

considerations,subjects,material apparatus and procedures used.

3.1 Research Methodology
This section explains the methodology of research to develop the answers to the research questions. At
first the research questions are addressed and then the hypotheses have developed. Next a sampling frame
and data collection procedure has been discussed. Finally this section tests the validity and reliability
analysis of the data. However, this chapter provides the method and the tool by which the researcher will be
able to generate empirical evidence and assess the validity and reliability of his/her findings. A survey
was conducted to test the hypotheses generated for this research. Surveys are carried out using various
methods and instruments carefully selected as appropriate to the type of study. Also included in this
section are methods of data collection, analysis, research design, as well as Population and Sample, the
Survey Area, Research Instrument, Response rate and Reliability and validity of research (Carcary 2011).
Some highlights of good survey design and administration include: Identifying purpose of the survey,
and consider who will find the information it produces useful; design a survey that asks questions that
respondents can and will answer easily; summarize survey results in ways that are understandable to those
who will put them to use (Turner 2008; Anson and Smith 2004).
3.2 Research Design
Research design consists of research methodology,methods,as well as data collection and analysis
techniques depending on the aims and objectives of the research.it gives a detailed plan of the study and
will be used to guide and focus the research.(Collis and Hussey,2003) Research designs are concerned with
turning the research question into a testing project.the best design depends on your research
questions.every design has its positive and negative sides.
However,there are two typical research designs that are constructed in this research,these are
qualitative research and quantitative research. for the purpose of this research,the researcher is going to
analyze his study using quantitative research design.

Quantitative research is used to clarity features,count them and build up statistical models to explain
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what is observed (Miles and Huberman,1994). Quantitative researchers definitely know what they are
looking for before they start the research. The data of quantitative research is numbers and statistics which
are collected by methods of questionnaires or equipment’s(Miles and Huberman, 1994) .Quantitative
research is more efficient than qualitative research since the results are able to be used to test hypothesis
(Miles and Huberman,1994).

The main objective of this study is to identify the the factors of customer satisfaction and continued
use of online banking in china to increase its efficiency of work and to encourage the customers with good
customer service.

The respondents were persuaded to read the instructions on the questionnaire before filling it and to
ask questions if they needed clarification.the questionnaire consists of 6 sections, to establish facts about
respondents.

3.3 Research framework:

Having drawn a frame of reference, the researcher has come up with the following model to serve as a
conceptual framework when interpreting the results, conducting the analysis and drawing conclusions. The
significance of this model is in what it illustrates; which is how to influences the customers satisfaction to
continued to use of online banking.

Figure:

Ease of use

Design
Transaction Speed Customer

satisfaction

Security

Information content

3.4 Research hypothesis:

H1: There is a positive relation between the easy of use and customer satisfactions on the online
banking

H2:There is a positive relation between the online banking design and customer satisfactions.

H3:There is a positive relation between the transaction speed and customer satisfactions on the online
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banking.

H4:There is a positive relation between the online banking security and customer satisfactions.

H5:There is a positive relation between the Information content and customer satisfactions on the
online banking.

3.5 Population and Sampling

The first process in the flow of the research will be the measurement. It will adjust the needs of the
research with the engine of the research. It means to imply that it formulates the questions and will be
distributed to the interviewee (Lagerstrom 2006).

A sample is a subset of a population from which data can potentially be collected of which there two
main types; Probability and Non Probability are sampling. Probability sampling often known as random
sampling is primarily used in quantitative research and refers to the fact that every element (member) of the
population has an equal chance of being selected for a study (Turner 2008).

Within Non-Probability sampling there are three primary sampling methods employed in qualitative
research (Carcary 2011). The goal of the sampling strategy in qualitative research is credibility where the
researcher must utilize judgment in purposively selecting participants who can best inform the study
(Turner 2008). In addition Limpanitgul (2009) also identify homogenous sampling as selection of a
particular group of people who share similar characteristics or circumstances.

3.6 Questionnaire Design

The questionnaire consists of a set of questions designed to gather data, for analysis and for the
purpose of answering research questions or testing hypothesis. The questionnaire instrument consisted of 3
parts as follows;

In frist part to obtain more reliable information from the respondents, | use a variation of the blind test
methods. Instead of asking the yes or no question, I design the question to let the respondent choose which
sector they are investing in. This design also helps to gather more information on other sectors to compare
with.

The second part included 5 factors according the factors of customer to contiue to using online
banking that influence customer satisfaction as we mentioned in literature review: tangibility, reliability,
responsiveness, assurance, and empathy.

The questionnaire was distributed to 150 customers. These customers were requested to complete the
questionnaire .In the section, the degree of satisfaction is set from 1 to 5. The score level are described as
5= strongly agree 4= agree,3 = slightly disagree, 2 = disagree and 1 = strongly disagree.

3.6.1 Research Instrument
A questionnaire was used as an instrument for data collection. The questionnaire instrument

consisted of 3 parts as mentioned above;consists of a set of questions designed to gather data, for analysis
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and for the purpose of answering research questions or testing hypothesis.
3.7 Data Collection Method

According to most literature on research methods Anson and Smith (2004) in collecting data a
researcher can choose between two methods; the quantitative and the qualitative. While the quantitative
method has more to do with measurements and figures, the qualitative is more about descriptions and
opinions.

Researcher has used both the primary and secondary data for research. The Primary data was obtained
from questionnaire and answer gathered customers’ of travel agencies. Secondary data was obtained from
sources such as the School database, Textbooks, articles and Journals, from reliable academic sources .The
main method of data collection was the use of questionnaire. The questionnaire consists of a set of
questions designed to gather data, for analysis and for the purpose of answering research questions or
testing hypothesis. The questions and instructions on the questionnaire are carefully worded especially for
the respondents who may be in a rush to catch-up with their flight and for those who may not have the
opportunity of asking for clarifications from the researcher (Lagerstrom 2006).

In this research, at first questionnaires was used which distributed following the above mentioned
pattern in part: 3.6 questionnaire design.

3.7.1 Response Rate

The important point in data analysis is with regard to the sample size in multiple regressions, where
the size of the sample has a direct impact on the appropriateness and the statistical power of multiple
regressions. As to the general requirement of multiple regressions, it is generally common to find that a
minimum of 100 observations should be available to use this technique. A final consideration is related to
the response rate.

In this study, a survey of social service groups in July 2013 in Beijing the main city of five banks in the
central square hall and KFC and other consumer sites employ investigators randomly selected respondents
manner. Online banking user must have two basic conditions, one has a bank account, two belong to the
network users. In the above conditions as the sample selection criteria. Survey questionnaires were
distributed and 400 were returned 378 questionnaires, a response rate of 94.5%, of which 306 valid
questionnaires were returned questionnaires efficiency of 81%.

3.7.2 Survey Area

Beijing, capital of China, municipalities and national central cities, China's political and cultural
center of China's economic and financial decision-making and management center, the Central People's
Government and the National People's Congress seat, has an important international influence, is also one
of the largest cities in the world.

National Bureau of Investigation Corps Beijing announced the end of 2012 the city's resident
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population of 2069.3 million, of which, the resident foreign population of 773.8 million people. The
Xinhua News Agency reported that Beijing announced the end of 2009 the resident population exceeded 22
million, the foreign population is 509.2 million people, in fact, Beijing's foreign population has 8,900
million (2009), and continues to grow, if coupled with foreign and mobile populations, then more than 169
million, ranking the highest in the country, but also the world's most populous metropolis, metropolitan
tokyo, Japan has far exceeded the combined populations of 34 million. The city's resident population birth
rate 8.06 %o, mortality rate 4.56 %o, the natural growth rate of 3.5 %o. Beijing's foreign and local population
and the proportion of floating population is 1:16, is the city with the highest proportion of foreign
population. (Beijing Encyclopedia 2012)

3.8 Data Analysis Method

One of the most popular research analysis software continues to be statistical package for the social
sciences (SPSS) program. It allows a researcher to make complex graphs and illustrations from statistical
data. The program is mainly aimed at those that want to solve business and research problems and features
a wide range of analytical functions that take the pain out of collating data. After collecting the data, it was
entered into a database. In this case, the entire data was first entered into Excel and then analyzed with
SPSS software. SPSS version 14, offers detailed analysis options to look deeper into data and spot trends
that might not have been noticed. A researcher can test out many different variables on a set of data to see
how figures or performance would change under different circumstances (Lee 2005).

There are several statistical techniques that can be carried out to draw accurate conclusion about
customer satisfaction. In this study, the data was analyzed using descriptive statistics and inferential
statistics. Descriptive statistics such as frequency and percentage will be used to measure the percentage of
returned questionnaire and also be used to describe the respondents’ profile such as their gender, age,
educational background, country and academic qualifications.

Correlation and multiple regressions will be used for inferential statistics. The Pearson correlation will
be used to measure the significance of linear between the independent and dependent variables thereby
achieving the objective of this study. Linear and Multiple regressions will be used to determine the
relationship between independent and dependent variables, the direction of the relationship, the degree of
the relationship and strength of the relationship. Data analyzed using SPSS version 17.0. Appropriate
Statistic will be used and the data presented is in percentage form. The correlation technique used to see the
correlation among variables and multiple regressions to check the effect of the independent to dependent
variables (Kripanont 2010).

3.9 Reliability and validity of research
Measurement experts and many educators believe that every measurement device should possess

certain qualities. The two most common technical concepts in any measurement are reliability and validity.
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Any kind of assessment, must be developed in a way that gives the assessor accurate information about the
performance of the individual. Reliability is the consistency of a research measurement, or the degree to
which an instrument measures the same way each time it is used under the same condition with the same
subjects. In short, it is the repeatability of a research measurement. A measure is seen as reliable if a
person's score on the same test given twice is similar (Muller 2009).

According to Smallbone and Quinton (2004), validity is concerned with the extent to which the
research findings accurately represents what is happening. More specific, whether the data is a true picture
of what is being studied. Reliability is concerned with the findings of the research. The findings can be said
to be reliable if you or anyone else repeated the research and obtained the same results.

The measurement instrument should have acceptable levels of reliability and validity in measuring the
target constructs. In assessing the degree of measurement error present in any measure, the researcher must
address both the validity and reliability of the measure. Validity is the degree to which a measure accurately
represents what it is

supposed to measure. Reliability, on the other hand, is the degree to which the observed variable
measures the true value and is error-free. The next chapter however, will present the empirical evaluation
of both reliability and validity (Lee 2005; Smallbone and Quinton 2004).

According Shannassy (2007) steps below were recommended to secure the content validity of a
research instrument:

----- Carefully defining what is going to be measured. In this research, this has been done by the literature
review phase, which leads to a clear definition of the research issue and objectives of this research.

------ Conducting a comprehensive and thorough literature search and focus groups to identify all possible
items to be included in the scale. In this study an exploratory study was conducted with both customers and
employees in order to enhance the questionnaire to be valid in content with the respondents’ understanding
and comprehension.

------- A panel of experts can be asked for their comments and ideas regarding the inclusion or exclusion of
some items. Accordingly, the research questionnaire has benefited much of this procedure by enhancing the
translation process by the help of these academics who are very well aware of both the language and
culture differences. As such, the researcher is gratified by the help of the panel in redirecting the
questionnaire to be more sensible and acceptable to the respondents’ level of communication.

The more commonly used measure of reliability is internal consistency, which applies to the
consistency among the variables in a summated scale. In internal consistency, the individual items or
indicators of the scale should all be measuring the same construct and thus be highly inter-correlated.
Internal consistency is assessed through a series of measures, among which Cronbach’s alpha is considered

the most widely used measure in assessing the consistency of the entire scale. Cronbach’s alpha is based on
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the average correlation of items within a test if the items are standardized and can be evaluated as a
correlation coefficient. SPSS Reliability provides this test. The generally agreed upon lower limit for
Cronbach’s alpha is .60, although it may decrease to .60 in exploratory research (Muller 2009).

According Gelim & Gelim (2003) the following rule of thumb is followed, where an alpha score of
0.9 is considered as excellent, 0.8 good, 0.7 acceptable, 0.6 questionable, 0.5 Poor and less than 0.5 as
unacceptable .

Summary

This chapter presented the methodology, by which the researcher will be able to provide the validity
and reliability of its findings using both qualitative and quantitative research methods. This chapter started
by presenting the general research philosophy, introducing the main research methodological philosophies.
The survey design for the study is also discussed with use of a questionnaire survey being a major tool of
data collection for this study. This chapter illustrated the frame work of study and discussed the sample size,
and the questionnaire design. The actual data collection processes were presented and explained. The

validity and reliability were discussed.

Chapter 4 Data analysis and findings

4.0 Introduction

Online banking, availability of bank-related financial services via mobile devices,builds a milestone in
the field of Mobile commerce. This paper examines the opportunities for banks to generate revenues by
offering value-added,innovative mobile financial services while retaining and even extending their base of
technology-savvy customers.

This research recognizes the major determinant that drives the online banking services in the banking
sector of china. also we know what is factor can influence the customer using online banking and willing
continue to use online banking.The data’s were collected in this research by choosing 150 observations of
the overall respondents and their hypothesis is collected for the analysis of the data. The analysis part is
done with the help of the SPSS software by computing the required.

4.1 Descriptive statistics:

Survey of social workers in July 2013 in Beijing, the main city of five banks in the central square hall
and investigative consumer sites using randomly selected respondents manner. Sent to more than 150
respondents. Online banking user must have two basic conditions, one has a bank account, two belong to
the network users.

The data of the respondents are described with the frequency distributions and depending on the
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particular variables all the data’s have been represented and then they are grouped into categories first. To
know the background of the respondents the descriptive analysis was important to evaluate.

Descriptive statistics are used to describe the basic features of the data in a study. They provide simple
summaries about the sample and the measures. Together with simple graphics analysis,they form the basis

of every quantitative analysis of data.

Statistics
Statistics
Gender Age Education Income Position | Experience
I Walid 136 136 136 136 136 136
Missing 14 14 14 14 14 14

Total of 150 potential respondents without 14 missing that were taken for the data analysis of this
research.The above statistic data shows that there are no missing data in the SPSS software.This table also

shows overall description of the respondents having the number of total frequencies.

Age
Cumulative
Frequency Percent | Walid Percent Percent
Valid 1810 30 83 55.3 61.0 61.0
31to40 28 18.7 20.6 81.6
41 to 50 18 12.7 14.0 §5.6
51 to 60 ] 33 3T §9.3
61 and above 1 T T 100.0
Total 136 890.7 100.0
Missing  System 14 9.3
Total 1480 100.0

From the age as a descriptive analysis says about the age of the respondents that has played their

important role to complete this research.
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Age

100

30

60

Frequency

40—

P

T T T T T
1810 30 31 to 40 41 to 50 51 to B0 61 and above

Age

As shown in the table and bar chart we can see that the maximum percentage of the respondents were
the age of 18 to 30 years which covers around 55.3% of the total samples.
The next majority of age range is 31to 40 years which are approximately 18.7% of the total
respondents. If we see the table the respondents between 41 to 50 years were around 12.7% and at 51 to 60
years around 3.3%., the last 0.7% of the total respondents were above 61 years.

From the analysis of the age it shows that the majority of the population in the field of online banking

sector is of the younger ages .

Education:
Education
Frequency | Percent Valid Cumulative
Percent Percent
Valid High School 2 1.3 1.5 1.5
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Diploma 10 6.7 7.4 8.8
Bachelor
36 24.0 26.5 353

Degree
Master 74 49.3 94.4 89.7
PhD 14 9.3 10.3 100.0
Total 136 90.7 100.0

Missing | System 14 9.3

Total 150 100.0

(Education of the respondents)

Education plays an important role in choosing the respondents and knowing about the educational

background that whether the respondents are able to answer the survey questionnaire or not.

Education

30

G0

Frequency
T

20+

— 1

T
High School

T
Diploma

Bachelor Degree

Education

T
Master

|
PhD

For knowing the education of the respondents, the education part was divided into several categories of

education like high School,diploma,bachelor degree,master and PHD. From this entire education field the

high school holder were 1.3%,the diploma holder were 6.7%, the bachelor degree holder were 24.0% less

than master holder were 49.3% but higher than PHD holders were 9.3%.

Demographic analysis is used to identify the percentage of the population involved in a particular

activity. Education as an activity was the key factor in this analysis because if the individuals are more
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educated then there will be no problem in answering the survey questionnaire related to the mobile banking
services offered by the banks. As the tendency of the education was higher in the field of degree and
master’s degree holders,it was considered that they were having vast knowledge related to the online

banking facility provided by the banks which makes the survey easier.

Position:
Position
Frequency | Percent |Valid Percent| Cumulative
Percent
Owner 25 16.7 18.4 18.4
Owner/Manage
r 27 18.0 19.9 38.2
Valid Manager 32 21.3 23.5 61.8
Director 30 20.0 22.1 83.8
Others 22 14.7 16.2 100.0
Total 136 90.7 100.0
Missing | System 14 9.3
Total 150 100.0

(Position of the respondents)
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Position

40

307
)
1]
=
(]
=
b 207
L=
M

101

0 T T T T T
Owner OwnerManager Manager Directar Cthers
Position

Position was also included in the descriptive analysis of the respondents to have an effective view and
correct answers of the survey questionnaire.
The result shows the position of owner,owner manager,manager,director that have almost same

percentage, the part of others is lowest rate around 14.7%.

Income:

Income
Frequenc | Percent Valid Cumulative
y Percent Percent
Less than RM 2000 24 16.0 17.6 17.6
Between RM 2000 to
13 8.7 9.6 27.2
RM 4000
Between RM 4000 to
48 32.0 35.3 62.5
Valid [RM 6000
Between RM 6000 to
30 20.0 22.1 84.6
RM 8000
Above RM 8000 21 14.0 154 100.0
Total 136 90.7 100.0
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Missin
System 14 9.3
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Total 150 100.0
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Income was also considered as a descriptive to know about the ability of expenses of the
respondents.From the above table it s known that the respondents having less than 2000 Yuan were around
16.0%, income ranges from 2000 to 4000 Yuan were around 8.7%, income ranges between 4000 to 6000
Yuan were 32.0%, whereas around 20% of the respondents were in the ranger of 6000 to 8000Yuan, and at

last around 14% of the respondents were having more than 8000Yuan as a income. Income also shows

the wealthiest of the people.

Experience:
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Experience
Frequency | Percent Valid Cumulative
Percent Percent
Less than 1 year 21 14.0 15.4 154
1to 2 years 7 4.7 5.1 20.6
3 to 5 years 23 15.3 16.9 37.5
Valid 5 to 10 years 48 32.0 35.3 72.8
More then 10
37 24.7 27.2 100.0
years
Total 136 90.7 100.0
Missing | System 14 9.3
Total 150 100.0
( Experience of the respondents)
Experience
a0
40
S 30
=
Q@
=
o
Q
i
20
107
0 T T T T T
Less than 1 year 1102 years 3to 5 years Sto 10 years Meore then 10 years
Experience

Experience is also considered as one of the major descriptive analysis to know how much experience
the respondents have in their related field of work.

The experience was divided by 1 as less than 1 year of experience, 2 as 1 to 2 years of experience, 3 as
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3to 5 years, and 4 as 5 to 10 years , and 5 as more than 10 years of experience.
The above table refers that there was highest approximately 32% of 5 to 10 years experience, the
lowest part of percentage as 1 to 2 years has 4.7%, the other 3 part of less than 1 year around 14%, 3to

5 years around 15.3% and more than 10 years around 24.7%.

Gender:
Gender
Frequenc | Percent Valid Cumulative
y Percent Percent
male 78 52.0 57.4 S57.4
Valid [female 58 38.7 42.6 100.0
Total 136 90.7 100.0
Missing [ System 14 9.3
Total 150 100.0

(Gender of respondents)
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Gender

Frequency
T

T T
male female

Gender

Gender was also taken as a descriptive of the respondents to know that the respondent is male or
female.Here 1 is considered as male and 2 were considered as a female.
From the chart and table it is known that around 52%o0f the respondents were male whereas the rest
38.7%o0f were female.

4.2 Correlation test:

Correlation and analysis is used to know how the variables ae correlated with each other.For the
collection of the data’s the symmetric quantitative variables for the Pearson’s correlation coefficient is
used.

Before calculating the correlation coefficients we need to screen the data’s for the outlier.Pearson’s
correlation coefficient assumes that each pair of the variables is the bivariate normal and it is a measure of
the linear associations.

For the Pearson’s correlation coefficient to be efficient the variables need to be linear and accurate.

For example there must be a linear relationship between the dependent and the independent variables.

[JCRT2012189 ] International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org ] 1624


http://www.ijcrt.org/

www.ijcrt.org © 2020 IJCRT | Volume 8, Issue 12 December 2020 | ISSN: 2320-2882

Correlations
avg_Informati
avg_Easy | avg_Design | avg_speed | avg_Security on
avy_Easy FPearson Correlation 1 BB1 B73 735 353
Sig. (2-tailed) .ooo .ooo .ooo .ooo
M 136 136 136 136 136
avg_Design Fearson Correlation 681 1 740 838 486
Sig. (2-tailed) .0oo .0oo .0oo .0oo
M 136 136 136 136 136
avg_speed Fearson Correlation 673 740 1 683 448
Sig. (2-tailed) .0oo .0oo .0oo .0oo
M 136 136 136 136 136
avg_Security FPearson Correlation 735 838 BB3 1 5549
Sig. (2-tailed) .ooo .ooo .ooo .ooo
M 136 136 136 136 136
avg_Information  Pearson Correlation 353 ABE A48 5549 1
Sig. (2-tailed) .ooo .ooo .ooo .ooo
M 136 136 136 136 136

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

Here in the result it shows that each independent variable has the Pearson’s correlation of less than
0.9,which indicates that there is no multi collinearity between them. Also it states that they are not highly
correlated with each other. The significance level of each correlation coefficient is stated in the correlation
table. The significance level or the P-alue is the probability of obtaining results as extreme as the one
observed.If the significance level is small i.e.less than 0.01 then we can say that the two variables are
linearly correlated.

If the significance level is large than 0.05,then we can say that the two variables are not significant
and also they are not related.In the above figure we can see the significant level of all the independent
variables is having high value of significant less than 0.05 so we can say that the variables have no multi
collinearity.

4.3 Reliability test
The reliability test is having the main efforts in identifying and knowing the exact result of the research
because we can know from this test whether the test is reliable or not. This result will also give us an idea
whether the test conducted was correct or not. Only the one item question cannot be used to measure the
reliability test. For the reliability test there must be more item questions so that the result could be accurate.
The reliability test was also conducted on the individual independent variable which is known as pilot
study of the reliability test.
This was done to know the individual independent variable is reliable or not. From this test we can also

know about the questionnaire whether it is perfectly constructed or not.

Reliability Statistics
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Cronbach's N of
Alpha Items

.892 5

Here the reliability test says that the cronbach’s alpha is 89.2% which indicates us that the test is
reliable and can proceed further.The closer Cronbach’s alpha coefficient is to 1.0 the greater the internal
consistency of the items in the scale.George and Mallory (2003) provide the following rules of
thumb ” >9---Excellent, _>.8---Good, _>.7---Acceptable, _>.6----Questionable, _>.5----Poor,
and_<.5---Unacceptable”.

As our result comes under the range of excellent which says that there is a deep influence of the
independent variable on the dependent variable.

4.4 Stepwise linear regression analysis:

Stepwise linear regression let us to describe the relationship between the dependent variable and
independent variables.It gives us the simple equation with the best dependent power.Stepwise regression
adds and removes variables still until the optimal model is reached.

The one with highest variance will have high influence on the dependent variable.

Stepwise model:

A lol O

Model Summary
Mo
Mo| R R | Adjuste | Std. Change Statistics
del
del Squa| dR [Errorof R F dfl | df2 | Sig.F
re | Square | the | Square | Chan Change
Estimat Change | ge
1 e

1o

a. Predictors: (Constant), avg_Easy
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146.0
1 |.7222 521 .518| .46800 521 - 1] 134 .000
a. Predictors: (Constant), avg_Design
Model Summary
Mo| R R | Adjuste | Std. Change Statistics
del Squar|{ dR Error of R F dfl | df2 | Sig.F
e | Square | the | Square | Chan Change
Estimate | Change | ge
183.9
1 .761%| .579 575| .43921 579 1| 134 .000
43
a. Predictors: (Constant), avg_speed
Model Summary
Mo| R R | Adjuste | Std. Change Statistics
del Squa| dR |Errorof R F dfl | df2 | Sig. F
re | Square | the | Square | Chan Change
Estimat | Change | ge
e
.755 177.7
1 570 567| .44358 570 1] 134 .000
a 12
a. Predictors: (Constant), avg_Security
Model Summary
As seen |M R R | Adjust | Std. Change Statistics in the above 5
tables show |od Squa| edR | Error R F | dfl [ df2 | Sig.F | the stepwise
linear el re | Square | of the | Square [ Chan Chang | regression of
the customer Estimat| Change | ge e satisfaction
driving  the € online banking
in china. The 672 110. model 5 says
1 451 4471 50118 451 1] 134 .000
that the a 180 information
service which |a, Predictors: (Constant), avg_Information is the

independent

variable in this

research is having the highest influence on the online banking.The R square of exchange rate is 45.1%

which says that 45.1% of the total dependent variable i.e. Usage of online banking is influenced by the

information content. It says that majority of the customers prefer online banking for the information
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content.
The other independent variable is online banking design which have around 52.1-45.1=7%, of the
variance in online banking provided by the banking sector of the mainland china.
However for the SPEED model this valve is highest in 5 models and have 57.9% of the variance in

the dependent variable.

4.5 Coefficient model:

Coefficients?
Model Unstandardized | Standardiz t Sig. Correlations
Coefficients ed
Coefficien
ts
B Std. Beta Zero-or | Partial [ Part
Error der
(Constant) -.481 192 -2.513| .013
avg_Easy 304 .053 353 5.704| .000 Jq48| 447 222
avg_Design .040 .079 .040] .504| .615 722 .044| .020
! avg_speed 287 .062 289 4.635| .000 /61| .377| .180
avg_Securit
.061 .083 .061| .740| .461 755 .065| .029
y
avg_Inform
) 429 .056 364 7.625| .000 .672| .556| .297
ation
a. Dependent Variable: avg_CS

In multiple regressions the model takes the form of an equation that contains the coefficient of the

independent variables.From the above table the B value indicates us the individual contribution of the
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independent variables on the dependent variable.
The B value also tells us the relationship between the predictor and the outcome.

Thus from the table the following equation is obtained:

Y=a+b1*1+b2*2+b3*3+h4*4+h5*5+e

Y=-.481+0.304(Easy to use )

+0.404(Design )
+0.287( Speed )

+0.061( Security)
+0.429( Information ) +e

From the above estimated equation we can say that for b1, the coefficient of the independent variable
Easy of use shows that when there is one unit of increase in Easy of use than the demand for the Customer
satisfaction increase by 30.4%. This shows that there is a positive relationship between the Easy of use and
online banking .

Similarly for the estimated coefficient b2,0f the online banking Design shows that when there is one
unit of increase in the Online banking Design.This shows that there is a positive relationship between
Online banking Design and the Online banking customer satisfaction.. This says that most of the customers
prefer online banking to for the online banking web design.

We see b3,the coefficient of online banking Speed which shows that when there is one unit of increase
in the Online banking Speed ,there is 28.7% of the increase in the usage of online banking.Also there is a
positive relationship between Speed and customer satisfaction.

From the b4,we can see the coefficient of Online banking Security which shows that when there is one
unit of increase in the Online banking Security. Though there is 6.1% of the increase in the usage of Online
banking.It is a positive relationship between Online banking Security and Customer satisfaction.

IF we see b5 about Online banking Information shows that when there is one unit of increase in the
dependent variable usage of Online banking. This shows that there is a positive relationship between
Online banking Information and the customer satisfaction.This says that maximum of the customers prefer

online banking to for the Information more.

4.6 Multiple regression analysis:

Multiple regression analysis is a technique that allows additional factors to enter the analysis separately
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so that the effect of each can be estimated.Multiple regressions are essential when the investigator is only

interested on the overall influence of the dependent variable due to the independent variables.

Model Summary

Mod R R Adjusted | Std. Error Change Statistics
el Square | R Square | ofthe | R Square F df1 df2 Sig. F
Estimate | Change |Change Change
106.16
1 .8962 .803 .7196 .30465 .803 5 130 .000
7

a. Predictors: (Constant), avg_Information, avg_Easy, avg_speed, avg_Design, avg_Security

Here we have the R Square value as 0.80,which states that approximately 80.3% of the dependent
variable is influenced by the independent variable whereas the remaining 19.7% is influenced by other
external factors.Also the analysis is significant at 0.05%. Thus we can say that the model is fit.

There is not much wide difference between the R Square and the Adjusted R Square as they are only
differed by 0.07% which is very normally distributed in this model.
Thus overall the model is fit as it satisfies all the criteria for the model fit in the regression analysis.
And from the analysis it was known that online banking security is a poor predictor of the online
banking performance in China. Whereas the web sate design and information contents in online banking is
the strongest predictor of the bank performance in china about customers satisfaction to continue to using

online banking.

Chapter 5 Conclusion and Recommendation
5.0 Conclusions:

Banking as a service industry, high-quality service to the industry's survival and development have
played a crucial role. Competition among banks to win ultimately rely on banks to ensure service quality
and efficiency. The 21st century is emphasizing service, customer focus era, because the service is the
foundation of marketing, products and markets is to connect the bridge and link, a bank's reputation is
rooted in the quality of service it provides. Excellent quality of service is not only a market economy put

forward specific requirements for banks, but also becoming a bank's core competitiveness of the important
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contents of one of the great influence on its future development prospects.

Each age will have their own unique new things, and in the network economy era, online banking
came into being, it is an inevitable choice for the network economy era. "Online Banking™ service provides
users via online banking account inquiries, securities transfer and financial services such as online payment,
online banking in conventional banks, based on the network as the carrier and become a unique economic
development and e-commerce platform activities carriers must have their own unique advantages and
nature: (a) help to reduce operating costs and improve profitability; (b) independent of time and space
constraints, and expand customer base; (c) facilitate service innovation, to provide provide customers with
a wide array of personalized service. Based on the above characteristics, online banking has changed the
traditional image of banks and enhance the quality of traditional banking business.

China is well known all over the world for their regulation by the government in every sector.Similar
was done with the banking sector where the Chinese banking system has gone gradual reforms since 1978
to improve the effective factor which can play a major role in the bank performance of china.

By using the empirical model through regression analysis we have noticed that the Online banking
Information is the main which makes the customer satisfaction better in an effective manner in China. The
Information content includes the online banking application is useful, application provides current
information content,and the online banking application is easily understood etc. Which is the important
usage nowadays in the customers daily life.

Banks should lead the user to correctly understand and grasp the basic electronic banking safe use of
common sense. Banks to customers for online banking , the best to have a preliminary understanding on
the customer's computer , make the appropriate guidance. In addition, to improve customer service , the
customer technical problems arise when installing a certificate to provide appropriate site service
assistance . Online banking also need to strengthen financial innovation , technology and facilities to
enhance the hardware , software and services to enhance the humane. Not to online banking security as an
excuse to sacrifice the ease of operation . Electronic banking experts pointed out that only meet safety ,
function, operation, service and technology, five elements is the best online banking products.

Enhanced online banking business cooperation and technology development, in business, commercial
banks in the process of development of electronic communication and to strengthen cooperation in the
development of unified planning, unified standards and uniform standard . In view of the problem of
Internet banking laws and regulations to strengthen financial supervision network system security ,
enhanced online banking risk management , the establishment of safety certification centers to ensure the
security of online financial services ; guard against and defuse financial risks, but also to establish a sound
social credit system , Internet banking transactions in order to reduce risks and promote the development of

Internet banking norms , in addition to improving network security protection regulations , the
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development of network security products .

Our study shows that the in the China market ,online banking is on the rapid pace and in the long run
will proved to be an effective technology of providing services.
Research hypothesis findings:

H1: Here there is a positive relationship between the easy of use and customer satisfactions on the
online banking. The finding shows that wen there is one unit of increase in Online banking Easy of use
than the demand for the Online banking technology increase by 30.4% in the banking sector.

H2: Secondly, there is a positive relation between the online banking design and customer
satisfactions. The result shows that when there is one unit of increase in the Online banking web
Design,then there is 40.4% of increase in the dependent variable bank performance in China.

H3: Thirdly the transaction speed also presents as having the positive relationship with customer
satisfactions on the online banking . So we reject the null hypothesis and accept the real hypothesis. The
finding on the research shows that when there is one unit of increase in the transaction speed ,there is
28.7% of performance in the usage of online banking.

H4: Fourthly, here also we reject the null hypothesis and accept hypothesis H4, there is a positive
relation between the online banking security and customer satisfactions. The result shows that when there
is one unit of increase in the online banking,then there is 6.1% of increase in the dependent variable online
banking in China but less than other four hypothesis in China.

H5: At last the Information content and customer satisfactions on the online banking also have a
positive relation with the online banking performance of China. Thus we reject the null hypothesis and
accept the real hypothesis.The finding here show that when there is an increase on one unit in the
Information content in online banking, there is an increase of 42.9% of performance in the online banking
of China.

Form the practical point of view the online banking technology is considered as an effective tool to
provide efficient services to the customers.Also through this service the manual errors will be neglected
and diminished.

5.1 Recommendation of the study:

It is highly recommended from this research that the online banking is proved to be the entrance of new
generation in technology and also an effective time saver for the customers. but there are some of the errors
in this technology which is recommended to remove to provide the efficient service.

As china is having highest population there is a question of safety and security of the online banking
which is to be taken into account. China's banking system development and marketing aspect to consider
the needs of different groups of target customers, targeted to develop policies to enhance the customer's

intention to use online banking. According to the conclusions from our market segmentation strategy and
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web design majority report proposes the following four aspects:

(a) Banks should be in the marketing segment, according to the different customer groups and apply
different marketing strategies. According to the characteristic differences between different groups, the
implementation of appropriate advertising strategies for different promotions. In addition, the choice of the
customer, you can be the computer capability and economic clothing and good customer as a prime target
for online banking customers.

(b) In the advertising strategy should pay attention to advertising content and advertising channels to two
aspects. First in the advertising content for different groups to produce different ads. But no matter for
which groups should be to emphasize the online banking system stability, electronic channels of data
transmission security-based, online banking, electronic channels prominent road is trusted. So that
customers have the willingness to continue to use online banking. Secondly, in the ad content should
increase investment banking, online loans, online banking customers now banking functions are rarely used
propaganda to increase the range of customers to use online banking.

(c) Bank online banking customers should develop interest in maintaining structural guarantee. Different
customer groups in order to effectively increase the trust in electronic channels, thus increasing the
customers to use online banking and the intention to continue to use online banking.

(d) Banking sites should be designed to highlight the system's ease of use and security. First, the design of
user-friendly interface, making online banking operation simple and quick as possible, to avoid the
possibility of customer misuse. Second, in a prominent position to make a pair of online banking security
and privacy commitments to increase customer trust.

(e)The awareness of the online banking technology should be done by the bankers which will increase the
tendency of the customers satisfaction to use this new technology and continue to using.

(HThere are several customers who are not highly educated which makes them unable to use online
banking technology. thus the customer service should guide them and teach and encourage them to use this
online banking technology.

(9)The main language of china is mandarin and not all are familiar with English,thus it s the duty of the
banks to provide them the mobile banking services with the mandarin language rather than English. This
will increase the customers of the banks and make the work easier for them.

5.2 Contribution of the study:

This study presents important implications for research and practice. Despite the rapid growth of online
banking,previous research has mostly been confined to the adoption of online banking services. This study
focused,instead,on customer satisfaction. Therefore,the significant contribution of this study lies in its
initiation of research into customer satisfaction with,and customer loyalty towards,online banking. This

study concludes that online banking service plays a moderating role in relationships between antecedents
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and customer satisfaction with online banking.

The finding of this study have important implications for banking practitioners by providing strategic
insights into achieving customer satisfaction with online banking. Frist, information content play a
critical role in customer satisfaction with online banking. Recently, most online banking web sites provide
a variety of information areas such as investment,real estate,and personal financial planning. These
additional information services can provide a way to gain competitive advantage in online banking through
customer satisfaction. Second the online banking managers should continually invest in formation
technology to enhance system quality,such as design and speed. Thirdly, the security, due to the continuing
evolution of internet hacking techniques,customers are still concerned with the safety of financial
transactions over the internet. To satisfy and secure their customers,online banking managers must keep a
close eye on information content and security. Finally, easy of using online banking service appeared to be
influential factor in online banking customer satisfaction for customers. it is,therefore,desirable for online
banking managers to provide more customer support services to their new customers.

Internet banking use of modern financial technology , vigorously carry out online transactions , online
payment and inventory operations , expand business scope and increase revenue , the use of online banking
for businesses and residents fund balance inquiries, account transfers , third-party support , notifications ,
and other basic banking business services, but also the use of the Internet as a marketing channel , cross-
sell products and services such as deposit products , consumer credit, insurance , stock trading, fund
custody and other advanced services , and constantly upgrading and widening the field of space technology
innovation . Internet banking business innovation will drive the development. of the financial market
network . With online banking business in depth, the urgent need foreign exchange market , gold market ,
capital markets, money markets , insurance markets and financial derivatives markets network rapid
development ; conversely , network development in these markets can also enhance and facilitate
networking further development of the bank . Internet banking globalization, the international development
trend evident. With economic globalization and international development finance to accelerate the pace of
the world banking industry to actively use mergers and acquisitions to expand overseas , to take "playing
out, please come in™ in many ways, a variety of ways to expand the business , occupy the world market. At
present , China's overseas bank branches up to more than 600 , the introduction of more than 200 foreign
financial institutions . After the financial crisis , the profitability of the banking sector in terms of damage
to the economic recovery to seize the initiative, cost savings is undoubtedly the key to the future financial
management . And in order to " reduce the counter pressure to reduce operating costs ," said a online
banking, commercial banking business as the development of new distribution methods , banking business
has become an important part . Accelerate the process of online banking and e-commerce is the bank's

strategic choices. Financial website 's " 2009 electronic banking and risk management forum and awards
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ceremony ", industry experts agree that , for the banks, only good use online banking to attract customers,
helping consumers to solve practical problems, succeed in the new the territory of the war will seize the
opportunity to create a win-win situation .

5.3 Limitation of the study:

Although this study provides meaningful implications,it has some limitations. First,this study did not
analyze the national culture of China. Differences in national culture can affect consumers’s behavior in
using online banking services. In particular,China has strong collectivism and a high long-term orientation
and we can-not,therefore,be absolutely sure that the same results apply to other countries. In order to assure
the results, the study should be conducted in other countries. Second,this study could not control income
and occupation variables that can affect the results. Because most respondents were reluctant to complete
this information in the survey or not really information,we could not analyze the effects of these parameters.

Therefore,future research should text the influence and effect of these additional details.

5.4 Suggestions for the further research:

Influence individual satisfaction with online banking there are many factors, far more than five factors
proposed in this study. However, due to limitations of time and effort, not on the more influential factors
are discussed. In future studies, other factors can increase research on online banking use Satisfaction.
Recommendations for online banking marketing:

China's banking system development and marketing aspect to consider the needs of different groups of
target customers , targeted to develop policies to enhance the customer's intention to use online banking .
According to the conclusions from our market segmentation , advertising, information policy , influencing
factors and website design proposes the following four areas :

(1) Banks should be in the marketing segment , according to the different customer groups adopt
different marketing strategies. If the customer into the student population and social service groups is a
subdivision . According to the characteristic differences between different groups , the implementation of
appropriate advertising strategies for different promotions. In addition , the choice of the customer , can be
strong computer skills and economic foundations of good customer as a prime target for online banking
customers. This is because the computer self-efficacy on the intention to use the influence of different
groups are very significant, while the economic foundation of good customer can purchase PC dedicated
access to the Internet to solve the problem .

(2) In the advertising strategy should pay attention to advertising content and advertising channels to
two aspects . First in the advertising content for different groups to produce different ads , such as those for
social -service groups to be in advertising trustworthiness of electronic channels , the bank guarantee for

the interests of customers and the ease of use of online banking as the main promotional content . But no
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matter which group should be to emphasize the online banking system stability, electronic channels of data
transmission security -based, prominent online banking electronic channels are trusted. This is because of
the trust in electronic channels for each intended use online banking customer base effects are greatest .
Secondly, in the ad content should increase investment banking , online loan customers are now rarely used
online banking functions of publicity, increase the range of customers to use online banking . In the
advertising channel selection, put your ad content and advertising channels to adapt.

( 3 ) Bank online banking customers should develop interest in maintaining structural guarantee . This
study used online banking influence factors found in the online bank , through some system of contract to
protect the interests of bank customers helps increase customer trust. For example , the bank could be
developed on rational use of customers' personal information , financial information systems and
regulations , establish a clear protective measures to prevent online banking fraud , to avoid property
damage or lower customer loss amount.

( 4 ) Banking sites should be designed to highlight the system 's ease of use and security. First, the
design of user-friendly interface , making online banking operation simple and quick as possible , to avoid
the possibility of customer misuse . Second, in a prominent position to make a pair of online banking
security and privacy commitments to increase customer confidence and satisfaction .

Affect individual intentions to use online banking there are many factors, far more than the five
factors proposed in this study. However, due to limitations of time and effort, not on the more influential
factors are discussed. In future studies, other factors can increase research on online banking use intentions.
Satisfaction is a complex concept, influence customer satisfaction by many factors, this study is only based
on environmental characteristics of China's online banking to study the possible five factors on the impact
of online banking customers, to other possible factors affecting more discussion. Future studies further
attention other factors affect satisfaction.This study did not bank customers will be divided into several
categories, in future studies may be considered for bank customers a more detailed division, for example

based on industry, age, status, etc. using market segmentation.

[JCRT2012189 ] International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org ] 1636


http://www.ijcrt.org/

www.ijcrt.org © 2020 IJCRT | Volume 8, Issue 12 December 2020 | ISSN: 2320-2882

Reference List:
[1] Nielsen JF. Internet technology and customer linking in Nordic banking[J]. International
Journal of Service Industry Management.2003, 13(5): 475-496.
[2] Aladwani,A.M., & Palvia.P.C.(2002). Developing and validating an instrument for measuring user-perceived web
quality. Information and Management, 39(6),467-476
[3] Cheng,T.C.E.Lam,D.Y.C., &Yeung,A.C.L.,(2006). Adoption of internet banking:An empirical study in Hong
Kong.Decision Support Systems,42(3),1556-1572
[4] Courtier E, Gilpatrick K. Home Banking Missteps [J]. Credit Union Management, 1999,
22(3): 10-12.
[5] Churchill, G.A.,Jr.,&Surprenant,C.(1982).An Investigation into the determinants of customer satisfaction.Journal of
Marketing Research,19(4),491-504
[6] Heikki Karjaluoto, Minna Mattlia, Taplo Pento.Factors underlying attitude formation
towards online banking in Finland [J]. The International Journal of Bank Marketing. 2002,
20 (6): 261-272.
[7] M Sadip Sohail, Balachandran Shanmugham. E-banking and customer preferences in
Malaysia: An empirical investigation [J]. Information Sciences, 2003,150:207-217.
[8] Polatoglu VN, Ekin S. An empirical investigation of the Turkish consumers’ acceptance of
Internet banking services [J]. The International Journal of Bank Marketing.2001.19, 4/5:
156-165.
[9] Yi-Shun Wang, Yu-Min Wang, Hsin-Hui Lin, Tzung-I Tang. Determinants of user
acceptance of Internet banking: an empirical study [J]. International Journal of Service
Industry Management. 2003,14(5): 501-519.
[10] Siu-cheung Chan, Ming-te Lu. Understanding Internet Banking Adoption and Use
Behavior: A Hong Kong Perspective [J]. Journal of Global Information Management. 2004,
12 (3): 21-43.
[11] Bomil Suh, Ingoo Han. Effect of trust on customer acceptance of Internet banking [J].
Electronic Commerce Research and Applications.2002 (1): 247-263.
[12] Patrick YK Chau, Vincent SK Lai. An empirical Investigation of the Determinants of User

Acceptance of Internet Banking [J]. Journal of Organizational Computing and Electronic

IJCRT2012189 ] International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org | 1637


http://www.ijcrt.org/

www.ijcrt.org © 2020 IJCRT | Volume 8, Issue 12 December 2020 | ISSN: 2320-2882
Commerce. 2003, 13(2): 123-145.

[13] Philip Gerrard, J Barton Cunningham. The diffusion of Internet banking among Singapore
consumers [J]. The International Journal of Bank Marketing. 2003,21(1): 16-28. [14] Rogers EM.The Diffusion of
Innovations [M]. 4th Ed. New York: The Free Press, 1995.
[14] Palmer,J.W. (2002) Web site usability, design,and performance metrics. Information systems research, 13(2),151-167
[15] Ostlund LE. Perceived innovation attributes as predictors of innovativeness [J]. Journal of
Consumer Research. 1974,6 (1): 23-29.
[16] Matthew S Eastin. Diffusion of e-commerce: an analysis of the adoption of four
e-commerce activities [J]. Telematics and Informatics. 2002, (19): 251-267.
[17] Kim KK, Prabhakar B. Initial trust and the adoption of B2C e-commerce: The case of
Internet Banking [J]. Database for Advances in Information Systems.Spring 2004,35(2):
50-64.
[18] Mukherjee A, Nath P. A model of trust in online relationship banking [J]. The International
Journal of Bank Marketing.2003, (21,1): 5-15.
[19] Wen-Jang Jih, Shu-Yeng Wong, Tsung-Bin Chang. Effects of Perceived Risks on Adoption
of Internet Banking Services: An Empirical Investigation in Taiwan [J]. International
Journal of E-Business Research.2002, 1(1): 70-88.
[20] Mattila M, Karjaluoto H, Pento T. Internet banking adoption among mature customers:
early majority or laggards? [J]. The Journal of Services Marketing.2003, 17,4/5: 514-526.
[21] Sohail MS, Balachandran Shanmugham. E-banking and customer preferences in Malaysia:
An empirical investigation [J]. Information Sciences.2003, 150: 207-217.
[22] Ziqi Liao, Michael Tow Cheung. Internet-based e-banking and consumer attitudes: an
empirical study [J]. Information & Management. 2002, 39: 283-295.
[23] Mayer RC, Davis JH, Shoorman FD. An Integrative Model of Organizational Trust [J]. Academy of Management
Review.1995, 20(3): 709-734.
[24] Podaskoff, P. M., Mackenzie,S. B., Lee, J.-Y., & Podaskoff, N.P. (2003). Common method bias in behavioral research:
A critical review of the literature and recommended remedies. Journal of Applied Psychology, 88(5), 879-903
[25] Ranganathan, C.,&Ganapathy,S. (2002). Key dimensions of business-to-consumer web sites. Information and

Management, 39(6) 457-465

[26] Davis FD. Perceived Usefulness, Perceived Ease of Use, and User Acceptance of
Information Technology [J]. MIS Quarterly. 1989, 13(3): 318-339.
[27] Fishbein M, Ajzen 1. Belief, Attitude, Intention, and Behavior: An introduction to Theory

and Research [M]. MA: Addition-Wesly, 1975.

[JCRT2012189 ] International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org | 1638


http://www.ijcrt.org/

www.ijcrt.org © 2020 IJCRT | Volume 8, Issue 12 December 2020 | ISSN: 2320-2882

[28] VenkateshV, Davis FD. A Theoretical Extension of the Technology Acceptance Model:
Four Longitudinal Field Studies [J]. Management Science. 2000, 46(1): 86-204.

[29] Paul Legris, John Ingham, Pierre Collerette. Why do people use information technology? A
critical review of the technology acceptance model [J]. Information & Management.
2003,40:191-204.

[30] Patrick Y K Chau. Influence of computer attitude and self-efficacy on IT usage behabior
[J]. Journal of End User Computing, 2001,13(1):26-33.

[31] Cynthia Kriemenschneider, Bill C Hardgave. Explaining software development tool use
with the technology acceptance model [J]. The Journal of Computer Information Systerms,
2001,41(4):1-8.

[32] Said AL-Gahtani. The applicability of TAM outside North America: an empirical test in the
United Kingdom [J]. Information Resources Management Journal. 2001,14(3): 37-46.

[33] Patrick Y K Chau, Paul Jen-Hwa Hu. Information technology acceptance by individual
professionals: a model comparison approach [J]. Decision Science, 2001,32(4):699-719.

[34] Weiyin Hong, James YL Thong, Wai-Man Wong, Kar-Yan Tam. Determinants of user
acceptance of digital libraries: an empirical examination of individual differences and
system characteristics [J]. Journal of Management Information Systems,
2001,18(3):97-124.

[35] Marios Koufaris. Applying the technology acceptance model and flow theory to online
consumer behavior [J]. Information Systems Research. 2002,13(2):205-224.

[36] David Gefen. TAM or just plain habit: a look at experienced online shoppers [J]. Journal of
End User Computing. 2003,15(3):1-13.

[37] Leslie Stoel, Kyu Hye Lee. Modeling the effect of experience on student acceptance of
web-based courseware [J]. Internet Research,2003,13(5):364-374.

[38] Nelson Oly Ndubisi, Muhamad Jantan. Evaluating IS usage in Malaysian small and
medium-sized firms using the technology acceptance model [J]. Logistics Information
Management, 2003,16(6): 440-450.

[39] Inge M Klopping, Earl Mckinney. Extending the technology acceptance model and the
task-technology fit model to consumer e-commerce [J]. Information Technology, Learning,
and Performance Journal. 2004,22(1): 35-48.

[40] Chin-chien Wang, Yahui Hsu, Wenchang Fang. Acceptance of technology with network
externalities: an empirical study of Internet instant messaging services [J]. Journal of
Information Technology Theory and Appplication. 2004,6(4): 15-27.

[41] Jinsoo Park, Dongwon Lee, Joongho Ahn. Risk-focused e-commerce adoption model: a

[JCRT2012189 ] International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org | 1639


http://www.ijcrt.org/

www.ijcrt.org © 2020 IJCRT | Volume 8, Issue 12 December 2020 | ISSN: 2320-2882

cross-country study [J]. Journal of Global Information Technology Management. 2004,7(2):
6-30.

[42] Tero Pikkarainen, Kari Pinkkarainen, Heikki Karjaluoto and Seppo Pahnila. Consumer
acceptance of online banking: an extension of the technology acceptance model [J].

Internet Reaearch, 2004,14(3): 224-235.

[43] Mirella Kleijnen, Martin Wetzels, Ko De Ruyter. Consumer acceptance of wireless finance
[J]. Journal of Financial Services Marketing. 2004,8(3): 206-217.

[44] Min Gong, Yan Xu, Yuecheng Yu. An enhanced technology acceptance model for web-
based learning [J]. Journal of Information Systems Education. 2004,15(4): 365-374.

[45] Ibrahim Elbeltagi, Nei Mcbride, Glenn Hardaker. Evaluating the factors affecting DSS
usage by senior managers in local authorities in Egypt [J]. Journal of Global Information
Management. 2005,13(2): 42-65.

[46] Eugenia Huang. The acceptance of women-centric websites [J]. The Journal of Computer
Information Systems, 2005,45(4): 75-83

[47] Nelson Oly Ndubisi, Omprakash K Gupta, Gibson C Ndubisi. The moguls” model of
computing: integrating the moderating impact of users’  persona into the technology
acceptance model [J]. Journal of Global Information Technology Management. 2005,8(1):

27-47.

[48] Jen-Her Wu, Shu-Ching Wang. What drives mobile commerce? An empirical evaluation of
the revised technology acceptance model [J]. Information & Management.
2005,42,719-729.

[49] Bauer R. Consumer Behavior as Risk Taking [A]. 43rd National Conference of the
American Marketing Association[C]. 1960: 389-398.

[50] Cunningham SM. The major dimensions of perceived risk [A]. Cox DF. Risk Taking and
Information Handling in Consumer Behavior[C]. Boston: Graduate School of Business
Administration, Harvard University Press, 1967. 83-108.

[51] Stone Robert N, FW Winter. Risk is it still uncertainty times consequence? [A] In Belk,
R.X.et al. (Ed.). Proceedings of the American Marketing Association, Winter Educators
Conference[C]. Chiacgo:IL, 1987. 261-265.

[52] Mitchell VW. Consumer perceived risk: conceptualizations and models [J]. European
Journal of Marketing, 1999, 33(1/2): 163-195

[53] Javenpaa SL, Tractinsky N. Consumer trust in an Internet store: A cross-cultural validation
[J]. Journal of Computer-Mediated Communication. 1999, 5(1): 1 - 36.

[54] Mitchell, A. A., & Dacin, P. A. (1996). The assessment of alternative measures of consumer expertise. The Journal of

IJCRT2012189 ] International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org | 1640


http://www.ijcrt.org/

www.ijcrt.org © 2020 IJCRT | Volume 8, Issue 12 December 2020 | ISSN: 2320-2882
Consumer Research, 23(3),219-239

[55] Maenpaa,K., Kale, S. H., &Kuusela, H. (2008) .Consumer perceptions of Internet banking in Finland: The moderating
role of familiarity. Journal of Retailling and Consumer Services,15(4) 266-276
[56] McKnight D H,Chervany N L. Conceptualizing Trust: A Typology and E-Commerce
Customer Relationships Model[A] . Proceedings of the 34th Hawaii International Conference on System Sciences[C],
2001.
[57] Joseph, M., & Stone, G.(2003). An empirical evaluation of US bank cusomer perceptions of the impact of technology
on service delivery in the banking sector. International Journal of Retail and Distribution Management,31(4).190-202
[58] Jun, M., & Cai, S. (2001) The key determinants of Internet banking service quality: A content analysis. The
International Journal of Bank Marketing, 19(7)276-291
[59] Rousseau DS, Sitkin RB, Camerer C. Not so different after all: A cross-discipline view of
trust [J]. The Academy of Management Review. 1998, 23(3): 393-404.
[60] Ranganathan, C., & Ganapathy, S. (2002). Key dimensions of business-to-cunsumer web sites. Information and
Management, 39(6) 457-465
[61] Chaudhury A, Mallick DN, Rao HR. Web Channels in E-commerce [J]. Communications
of the ACM. 2001,44(1): 99-104.
[62] Nooteboom B, Berger H, Noorderhaven N. Effects of trust and governance on relational
risk [J]. Academy of Management Journal. 1997, 40(2): 308-338.
[63] Zucker L. Production of trust: Institutional sources of economic structure, 1940-1920[A].
In BM Staw and L Cummings (Eds). Research in Organizational Behavior[C], Greenwich
CT: JAI Press, 1986.53-111.
[64] McHaney,R., & Cronan, T. P. (1998) .Computer simulation success: On the use of the end-user computing satisfaction
instrument: A comment.Decision Sciences,29(2)525-536
[65] McKnight DH, Chervany NL. What Trust Means in E -Commerce Customer Relationships:
An Interdisciplinary Conceptual Typology [J]. International Journal of Electronic
Commerce. 2002, 6(2): 35 - 59.
[66] Ratnasingam P, Pavlou PA. Technology Trust in B2B Electronic Commerce: Conceptual
Foundations, in K. Kangas [M]. Strategies for Information Technology Management,
forthcoming. Idea Group Publishing, Hershey, 2003: 200 - 215.
[67] McKnight DH, Cummings LL, Chervany NL. Initial Trust Formation in New
Organizational Relationships [J]. Academy of Management Review. 1998, 23(3): 473 -
490.
[68] KJ Stewart. Transference as a means of building trust in World Wide Web sites [A]. in:

Proceedings of the 20th International Conference on Information Systems[C]. 1999.

[JCRT2012189 ] International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org ] 1641


http://www.ijcrt.org/

www.ijcrt.org © 2020 IJCRT | Volume 8, Issue 12 December 2020 | ISSN: 2320-2882

459 - 464,

[69] C Cheung, MKO Lee. Trust in Internet shopping: a proposed model and measurement
instrument [A]. in: Proceedings of the 6th Americas Conference on Information Systems
[C]. 2000. 681 - 689.

[70] ABorchers. Trust in Internet shopping: a test of a measure-Commenment [A]. in:
Proceedings of the 7th Americas Conference on Information Systems[C]. 2001. 799 - 803.

[71] Corritore S, Kracher B, Weidenbeck S. On-line trust: concepts, evolving themes, a model
[J]. International Journal of Human-Computer Interaction. 2003, 58(6): 737-758.

[72] Ramnath KC, Paul AP. Perceived information security, financial liability and consumer
trust in electronic commerce transactions [J], Logistics Information Management. 2002. 15(5/6): 358-368.

[73] Bill Doolin, Sturat Dillon, Fiona Thompson, James L Corner. Percieved risk, the Internet
shopping experience and online purchasing behavior: a New Zealand Perspective [J].

Journal of Global Information Management. Apr-Jun 2005,13,2:66-88.

[74] Barber B. The logic and limits of trust [M]. New Brunswick, NJ: Rutgers University Press.
1983.

[75] Bandura A. Social Foundations of Thought and Action: A Social Cognitive Theory [M].
Englewood Cliffs NJ: Prentice Hall, 1986.

[76] Compeau DR, Higgins CA. Application of Social Cognitive Theory to Training for
Computer SKill [J]. Information Systems Research, 1995,6(2): 118-143.

[77] Dahlberg T, Mallat N, Oérni A. Trust enhanced Technology Acceptance Model -Consumer
acceptance of mobile payment solutions [A]. Proceedings of the Stockholm Mability
Roundtable[C], Stockholm, 2003.

[78] Agarwal R, Sambamurthy V, Stair RM. Research report: the evolving relationship between
general and specific computer self-efficacy - an empirical assessment [J]. Information
Systems Research. 2000,11(4): 418-430.

[79] ChauPY K. Influence of computer attitude and self-efficacy on IT usage behavior [J],
Journal of End User Computing. 2001,13(1): 26-33.

[80] Venkatesh V, Davis FD. A Model of the Perceived Ease of Use: Development and Test [J].
Decision Sciences. 1996, 27(3): 451-481.

[81] Agarwal R, Prasad J. Are individual differences germane to the acceptance of new
information technologies [J]. Decision Science, 1999, 30 (2): 361-391.

[82] Anne M Smith. Some problems when adopting Churchill” s Paradigm for the development
of service quality measurement scales [J]. Journal of Business Research. 1999,46:

109 - 120.

[JCRT2012189 ] International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org | 1642


http://www.ijcrt.org/

www.ijcrt.org © 2020 IJCRT | Volume 8, Issue 12 December 2020 | ISSN: 2320-2882

[86] JF HariJr, RE Anderson, RL Tatham, WC Black. Multivariate Data Analysis [M]. 5th
Edition. Prentice-Hall, Upper Saddle River. NJ. 1998.
[87] LA Hayduk. Structural Equation Modeling with LISREL: Essentials and Advances [M].
The Johns Hopkins University Press, Baltimore, MD. 1987.
[88] JEtezadi-Amoli, AF Farhoomand. A Structural Model of End User Computing Satisfaction and User Performance
[J], Information and Managemeng. 1996,36(1), 65-73.
[89] Fornell C, Larcker DF. Structural Equation Model with Unobservable Variables and
Measurement Error: Algebra and statistics [J]. Journal of Marketing Research, 1981, 18(3):
382-389.
[90] Zviran,M., Glezer, C., & Avni, |. (2006) . USER satisfaction from commercial web sites; The effect of design and use.

Information and Management ,43(2),157-178

IJCRT2012189 ] International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org | 1643


http://www.ijcrt.org/

www.ijcrt.org © 2020 IJCRT | Volume 8, Issue 12 December 2020 | ISSN: 2320-2882

APPENDIXES:
APPENDIX A: DESCRIPTIVE

A) RESEARCH FRAMEWORK

Ease of uss

Design

Transaction Speed Customer
satisfaction
Security
Information content
1 STATISTICS OF RESPONDENTS
Statistics
Gender Age Education Income Position | Experience
I Walid 136 136 136 136 136 136
Missing 14 14 14 14 14 14

2 AGE
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Aqge
Cumulative
Frequency Fercent | Valid Percent Percent
Walid 1810 30 83 553 61.0 61.0
31 to 40 2a 18.7 206 g1.6
41 to &0 19 127 140 856
51 to 60 al 3.3 a7 893
61 and above 1 i i 100.0
Total 136 80.7 100.0
Missing  System 14 9.3
Total 1580 100.0
Age
100
80
& a0
| =
@
3
o
2
[T
40
207
0 T T T T T
181t0 30 31to 40 41 to 50 51 to B0 61 and above
Age
3 EDUCATION
Education
Frequency | Percent | Valid Percent | Cumulative
Percent
Valid High School 2 1.3 1.5 1.5
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Diploma 10 6.7 7.4 8.8
Bachelor Degree 36 24.0 26.5 35.3
Master 74 49.3 54.4 89.7
PhD 14 9.3 10.3 100.0
Total 136 90.7 100.0
Missing [ System 14 9.3
Total 150 100.0
Education
50
G501
-]
£
Q
3
o 40
w
20
0 T T T T T
High School Diploma Bachelor Degree Master PhD
Education
4 POSITION
Position
Frequency | Percent [ Valid Percent [ Cumulative
Percent
Owner 25 16.7 18.4 18.4
Owner/Manager 27 18.0 19.9 38.2
Manager 32 21.3 23.5 61.8
Valid
Director 30 20.0 22.1 83.8
Others 22 14.7 16.2 100.0
Total 136 90.7 100.0
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Missing | System 14 9.3
Total 150 100.0
Position
40
307
Fry
|
Q
3
g 20
[T
104
o T T T T T
Owner CwnerManager Manager Director Cthers
Position
5 INCOME
Income
Frequency | Percent Valid Cumulative
Percent Percent
Less than RM 2000 24 16.0 17.6 17.6
Between RM 2000 to
13 8.7 9.6 27.2
RM 4000
Between RM 4000 to
48 32.0 35.3 62.5
Valid RM 6000
Between RM 6000 to
30 20.0 22.1 84.6
RM 8000
Above RM 8000 21 14.0 15.4 100.0
Total 136 90.7 100.0
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Missing [ System 14 9.3
Total 150 100.0
507
40
& 30-
=
Q
=3
o
Q
w
20
1071
0
2, 227 229 22y gz
6 EXPERIENCE
Experience
Frequency | Percent |Valid Percent| Cumulative
Percent
Less than 1 year 21 14.0 154 154
1to 2 years 7 4.7 51 20.6
310 5 years 23 15.3 16.9 37.5
Valid 5to 10 years 48 32.0 35.3 72.8
More then 10
37 24.7 27.2 100.0
years
Total 136 90.7 100.0
Missing | System 14 9.3
Total 150 100.0
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Experience
50
40
& a0+
3
=3
o
1]
w
20
10
0 T T T T T
Less than 1 year 1to 2 years 3to S years Sto 10 years More then 10 years
Experience
7 GENDER
Gender
Frequency | Percent | Valid Percent Cumulative
Percent
male 78 52.0 57.4 57.4
Valid female 58 38.7 42.6 100.0
Total 136 90.7 100.0
Missing [ System 14 9.3
Total 150 100.0
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Gender
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20
0 T T
male female
Gender
APPENDIX B: REGRESSION ANALYSIS
A) CORRELATION TEST
Correlations
avg_Informati
avg_Easy | avg_Design | avg_speed | avg_Security on
avg_Easy Pearson Correlation 1 681 B73 735 363
Sig. (2-tailed) .0oa 000 .0oo .0o0
M 136 136 136 136 136
avg_Design Pearson Correlation 681 1 740 838 486
Sig. (2-tailed) 000 000 .00o .000
M 136 136 136 136 136
avg_speed Pearson Correlation 673 740 1 683 448
Sig. (2-tailed) 000 .000 .00o .000
& 136 136 136 136 136
avg_Security Pearson Correlation 735 838 BB3 1 559
Sig. (2-tailed) 000 .0oa 000 .0o0
M 136 136 136 136 136
avg_Information  Pearson Correlation 353 486 448 BRG 1
Sig. (2-tailed) 000 .000 000 .00o
M 136 136 136 136 136

** Correlation is significant atthe 0.01 level (2-tailed).

significant at the 0.01 level (2-tailed).

B) RELIABILITY TEST

Correlation
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Reliabhility Statistics
Cronbach’s Alpha | N of Items
802

LA

C) STEPWISE MODEL

Model Summary
Mo| R R [Adjusted| Std. Change Statistics
del Squar R Error of R F dfl | df2 | Sig.F
e Square the Sauare | Chan Chanae
Model Summary
Mo| R R | Adjuste [ Std. Change Statistics
1 .748% .560 557 .44886 .560 1| 134 .000
13

a. Predictors: (Constant), avg_Easy

Model Summary

Mo| R R | Adjuste [ Std. Change Statistics
del Squa| dR |Errorof R F dfl | df2 | Sig.F
re | Square | the | Square | Chan Change

Estimat Change | ge

e
146.0
1 |.722%| 521 .518| .46800 521 2 1] 134 .000
a. Predictors: (Constant), avg_Design
Model Summary
Mo| R R | Adjuste Std. Change Statistics
del Squar| dR Error of R F dflt | df2 | Sig.F
e | Square | the | Square | Chan Change

Estimate Change | ge

183.9
1 .761%| 579 575 43921 579 1| 134 .000
43

a. Predictors: (Constant), avg_speed
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del Squar| dR | Error of R F dfl | df2 | Sig.F
e Square the Square | Chan Change
Estimat | Change | ge
e
177.7
1 .755%| .570 567| .44358 570 1o 1| 134 .000
a. Predictors: (Constant), avg_Security
Model Summary
Mo| R R | Adjuste [ Std. Change Statistics
del Squar|{ dR Error of R F dfl | df2 | Sig.F
e | Square | the | Square | Chan Change
Estimat | Change | ge
e
110.1
1 672 451 A447| 50118 451 1] 134 .000
80
a. Predictors: (Constant), avg_Information

IJCRT2012189 ] International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org ] 1652



http://www.ijcrt.org/

www.ijcrt.org © 2020 IJCRT | Volume 8, Issue 12 December 2020 | ISSN: 2320-2882

D) COEFFICIENT MODEL

Coefficients?
Model Unstandardized | Standardi t Sig. Correlations
Coefficients zed
Coefficie
nts
B Std. Beta Zero-or | Partial | Part
Error der
E) (Constant) -.481 192 -2513| .013
avg_Easy 304 .053 .353| 5.704( .000 748 447 222
avg_Desig
.040 .079 .040| .504( .615 722 .044| .020
n
1 [avg_speed 287 .062 .289| 4.635( .000 761 .377| .180
avg_Securi
.061 .083 .061| .740( .461 755 .065| .029
ty
avg_Infor
429 .056 .364| 7.625( .000 672 .556| .297
mation
a. Dependent Variable: avg_CS

MULTIPLE REGRESSION

Model Summary

Mo R R | Adjusted | Std. Error Change Statistics
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del Squar | R Square | ofthe | R Square F dfl | df2 Sig. F
e Estimate | Change | Chang Change
e
106.16
1 .896%| .803 796 .30465 .803 . 5| 130 .000
a. Predictors: (Constant), avg_Information, avg_Easy, avg_speed, avg_Design,
avg_Security

Survey Questionnaire

Dear Respondents,
My name is Wang xijia and i am studying Master of Business Administration specialization with
Finance & Banking in LIMKOKWING University of Creative Technology, Centre of Post Graduate

Studies, and Located at Kuala Lumpur, Malaysia.

The main purpose of this questionnaire is to get the data’s for my research conducting on Antecedents of
customer satisfaction with online banking in China.In relation to this, the emphasis of this study will focus
on the importance of online banking in today’s world. It will also give a brief literature review on the

effective usage of online banking.

Your participation in this study is very important. This questionnaire is confidential and your
personal details will be used only for academic purpose only.
If your have any questions concerning the research study,please feel free to contact me.

Thank you for your participation and cooperation in this survey.

Name: Wang xijia
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Email; xijia77@163.com

Contact NO: 008613811833348

Part 1 Demographic information
(Please indicate your choice,by ticking the correct box)
1. Gender(TEH]):
[ IMale [ ]Female
2. Respondent’s Age:(4E#8)
a.18-29 years[ ] b.30-39 years[ ] c.40-49years[ ] d.50 or above 50 years[ ]
3.Level of Education: (%)
a. Diploma] ] b.Bachelor’s Degree[ ] c.Masters[ ] d.Professional[ ] e.Others[ ]
CRE) (AED (WF7eA) QYN (e
4.How many years of work experience do you have?
G R TR TR ? O
al-4years|] ] b.5-Qyears|] ] c.10-14years| ] d.15-19years[ ]
5.What is your position in the job?
Ciff ) S AE TAE TR YRR 1 KF-2 )
a. Juniorlevel[ ] b.Seniorlevel[ ] c.Top management[ ] d.others[ ]
€I (P g0 (& T (GHED
6.In which department you work?
CREAEMEAN BT AR ? O
a.Finance[ ] b.Accounts[ ] c.Administration[ ] d.Sales[ ] e.Marketing[ ]
FS5HID  (2ErD GTBGERTD CRAEERTTD (s
7.In which area is you employee?
RN AR )& T 0 el 2 )

a.Public sector[ ] b.Private sector[ ] c.Others[ ]
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8.What is your monthly income?

A Less than RM 2000

B Between RM 2000 to RM 4000

C Between RM 4000 to RM 6000

D Between RM 6000 to RM 8000

E  Above RM 8000

9.Are you satisfied with the online banking performance in China?
T I S0 o [ A ARAT B Y _EARAT IR =4 2 )

A. Satisfied[ ] b.Not satisfied[ ] c.Makes no difference[ ]
=D (AN ED (ANERD

Part B: Questionnaire items
Please read the following instructions before you start.
For each statement,there are 5 choices--Strongly disagree; Disagree; Neutral; Agree; Strongly Agree; you
can only choose one.
Please indicate your choice by ticking any box.
A Ease of use (adapted from yoon and kim(2009)study)
1. This online banking application has easy navigation
(TEZRARAT B N FH AR 7 e b AT AT X 4R AT
2. This online banking application has easy transaction processing
(- 8RAT HI 5 5 R N AR P AR 28 Sy ik N D
3. More easy to using online banking to let more people to use.
(EREGRHHM ERITZ S8t B2 NIRRT

B Design (adapted from Aladwani and Palvia (2002) and Yoon and kim (2009)studies)
1.This online banking application has a neat and tidy web design
(P _EHRATA — A5 B R )
2..The online banking application has a web design which is ease to use.
C W_EARAT AR DO TE B fa oL, s D5 S50 0
3.The online banking application has an attractive web design.

(P EARAT B vt B R 51 )
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C  Security (adapted from Suh and Han(2003)and yoon and kim (2009)studies)

1. The security devices of this online banking application properly transfer the data this is sent by me (7t
LRARAT 1) 22 A B £ o3 IERR AL 1 R tH I it D
2. The security devices of this online banking application protect the data that is sent by me.( 7E£84R1T 1Y
2R R R RALE R EED
3. The security devices of this online banking application do not permit changes to data that are sent by me.
CFELRARAT I 2 A B & PR AL IE AR 9 Hed)
4. Due to security devices,this online banking application does not deny the facts of the data sent by me.
(BT R4, ELRITASKIERTIMEEREIRE
D Speed (adapted from Aladwani and Palvia(2002) and Yoon and Kim (2009)studies)
1. The connection speed of this online banking application is fast.
(TELRHRAT R FEAR PO
2. The transaction processing speed in this online banking application is fast.
P 1 R AT FR 28 55 A B B2 RO
3. The page loading speed of this online banking application is fast.
CP R AT FR) T AN A8 3 RO
E Information content (adapted from and Aladwani and Palvia (2002) and Yoon and Kim(2009)
studies)
1 The information content of this online banking application is useful.
(P8R AT B 2 IR e A A B2 T D
2 This online banking application provides relevant information content.
(P _E8RAT RIS IR P4 A3 7 AR BB B A A
3 This online banking application provides current information content.
(M ARAT 5 aT S S A
4 The information content of this online banking application is easily understood.
(5 BAEM _EARAT BN T2 2 S ik NERAR D
F Customer satisfaction (adapted from Rod,Ashill, Shao,Carruthers (2009) studies)
1 I am satisfied with the transaction processing in the online banking application
CHRI = Y _EARAT 55 AR B N FED
2 | am satisfied with the services provided by this online banking application.
CHX M _EERAT BT A ) 2 FH R 1 ) i 553 7))
3 Onthe whole I am satisfied with this online banking application.

CRARSR UL, Foxh i _EARAT B B2 FH AR 7 50
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