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Abstract

Extant literature has shown conflicting results on the relationship
between e-banking and bank customer satisfaction. Moreover, this
research area has scanty empirical evidence in Nigeria. As a result,
this study examined the relationship between e-banking and
customer satisfaction in Enugu, Nigeria. The research was
anchored on Davis’ (1989) technology acceptance model. The
study population comprises 1,004,132 adult bank customers. A
sample of 400 customers was determined using Yamane’s
formula. The survey utilized convenience sampling to select
participants who had used the e-banking tools. The research data
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were collected and analyzed using a structured questionnaire and (omejike@gmail.com)

Pearson Product-moment Correlation technique. The survey
determined a positive correlation among Internet banking, ATM,
POS, mobile banking, and customer satisfaction. The management
of banks was advised to conduct period security checks on the
firm’s websites; monitor and update ATMs at regular intervals;
standardize POS service operations and charges for banks and
independent operators; and deploy user-friendly mobile Apps for
effective service delivery.
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1. Introduction

In Nigeria, electronic banking (e-banking) has increased tremendously. The banks make the
most use of e-banking tools such as Automated Teller Machine (ATM), mobile banking, internet
banking, and point of sales (POS) (Mang, John, John, 2023; Okoro, 2013) to outcompete rivals
(Mohammad & Bello, 2022). In a 2022 report, ATM, POS, internet transfers, and mobile app
transfers recorded 1,506,991,903.00; 3,885,782,065; 14,063,927,436; and 1,861,362,984
volumes of transactions that amounted to NGN32,648,023,588,216.20,
NGN41,035,801,320,926.60; NGN783,660,029,415,336.00; and NGN111,122,110,680,403.00,
respectively (Central Bank of Nigeria, 2022). The e-banking usage was connected to the
increasing use of information communication technology; the desire to maximize service time;
and the quest for convenient transactions. The surge in e-banking indicates changes in customer
lifestyle and their preference for contactless banking (Parveen, Saghir, & Beg, 2023). Commercial
banks tend to review customer payment patterns to understand a suitable e-banking tool for
their services. Despite its adoption, e-banking was underutilized to the extent that banks were
not as productive as they should be (Mang, John & John, 2023). Mang, John, & John (2023)
reported that only ATMs made a significant contribution to GTB’s profitability while POS, mobile
banking, and Internet banking made insignificant contributions to the profitability of the bank.

It was becoming clear that e-banking has not got to the peak of its performance in Nigeria.
This was why Nwekpa, Djobissie, Chukwuma & Ezezue (2020) raised concerns about faulty
ATMs, service outages, online fraud, and failed transactions. Although banks have difficulty
resolving failed transactions, e-banking usage is relatively massive. The study was motivated by
some recent conflicting reports on the relationship between e-banking and bank customer
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satisfaction in different areas. On one hand, e-banking instruments had a significant influence on
customer satisfaction (Anyadighibe, Ebitu, Ezekiel, Edim, & Asueze, 2023; Ismaila, & Akintola,
2023). On the contrary, there was an insignificant relationship between e-banking and customer
satisfaction (Oyedele, Remi-Aworemi, Aworemi & Abiri, 2023). To close an existing research gap
in Southeastern Nigeria, the study investigates the relationship between e-banking and
customer satisfaction in Enugu, Nigeria.

1.1. Review of Related Literature
a. Electronic Banking (E-banking)

E-banking involves the use of devices to provide financial services. E-banking involves using
electronic and internet-driven services without visiting the bank (Yaqub & Odeleye, 2017). E-
banking techniques are tools used by banks to ensure the availability and accessibility of
financial services (ALafeef, 2020). The tools include Internet (Web) banking, ATM, POS, and
mobile banking (Chimaobi, Akujor, and Mbah, 2020; Mohammad, 2015).

Internet banking is an e-banking tool that involves the use of a bank’s website to enable the
customer to complete transactions (Chimaobi, Akujor, and Mbah, 2020). Internet banking is
used to check account balances, conduct inter-account transfers, and pay bills. It empowers
customers to search, identify, and obtain valuable banking information from the comfort of their
location. Internet banking has established statistical influence on customer satisfaction
(Anyadighibe, Ebitu, Ezekiel, Edim, & Asueze, 2023; Ismaila, & Akintola, 2023; Mohammad &
Bello, 2022; Chimaobi, Akujor, & Mbah, 2020). This study hypothesized that:

Hi: Internet banking does not significantly relate to customer satisfaction in Enugu, Nigeria.

Automated Teller Machine (ATM) was introduced to decongest banking halls and to provide
a better service experience. In 2003, ATMs were first deployed by the United Bank for Africa
(UBA) and the First Bank of Nigeria (FBN) (Chimaobi, Akujor, and Mbah, 2020). ATM is a
computer-controlled, self-service machine that dispenses cash and performs some human teller
functions with a personal identification number (PIN) (Mohammad & Bello, 2022; Tefera, 2018;
Ikechi, Robinson, & Emelike, 2018). ATM is useful for cash transfers, cash withdrawals, purchase
of recharge cards, and other transactions. It helps in making cash available to customers at all
times (Chimaobi, Akujor, & Mbah, 2020). ATM statistically correlated with bank customer
satisfaction in previous studies (Anyadighibe, Ebitu, Ezekiel, Edim, & Asueze, 2023; Mohammad
& Bello, 2022; Chimaobi, Akujor, & Mbah, 2020; Amene & Buta, 2019; Ikechi Robinson and
Emelike, 2018; Yaqub & Odeleye, 2017). In very few studies, ATMs had an insignificant influence
on customer service experience (Ismaila, & Akintola, 2023). This research hypothesized that:

Hz: There is no significant relationship between ATM and customer satisfaction in Enugu
Nigeria.

The point of sale (POS) is the location where a bank transaction occurs (Worku, Tilahun,
and Tafa, 2016). It is an electronic device that is useful for credit card transactions (Mohammad
& Bello, 2022). POS is an online system that uses a debit card to facilitate funds transfer within
an outlet (Mang, John, & John, 2023). It is a bank service tool that facilitates payments, cash
transfers, withdrawals, and deposits. POS machines create and print receipts as material
evidence of service delivery. The POS system has attracted huge investment from entrepreneurs
recently (Chimaobi, Akujor, and Mbah, 2020). POS was an important predictor of bank customer
satisfaction (Anyadighibe, Ebitu, Ezekiel, Edim, & Asueze, 2023; Ismaila, & Akintola, 2023; Yaqub
& Odeleye, 2017). On the contrary, a few studies reported an insignificant relationship between
POS and bank customer satisfaction (Mohammad & Bello, 2022; Chimaobi, Akujor, & Mbah,
2020). The study hypothesizes that:

Hs: Point of sale does not significantly influence customer satisfaction in Enugu Nigeria.

Mobile banking (or M-banking,) describes the use of mobile phones and other smart devices
to perform balance checks, make payments and cash transfers, and apply for credit facilities
(Mang, John, & John, 2023; Worku, Tilahun, and Tafa, 2016). As the most convenient self-service
technology, mobile banking eliminates queues and saves service time. Mobile banking is
boundless as it is functional in most locations (Chimaobi, Akujor, and Mbah, 2020). Previous
studies determined the influence of mobile banking and bank customer satisfaction
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(Anyadighibe, Ebitu, Ezekiel, Edim, & Asueze, 2023; Chimaobi, Akujor, & Mbah, 2020) except in
Mohammad & Bello’s (2022) study. This study hypothesized that:
H4: Mobile banking has no significant relationship with customer satisfaction in Enugu Nigeria.

b. Customer Satisfaction

Customer satisfaction has been defined as a measure of the extent to which a service meets
customer expectations (Ikechi, Robinson, and Emelike, 2018). It was also described as a feeling
that a particular service has met customer requirements (Chimaobi, Akujor, and Mbah, 2020).
Customers tend to favor modern banking that delivers expected service without requiring them
to queue in the banking hall (Chimaobi, Akujor, & Mbah, 2020). They evaluate service
performance by comparing the service they expected with their perceived service experience
(Nwekpa, Djobissie, Chukwuma, and Ezezue, 2020).

c. Conceptual Framework

E-banking techniques perform similar functions using different platforms in various service
situations. The techniques relate and are dependent on each other. Banks link the e-banking
tools for effective service delivery. The techniques are potential predictors of customer
satisfaction because customers like to get financial service themselves, on their own time, and
from the comfort of their locations. The techniques must serve the purposes for which they were
developed and they must be easy for customers to use without external assistance. These basic
assumptions are encapsulated in Davis’ (1989) Technology Acceptance Model (TAM). Customer
satisfaction is dependent on the extent to which Internet banking, ATM, POS, and mobile banking
meet the perceived customer expectations.

/ E-banking Techniques

:

ATM

— @@

/ Customer Satisfaction

POS

Internet Banking ]\

:

Mobile Banking /}
\.

Figure 1. Relationship between e-banking and Customer Satisfaction
Source: Development by Reseacher (2024)

d. Technology Acceptance Model (TAM)

The Technology Acceptance Model (TAM) was introduced by Davis in 1989. The theory was
the foundation of technology adoption and diffusion research (Parveen, Saghir, & Beg, 2023).
The theory assumes that innovation acceptability is determined by its usefulness and ease of
use. TAM suggested that perceived technology usefulness, ease of use, customer attitude, and
intention influence when and how the technology is used (Mang, John, & John, 2023). E-banking
appeals to bank customers and becomes acceptable when it serves a useful purpose and when it
is easy to use, otherwise, customers will ignore the innovation. E-banking tools are required to
facilitate service enquiry, inter-bank-payments, and loan processing, without having direct
contact with the bank. The services must be conducted using a simple procedure that guarantees
instant service delivery.
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2. Methods

The study adopted a descriptive survey research design. The study was conducted in Enugu
North Local Government Area, the commercial hub of Enugu State, the capital of old Eastern
Nigeria. The population of the study comprises adult bank customers in Maryland, Garki
Awknanaw, Uwani, Achara Layout, Emene, Abakpa, Trans Ekulu, Iva Valley, GRA, Ogbete, Asata,
Ogui, Independence Layout, New Haven, Nike with a total of one million, four thousand, and one
hundred and thirty-two (1,004,132) (NPC, 1991), see appendix 3 for details. The population
figure was determined using a 3.5% growth rate proposed by the National Population
Commission (Vanguard, 2016). A sample of 400 was determined using Yamane’s (1964) formula
(see Appendix 2). The sample of each locality was proportionally allocated using Kumar’s (1976)
formula (see Appendix 3). The research used a convenience sampling technique to select the
research respondents because of similar characteristics of the study population (Hair, Bush &
Ortinau, 2000). The research carefully selected adults with presumed knowledge of e-banking.
Primary data were obtained using a structured questionnaire. Content validity was conducted
on the research instrument before its reliability test with Cronbach Alpha. The Pearson Product-
moment Correlation technique was used for the analysis of data.

The research showed the reliability coefficients of the variables. It was determined that the
variables exceeded the benchmark of 0.70 (Pallant, 2007), see Table 1.

Table 1. Reliability of Research Instrument

Variable Number of items Cronbach's Alpha
Internet Banking 4 0.866
ATM 4 0.786
POS 4 0.849
Mobile Banking 4 0.864
Customer Satisfaction 4 0.889

Source: Data Processed (2024)

3. Results and Discussion

3.1. Results
Demographic Analysis

Demographic analysis showed that young adult participants (aged 18 - 45 years)
outnumbered older customers (aged 46 years and above). 48.7% of males and 51.3% of females
participated in the study. 55.4% were single, 43.1% married, 1.2% divorced and .3% had
separated from their spouses. A greater number of the research participants had basic degree
certificates as 32.1% held ND/NCE, 51.3% held HND/B.Sc./B.Ed./B.A, 11.7% held
MBA/M.A/M.Ed./M.Sc., 5.0% held Ph.D. These established the maturity, experience, and capacity
of the respondents to provide relevant data.

Test of Hypotheses
Hi: Internet banking does not significantly relate to customer satisfaction in Enugu, Nigeria.

Table 2. The Relationship between Internet Banking and Customer Satisfaction

Internet Banking Customer Satisfaction
Internet Banking Pearson Correlation 1 601"
Sig. (2-tailed) .000
N 326 326
Customer Satisfaction Pearson Correlation 601 1
Sig. (2-tailed) .000
N 326 326

** Correlation is significant at the 0.01 level (2-tailed).
Source: Data Processed (2024)
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The relationship between Internet banking and customer satisfaction was tested using
Pearson Product-Moment Correlation. The research established a strong, positive relationship
between the variables (r = 0. 601, n = 326, p < 0.01). Consequently, the null hypothesis was
rejected. The result showed that a unit increase in the quality of Internet banking leads to a unit
increase in the level of customer satisfaction and vice versa.

H,: There is no significant relationship between ATM and customer satisfaction in Enugu,
Nigeria.

Table 3. The Relationship between ATM and Customer Satisfaction

ATM Customer Satisfaction
ATM Pearson Correlation 1 770"
Sig. (2-tailed) .000
N 326 326
Customer Satisfaction Pearson Correlation 770" 1
Sig. (2-tailed) .000
N 326 326

** Correlation is significant at the 0.01 level (2-tailed).
Source: Data Processed (2024)

The relationship between ATM and customer satisfaction was investigated using the
Pearson product-moment correlation coefficient. There was a strong, positive correlation
between the two variables, r = 0. 770, n = 326, p < 0.01. Consequently, the null hypothesis was
rejected. The result suggested that an increase in the functionality of ATMs was associated with
an increase in the level of customer satisfaction and vice versa.

Hs: Point of sale does not significantly influence customer satisfaction in Enugu, Nigeria.

Table 4. The Relationship between POS and Customer Satisfaction

POS Customer Satisfaction
POS Pearson Correlation 1 .780™
Sig. (2-tailed) .000
N 326 326
Customer Satisfaction Pearson Correlation .780™ 1
Sig. (2-tailed) .000
N 326 326

** Correlation is significant at the 0.01 level (2-tailed).
Source: Data Processed (2024)

The research assessed the relationship between electronic point of sale (POS) and customer
satisfaction using the Pearson Product-moment Correlation. The study found a strong, statistical
correlation between POS and customer satisfaction at (r = 0. 780, n = 326, p < 0.01). Thus, the
null hypothesis was rejected. The result indicated that an increase in the quality of POS services
increases the level of customer satisfaction and vice versa.

Ha4: Mobile banking has no significant relationship with customer satisfaction in Enugu, Nigeria.

Table 5. The Relationship between Mobile Banking and Customer Satisfaction
Mobile Banking  Customer Satisfaction

Mobile Banking Pearson Correlation 1 .857"
Sig. (2-tailed) .000
N 326 326
Customer Satisfaction Pearson Correlation 857" 1
Sig. (2-tailed) .000
N 326 326

** Correlation is significant at the 0.01 level (2-tailed).
Source: Data Processed (2024)
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The relationship between mobile banking and customer satisfaction was examined using
the Pearson product-moment correlation coefficient. The study ascertained a strong, positive
correlation between the two variables, r = 0. 857, n = 326, p < 0.01. Hence, the null hypothesis
was rejected. The result suggested that successful mobile banking transactions increase the level
of customer satisfaction and vice versa.

3.2. Discussion

The research determined a positive, statistical relationship between e-banking tools (for
example, internet banking, ATM, POS, and mobile banking) and bank customer satisfaction in
Enugu, Nigeria. In the first instance, internet banking had a statistical relationship with customer
satisfaction. This was in line with the result of previous studies (Asiimwe, Arinaitwe, Kazaara,
and Omedo, 2023; Chimaobi, Akujor, and Mbah (2020). This implied that a unit increase in the
Internet banking feature would lead to a unit increase in the level of customer satisfaction.
Customers tend to favor banks that provide an opportunity for online interaction more than
those that don’t deploy web service platforms. The customer needs to make the best use of his
time to achieve as many objectives as possible. He does not like to risk his bank details while
accessing the bank’s website. As a result, bank managers were advised to develop websites that
are appealing, interactive, and free from cybercriminals. They should always conduct security
checks on the firm’s website to guarantee the safety of the platform.

The research also ascertained a positive significant relationship between ATM and
customer satisfaction. Previous studies reported similar results (Anyadighibe, Ebitu, Ezekiel,
Edim, & Asueze, 2023; Mohammad & Bello, 2022; Chimaobi, Akujor, & Mbah, 2020; Amene &
Buta, 2019; Ikechi Robinson and Emelike, 2018; Yaqub & Odeleye, 2017). The result suggested
that an increase in ATM functionality leads to an increase in the level of customer satisfaction.
Customer satisfaction emanated from good network service, instant cash dispensing, and
simplicity of ATM operating procedure. Functional ATMs increase the speed of service delivery
thereby reducing the service time. This is why customers are attracted to ATMs that pay faster
than others. The management of banks was advised to engage in periodic servicing and updating
of the firms’ ATMs.

The survey established that POS had a positive significant influence on customer
satisfaction in Enugu, Nigeria. The result was in line with previous studies (Anyadighibe, Ebitu,
Ezekiel, Edim, & Asueze, 2023; Ismaila, & Akintola, 2023; Yaqub & Odeleye, 2017) except in
Chimaobi, Akujor, and Mbah’s (2020) study. A unit increase in the efficiency of POS leads to a
unit increase in the level of customer satisfaction. Bank customers expect POS terminals to
provide instant financial solutions at low and consistent charges in all service locations. The
Central Bank of Nigeria was advised to standardize POS service operations and charges for
banks and independent operators. Banks should monitor the activities of POS operators to
ensure that customer interest is protected.

The study found a positive significant relationship between mobile banking and bank
customer satisfaction. Similar findings were reported in previous studies (Anyadighibe, Ebitu,
Ezekiel, Edim, & Asueze, 2023; Chimaobi, Akujor, & Mbah, 2020) except in Mohammad & Bello’s
(2022) survey. The implication was that a unit increase in the number of successful bank
transactions with mobile Apps led to a unit increase in the level of customer satisfaction. Mobile
App was like a companion to customers who always demand instant bank services. The bank
management was advised to develop a user-friendly mobile App and to engage in periodic
updates of the app to ensure steady service delivery.

4. Conclusion

The study had geographic limitations as it was carried out in the urban area of Enugu, one of
the five states in Southeast, Nigeria. An expanded survey would improve the generalization of
the result. The research also focused on a few e-banking channels thereby giving less attention
to credit cards and other e-banking tools. It was suggested that subsequent surveys should add
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more variables to cover a wider range of e-banking tools. The study might have neglected the
potential influence of customer characteristics on the relationship between e-banking
techniques and customer satisfaction. Thus, researchers were required to examine the
mediating effect of customer characteristics on the relationship between e-banking techniques
and customer satisfaction.
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