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Abstract 

Background 

and problem 

discussion: 

In the late 90‟s Internet had its biggest breakthrough and today in the 2000‟s it is 

larger than ever. Companies‟ relation with customers has changed from a personal 

meeting between customers and service providers to a meeting between customers 

and technology, where the technology replaces the human service provider. There 

are huge advantages for both parties; the main benefit is cost savings. The fastest 

growing services in banking are e-invoices that have increased 34% during 2010. 

With today‟s technology it is possible for customers to do their errands with Inter-

net banking and satisfy their own needs without assistance by employees. It is cru-

cial that banks understand their customers and what they perceive as value in or-

der to satisfy them. Banks biggest challenges are to get customers to try new self-

service technologies. Our interest is to study customer satisfaction regarding the 

usage of Internet, since it is increasing drastically. 

Purpose: To analyze customer satisfaction in the banking industry concerning the usage of 

Internet banks.  

Frame of ref-

erence: 

In the frame of reference the service concept, customer satisfaction, service quali-

ty and e-service quality will be represented. 

Method: To be able to fulfill our purpose, the group used a quantitative method. A ques-

tionnaire was handed out to customers of Handelsbanken and 273 customers parti-

cipated in the study. We have done descriptive statistics and used correlation anal-

ysis. 

Conclusion: The result has shown a high satisfaction among customers in most of the quality 

dimensions and an overall customer satisfaction. The study showed that customers 

were most satisfied with the assurance/trust of Handelsbanken, and feels safe 

when using the banks online services. Customers were less satisfied with the sys-

tem availability. From the correlation analysis we wanted to examine which of the 

categorical questions (age, gender, education level and how often Internet banking 

is used) have significance with the variables. We can conclude that how often 

Internet banking is used has a relationship with most of the quality dimensions ex-

cept assurance/trust. Age and gender had relations but not to the same extend. The 

level of dissatisfaction is quite low but improvements can always be done. Rec-

ommendations to companies are to keep their promises, recover service failures 

that customers encounter online and increase the number of satisfied customers. 

The Website should reflect the quality efforts that are in place throughout the 

company to enhance customers overall satisfaction. 
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1 Introduction 

1.1 Background 

Internet banking has grown extremely the past ten years and is today used by people in 

different ages and especially among young people, therefore we find this interesting for 

our thesis topic.  

In the 90‟s Internet had its biggest break through and today in the 2000‟s it is larger than 

ever and a part of our everyday life. The Internet offers a wide range of services for cus-

tomers and companies. There are huge advantages for both parties, the main benefit is 

cost savings. Banks first began to offer tailored solutions online only for companies. In 

the late 90‟s banks started offering services online to individuals and today they can do 

their errands with Internet banking. According to the Swedish bank association, the 

most growing service performed by customers is the e-invoices that have increased 34 

% during 2010 (Swedishbankers homepage, 2011). A study conducted in Great Britain, 

about online banking with voluntary participants in the ages 18-30, showed that 90 % of 

the respondents used Internet banking. This has shown the well acceptance of Internet 

banking and the popularity of it (Shamdasania, Mukherjeeb & Malhotrac, 2008).  

Studies done on people usage of Internet have shown that people like self-service-

technologies (SST) when they help them out from difficult situations, when they are 

better than the interpersonal alternative and when they work. They dislike self-service 

technologies when problems occur, when systems fail, they are poorly designed, when 

the customer messes up and where there is no service recovery (Matthew, Meuter, Os-

trom, Roundtree and Bitner, 2000). 

Companies‟ customer relations have changed from a more personal meeting to a meet-

ing between the customer and the technology, where the technology replaces the human 

service provider (Bitner & Meuter, 2000). With today‟s technology it is possible for 

customers to do their errands with Internet banking and satisfy their needs by them-

selves. Customer will use the SST if there is an advantage with using it and if they feel 

comfortable with the technology (Meuter, Ostrom, Bitner & Roundtree, 2003). Custom-

ers are willing to use SST when they feel it is convincing, efficient or enjoyable. Cus-

tomers are becoming more comfortable with the technology, but they have different to-

lerances to the “personalness” that is being replaced by machines (Dabholkar, 1996). 

Technology is changing the way customers and companies interact, but customer‟s ex-

pectations and desire have not changed. People still want apologies, flexibility, out-

comes and easy access, they still want good service. Customers expect the same service 

exactly like it was a human provider that did it (Bitner, 2001). 

The technology takes away the personal contact that customers crave, it is not needed as 

much as before but the technology is just not enough (Hoyt, 2010). When obstacles and 

problems occur, consumers face difficult decisions, this is where the employee‟s contri-

bution gets important (Valaria, Zeithaml, Parasuraman & Malhotra, 2005). When using 

Internet self-service technologies (ISST) customer satisfaction is affected in more ways 

than just by the benefits of using it. 
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1.2 Problem discussion 

 

The growth of technology has minimized the person-to-person contact, which has lead 

to more interaction between customer and technology. The reason to this change is be-

cause the competition between companies is tough and results in that companies must 

improve and find new solutions to satisfy the customer‟s needs, such as improve the 

service they already have (Marzocchi & Alessandra, 2006). Banks realize the opportuni-

ties to get competitive advantages in more ways than the traditional, by implementing 

different services online (Valaria et al., 2005). Banks needs to understand the customers, 

what they perceive as value in order to satisfy them (Shamidoasania et al., 2008). Cus-

tomers are often resistant when it comes to use new ways of service delivery, companies 

often do not have to deal as much with managing the technology, and their biggest chal-

lenge is getting customers to try it (Meuter, Bitner, Ostrom and Brown, 2005). With 

self-service technologies (SST) the personal contact is reduced and the main part of the 

process is in the consumer‟s hand.  

The self-service technologies popularity has become a big part of many companies, es-

pecially banks that offer many of their services on Internet banking (Swedishbankers 

homepage, 2011). In Sweden, Handelsbanken is one of the banks that want to get a 

wide clientele. Handelsbanken is first, as regards customer satisfaction in the major 

among Swedish banks, this includes both private and business customers. A research 

done by Swedish Quality Index shows a national survey on various services they offer 

(Handelsbankens homepage, 2011). This study shows a general satisfaction of the ser-

vices that Handelsbanken offers.  

Our interest is to examine customer satisfaction concerning the usage of Internet, since 

it is increasing radically, according to Swedish bank association. Handelsbanken cap-

tured our interest since they had the most satisfied customers and we want to look dee-

per in the usage of their online services. To be able to fulfill our purpose we will utilize 

Handelsbanken‟s customers. This research will be interesting for banks to take part of 

when offering Internet banking services and serve better. This will be a study from cus-

tomer‟s point of view and to the companies to take advantage of. 

 
 

1.3 Purpose 

To analyze customer satisfaction in the banking industry concerning the usage of Inter-

net banks.  

 

1.4 Research questions 

The different dimensions that will be used to answer the research questions are, effi-

ciency, fulfillment, system availability, privacy, assurance/trust, site aesthetics, respon-

siveness, contact, speed of delivery, enjoyment, control and attitudes toward using tech-

nological products. 
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1. What is the overall customer satisfaction with the online banking services in dif-

ferent quality dimensions? 

 

2. Have the age, gender, education level and usage of Internet banking any rela-

tionship with the quality items? 

 

3. What should banks consider in different dimensions for further improvements? 

 

1.5 Delimitations 

Since Handelsbanken in Jönköping and their high level of customer satisfaction inspired 

us to further research in this field, we will limit our study by using customers of Han-

delsbanken in Jönköping city in Sweden. We believe that our study may be generaliza-

ble, since we received 178 completed surveys of total 273 responses, which is a high 

number. Handelsbanken will be used as a case for this study and may be useful for other 

banks as well, since the services offered in Internet banking are similar and have the 

same purpose. Customer‟s opinions will be seen as important factors of what is valued 

in online services.  

We are aware that number three (neither dissatisfied nor satisfied) in our interval scale 

is hard to interpret, since it does not give us a direct answer like the other options in the 

scale. We have considered this with the help of theories how the answers can be inter-

preted to get a more reliable research, this can be found in the method section under the 

heading “Interpreting option three in the interval scale”.   

 

1.6 Definitions 

 

 Service - A service is a process consisting of a series of more or less intangible 

activities (Grönroos, 2007). 

 TBSS –Technology-based self-service (Dabholkar, Bobbitt & Lee, 2003).   

 SST – Self-service technology (Bitner, 2001)  

 ISST – Internet self-service technology (Hsiuju, 2005).  

 Interaction –Meeting between customer and service provider or technology 

 Customer satisfaction – Is customer‟s fulfillment and terms of pleasurable of 

the service and related to the whole consumption experience (Grönroos, 2007). 

 E-service quality – Customers overall evaluation of quality on e-service offer-

ings (Santos, 2003). 

 ATM –Automated Teller Machine (Dabholkar, Bobbitt, Lee, 2003). 

1.7 Previous research 
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We have found previous researched areas in the bank industry and found three academic 

journals and one bachelor thesis related to our topic.  

Matthew, Meuter, Ostrom, Roundtree, & Bitner (2000) have done a study about self-

service technologies and understanding customer satisfaction with technology- service 

encounters. In this study they describe results of critical incidents to dissatisfaction and 

satisfaction with SSTs. Matthew, et al (2000) have found incidents and relationships to 

customer attributions, complaining behavior, word of mouth, and repeat purchase inten-

tions that could be implemented for managers and researchers. We will use their find-

ings for analysis, since it is critical incidents related to our topic, customer satisfaction 

(Matthew, et al., 2000).  

The second article aimed to evaluate service quality when customers are faced with dif-

ferent TBSS options. Dabholkar (1996) tested different alternative models for service 

quality, cognitive versus affective for TBSS options. This was done to determine which 

features are important when evaluating service quality for different alternatives. Dab-

holkar (1996) continued researching to test these different models in different situations. 

They use cognitive (Attributed – based model) and affective (Overall affect model) to 

identify quality dimensions. We will also pursue it in our work because it contains im-

portant elements for understanding the use of TBSS (Dabholkar, 1996).  

A study made about antecedents and consequences of service quality in online banking 

by Han & Baek (2004) used the SERVQUAL tool to measure online service quality and 

its relationship to customer satisfaction and customer retention. We will also use 

SERVQUAL to measure customer satisfaction in Internet banking. It is made obvious 

how organizations are measuring the quality of their online service and highlights the 

relationship between service quality and customer satisfaction. Han & Baek (2004) 

wanted to find out if service quality is associated with customer satisfaction and does 

the level of service quality influence customer satisfaction if so to which level. This re-

search showed that quality has positive impact on customer satisfaction and that cus-

tomer satisfaction increases the level of customer retention. Other researchers before 

have suggested that customer satisfaction is an antecedent factor of service quality but 

Han & Baek (2004) point out clearly that according to their findings service quality 

leads to customer satisfaction and also increase in customer retention.  

 

 

 

1.8 Handelsbanken 

We had an interview with Michel Wiklund, the head of Capital Markets and Private 

banking at Handelsbanken in Jönköping, this gave us a deeper understanding and back-

ground information about Handelsbanken and their online services. 

Handelsbanken was founded 1871 and was listed in 1873 they have kept the name since 

the bank was founded. There exist total 70 offices, Scandinavian and UK are Handels-

bankens home markets and consists of 10 000- 11 000 employees. In Jönköping Han-

delsbanken has a market share of 20 % (M. Wiklund, personlig kommunikation, 2011-

03-03). The most widely used services are the Internet banking and the client meetings. 

Handelsbanken have been offering Internet banking services since the second half of the 

90s, which have become very popular. The Iphone app is the most downloaded applica-
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tion for the mobile phone within Handelsbanken. Internet services are very popular es-

pecially among young customers, the older customers like more the personal service ac-

cording to Michael Wiklund (personal communication, 2011-03.,-03). The access to In-

ternet banking on Handelsbankens Website is free for all customers. More and more 

transactions are conducted via Internet banking but there are still some services that are 

only available offline such as personal counseling, loan documents and the process for 

borrowing money. Customers still needs personal contact and for Handelsbanken it is 

still very important with interactions, they want to build relationships with their custom-

ers and will be the last bank to leave a locality. The more services Handelsbanken offers 

customers the harder it is for the customers to leave, trust and loyalty is a big part of 

Handelsbanken. The technology is important for offering all new and various services 

for customers, that means the customer gets in touch with the employees less often and 

therefore it becomes especially important with meetings (M. Wiklund personal commu-

nication, 2011-03.,-03).  

Handelsbanken can be described like this: 

 “Since the early 1970s, Handelsbanken's highly decentralized organization and its ac-

tivities are always based on customer needs. This means that all business decisions re-

lating to individual customers' relationships with the bank is close to the customer” 

(Handelsbanken‟s homepage)  

Handelsbanken have their main focus on having the customer in centre. The various 

services offered by the bank are: 

 Internet banking: Pay bills, transfer money from different accounts, buy and sell 

shares and apply for loans 

 Telephone support: Customer service 

 Telephone Self-service support: The customers perform different services them-

selves such as check and transfer money 

 Bank ID: To identify yourself on the Internet 

 Mobile bank: Banking errands via mobile phones  

 Pay cards: Visa, MasterCard , to use in different services online and offline like 

ATM 
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2 Theory  

This chapter provides relevant theories and models of factors that are important to eva-

luate customer satisfaction. The presented theories and models will be used for the 

analysis of our findings. 

Our theory will be based on articles, books and models to give us deeper knowledge 

about customer satisfaction and later analyze how it is affected in TBSS as the personal 

contact is decreasing. We will use theory based from a service management perspective. 

 

2.1 The Service concept 

Here we provide the reader a better understanding of how a service is defined and the 

difference between service and a product. 

Physical products are something that is embedded in the readymade product, but the 

services are characterized as “no product” because there is no physical product and the 

service is produced when the customer participates, perceives and evaluates the service 

process (Grönroos, 2007). Services take place where consumption and production occur 

at the same time. The characteristics of services are inseparability, intangibility, peri-

shability, heterogeneity (IHIP) and are build on the importance of people‟s experience 

in the service process (Barker & Hart, 2007). Services are processes, activities or series 

of activities rather than things (Grönroos, 2007). 

2.1.1 Customer readiness 

Here below we provide information about customer’s knowledge of SSTs. We explain 

how important it is that customers have the knowledge they need and can see the bene-

fits when using SSTs. 

If a customer has a positive attitude towards a service option it does not necessarily 

mean that they will use it. Customer readiness is a factor that can clarify this. Customers 

need to see the service benefits of using SSTs. Motivation ability plays an important 

role, customers need to feel that they can use it and also to have a clear understanding is 

necessary. Because we use technology in so many situations that can lead to increased 

possibility to test new ways and also a more clear view of the benefits with a higher un-

derstanding it increases the probability of testing new SST. An important factor which 

can affect consumer readiness negatively are complex services, if a service delivery op-

tion is complex customers will probably not test it. Companies struggle with getting 

customer to use new ways of service delivery, often they don‟t have to deal with manag-

ing the technology, and the biggest challenge is getting customers to try it. To make this 

easier there are many things the management can do to influence the customers into us-

ing SSTs. They can have very much information were the customer gets in touch with 

SST, very customer friendly in order to get a fair chance to understand the way you can 

use it and maybe also clarify the benefits. They should try to teach the customer in the 

best possible way before they get confused and get negative feelings towards the SST 

because they may feel it is too complicated (Meuter, Bitner, Ostrom & Brown, 2005).  It 

is crucial that companies do everything that can increase the likelihood for the custom-

ers to try SSTs, before it may be too late and customers already have build bad attitudes 

toward using SSTs (Meuter et al., 2005).  
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2.1.2 Moment of truth 

Grönroos (2007) mentions the importance of moments of truth, which  has a big role for 

the quality experience. The moment of truth is the place and time when and where the 

service provider has the chance to show to the customer the quality of its service, where 

the interaction between company and customer takes place. Customer‟s requirements 

should be met by the service provider‟s actions. The service provider usually have one 

chance to win the customer over with the service or product, in the next moment every-

thing will be gone and it is not easy to get a second chance to convince the customer. 

When a problem occurs in the moment of truth, it is crucial that companies try to re-

cover from that immediately and try to get a new opportunity to create a better moment 

of truth (Grönroos, 2007). This moment is also called buyer-seller interaction, here the 

technical quality is transferred to the customer. Today interactions have increased 

among technologies and customers (Marzocchi & Alessandra, 2006). The moment of 

truth is still important in interactions with technologies. In customers use of SSTs the 

personal contact with service employees is reduced and replaced with technology in-

stead and makes the big part in consumer‟s responsibility (Meuter, Bitner, Ostrom & 

Brown, 2005).  

 

2.2 What is customer satisfaction?   

To be able to measure customer satisfaction it is important to know what customer sa-

tisfaction means. This explanation gives a wide definition of what customer satisfaction 

is, and important factors that are associated with it.  

 

The word satisfaction is a label of attitudes and feelings customers hold about their ex-

periences with a company (Hill & Allen, 2007). Customer satisfaction is related to the 

whole consumption experience, the fulfillment and terms of pleasure of the service 

(Grigoroudis & Siskos, 2010). Customer satisfaction is when an organization meets or 

exceeds the customer expectations, their needs or wants. Providing a customer with a 

product or a service that satisfies their needs is the key element in satisfaction (Nowack-

i, 2003). When a customer‟s needs are met or exceeded by an organization, they form 

positive attitudes about it. Customers attitudes drive their future behavior, therefore very 

satisfied customers become loyal and stay with a company for a longer time, buying 

more or recommending it. From a company‟s view, these customers are very profitable 

(Hill & Allen, 2007). It is hard for companies to control customers‟ perceptions, since 

their expectations can be fantasy, unrealistic or other fiction that affects the perception. 

A company should please customers and make perception into facts (Coachran, 2003).  

 

2.2.1 Why satisfy the customer?   

The reader should understand what the underlying reason is to customer satisfaction’s 

growth nowadays and what advantages are associated with that. This importance cap-

tured our interest and inspired us into this subject. 
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All organizations plan is to survive and expand, the survival is the minimum an organi-

zation can strive after, which means to make profit. With profits the companies can be 

long-term survival.  In the public sector, the companies have to convince the customers 

to pay for the service so they get value of the money in meeting public needs. Both in 

public and private sectors the survival depends on making customers satisfied by using 

their services even if they pay for it or not (Nowacki, 2003). The important massage 

here is to give good service to make profit. There are different ways to satisfy custom-

ers. Customer satisfaction is linked to the whole shopping experience, from the price, 

advice, help, pleasantness to the environment and not just the product/service. Customer 

satisfaction is measured when the number of customers is increasing or decreasing 

(Nowacki, 2003).  

According to Boulding, Kalra, Staeling & Zeithaml (1993) the company‟s customer 

service is highly subjective and reasons for this could be seen in customers own expec-

tations of the service or product and not by the service provider. It is important that 

companies can offer a good customer service to their customers; it means that the com-

pany provides and satisfies the customers own needs and wants (Boulding, Kalra, Stael-

ing & Zeithaml, 1993). It is important that the company knows every side of the firm 

that will influence on customer service. Good customer service is when the company 

meets or exceeds customers‟ expectations (Brown, Pratt, Woodside, Carraher & Cash, 

2009). 

2.2.2 Dynamics of expectations 

Below we provide the reader with crucial information about customers’ expectations 

that are affected by the promises made from service providers. These expectations have 

effect on customer’s experiences with the service. 

 

When trying to deal with customers expectations there are inbuilt mechanisms you need 

to be aware of before coping with expectations. Grönroos (2004) emphasize the dynam-

ics of expectations; he refers to a study made by Jukka Ojasalo that shows that this dy-

namics of expectations are valid in any type of service. The three expectations are 

fuzzy, explicit and implicit, these are explained below. 

Fuzzy expectations: customers do not have a clear understand of what they want but 

still expect their problem to be solved by the service provider. Even if these expecta-

tions are not formulated by customers they will still have an impact on customer satis-

faction. It means it is still necessary for service providers to understand which fuzzy ex-

pectations their customers have. Customers expect a service provided to solve their 

problems, they feel something needs to be done but not what and how. If these expecta-

tions are not met the customers will be unsatisfied and not understand why. The best so-

lution would be to turn fuzzy expectations into explicit expectations, for the firm to try 

and make the customer satisfied. The service provider needs to make these fuzzy expec-

tations more explicit to get a chance to satisfy the customer (Grönroos, 2004). 

Explicit expectations: Customers expect that their explicit expectations will be fulfilled 

because they are so obvious and clear, but that is not always the case. Some customers 

can have explicit expectations but they may not be realistic. The service provider‟s job 

is to help the customer make the unrealistic expectations into realistic ones, for a higher 

chance to satisfy the customer. The explicit expectations are strongly affected by the 
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promises made by companies. Unclear promises are very risky, service providers need 

to be very careful when giving promises to customers. The unrealistic expectations 

build up in customers head because of the unclear promises given by the service provid-

er (Grönroos, 2004).  

Implicit expectations: Some expectations customers may have can be very obvious for 

them and therefore take for granted that the expectations will be met. But for the service 

provider these are not that obvious which can lead to this expectations being over-

looked. Customer‟s various expectations‟ needs to be met in order to be satisfied even 

implicit expectations‟, because when they are not met customers will be dissatisfied and 

not understand why. It is better to detect and clarify these expectations first by the ser-

vice provider and not by the customer when they get dissatisfied. Implicit expectations 

become pronounced when customers are not satisfied. The more service providers work 

on the implicit expectations the more obvious they will be for both the firm and custom-

ers (Grönroos, 2004). 

2.2.3 Customer satisfaction and service quality 

This part focuses to give the reader an understanding why service quality has a huge 

role when measuring customer satisfaction. The service quality customers get is central 

when evaluating how dissatisfied or satisfied they are.  

Service quality and customer satisfaction are two dimensions that strongly belong to-

gether.  Bernhardt (2005) emphasizes the importance to understand the relationship be-

tween service quality and customer satisfaction. The difference is between customer‟s 

expectations and the service level they experience. If the expectations are exceeded, the 

service quality is high and the customer is very satisfied. If the expectations do not meet 

customers‟ requirements, it results in low perceived quality and the customer is dissatis-

fied. Grönroos (2007) talks about that the customer first evaluate the service quality and 

then customer satisfaction. Quality of a service delivery depends on the whole delivery 

process and the outcome that result in customer satisfaction or dissatisfaction of the ser-

vice. Hayes (1997) mentions the identification of quality dimensions. First of all the de-

finition of quality of the service must be identified. All identifications represent a par-

ticular quality dimension, which later on can be analyzed to measure customer satisfac-

tion. Hayes (1997) measures customer satisfaction in different industries, including in 

banking. Customer satisfaction treats service quality as a phenomena through the con-

sumer‟s eyes. Definitions and evaluation of quality resides in consumers mind. The cus-

tomer satisfaction plays an importance on customer‟s perceptions (Brown, 1991). Study 

done by Han & Baek (2004) showed that service quality is significantly associated with 

customer satisfaction. Service quality has a positive effect on customer satisfaction and 

the level of satisfaction have an influence on customer retention. Han & Baek( 2004) 

emphasized that service quality is an antecedent factor of customer satisfaction. 

 

2.3 Service quality  

In this part the reader will be given an understanding about the service quality and how 

it is linked with the SERVQUAL model that will be introduced later in the text. This sec-

tion is included since service quality is the main factor that is associated with customer 

satisfaction. 
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In the 1980´s Zeithaml, Parasuraman & Berry (1985) emphasized what is affecting ser-

vice quality and how customers form an opinion about the quality of a given service. 

The study used ten dimensions for measuring the service quality, these measuring di-

mensions were controlling the customer‟s perceived experience of a service (Zeithaml 

et al., 1985).  

According to Santos (2003) service quality is one of the important factors in determin-

ing success or failure of e-commerce (Internet based commerce).  

Many researchers have concluded that quality is something that companies should seek 

and strive to achieve and uphold because it is proven that higher quality usually means 

higher return. (Zeithaml, Parasuraman, Malhotra, 2000). 

 

2.3.1 SERVQUAL  

This section describes the SERVQUAL as an instrument of measuring how customers 

perceive the quality of a given service. This instrument will give the reader an under-

standing how SERVQUAL is used to measure customers experienced service quality.  

SERVQUAL is one of many ways to investigate and measure customers own expe-

rienced service quality and is one of the most used methods (Asubonteng, McCleary & 

Swan, 1996). This method is based on the idea of possible gaps between customers per-

ceived and expected quality from the service. The SERVQUAL instrument is effective 

to measure customer‟s overall evaluation of a specific service. During that time the au-

thors discovered ten determinants that control customers own experience of the given 

service. They took away five of the ten factors (Zeithaml, Bitner & Gremler, 2006). The 

five remaining factors are;  

 Tangibles, this factor is focusing on the company‟s equipment, the employee‟s 

appearance such as clothes. 

 Reliability Measures the company‟s delivery ability, if the company delivers 

what it has promised the customers in time. 

 Responsiveness is focusing on how willing the company‟s staff is to satisfy the 

customer‟s needs and wants to immediately help and give them the service they 

want.   

 Assurance shows how the employees deal with customers and provides the ser-

vice which can result in feeling of safety and trust. Here the employee‟s know-

ledge is important.   

 Empathy, this section focuses on if the employees understand customer´s prob-

lems, give customers individual attention and help them in the best possible 

way. 

Companies that use SERVQUAL can recognize strengths and weaknesses in the deli-

vered customer service. Weaknesses can be discovered by looking at customers‟ expec-

tations on a specific service that does not meet the customer‟s requirements and try to 

make it better (Zeithaml et al., 2006). SERVQUAL shows the strengths by looking at 

customers‟ expectations and if the delivered service satisfies customers, this can be 
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classified as a competitive advantage against other service companies (Asubonteng et 

al., 1996).  

SERVQUAL is a method that measures customer‟s opinions about their achieved and 

experienced quality of a given service. This is done by asking the company‟s custom-

er´s about their own expectations, how they think and believe the service should be and 

then try to match up what customer actually receive in the end (Zeithaml et al., 2006). 

2.3.2 E- Service quality 

This section will describe the e-service quality concept which is different from the ordi-

nary service quality. We will present a definition of the concept and the ten different 

factors that are applied. This section is important to understand because the ten dimen-

sions are central for measuring quality on Internet instead of the traditional way.  

According to Santos (2003) e-service quality is defined as overall customer assessment 

and judgment of e-service delivery. E-service quality is important in many aspects, it is 

easy for customer to compare different offerings in addition to the traditional way, such 

as go to the bank. Customers that use online services expect equal or higher level of 

service quality than the traditional way (Santos, 2003). 

Zeithaml, Parasuraman & Malhotra (2000) defines e-service quality as where a website 

offers purchasing, delivery and shopping. The Internet has many positive aspects such 

as compare and evaluates products and services quickly.  

According to Zeithaml et al., (2000) when the customer evaluates e-service quality it 

does not matter if it is a product or a service, the service or product will later be used to 

evaluate the delivery of e-service quality. Many of the companies today use the Internet 

as a business channel, and consider this as one of the most important channels (Oliviera, 

Roth & Gilland, 2002). 

According to Santos (2003) e-service can qualify to possible extend attractiveness, hit 

rate, customer retention, stickiness, positive word of mouth and maximize the Internet 

based competitive advantages.  According to Santos (2003) a customer‟s overall evalua-

tion and opinion of the level of quality delivered by the virtual marketplace can be de-

fined as e-service quality. Customers choose to do their errands online expect the same 

level of service quality or even higher that they could receive for example in a physical 

bank. By having an increased e-service quality online, it can create and make a compa-

ny more efficient and attractive in comparison with other companies and help to reach 

and accomplish a larger level of customer satisfaction.  

Customers that are doing their errands online expect quick, friendly and high service 

quality (Singh, 2002). There is ten e-service quality dimensions that are important, five 

of these dimensions have already been covered in the SERVQUAL model. According to 

Zeithaml et al., (2000) these dimensions are, access, flexibility, efficiency, ease of navi-

gation, security/privacy, price knowledge, site aesthetics, customization/personalization, 

reliability, responsiveness, assurance/trust and are further explained below. 

Access is that customers are able to find the site quickly. It has to be easy for customers 

to contact the company, the site should have telephone number, online customer servic-

es and have a chance to talk to a real employee from the company by using telephone 

number (Zeithaml et al., 2000).  
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Flexibility is the dimension which involves services that customers can choose from, 

payment alternatives, how to ship the product, how to ship and/or return the product or 

item, and alternatives to buy the items and search options (Zeithaml et al., 2000). 

Efficiency means that it must be easy to use the site and not demand the customers to 

give out information. The site should be structured in a suitable way and be easy to un-

derstand (Zeithaml et al., 2000). 

Ease of navigation focuses on how important it is that the Website is easy to understand 

and not confuse the customer, it must have some kind of search engine. It should be 

easy for customers to correct a mistake and go back and the overall maneuvering 

through the site should be fast enough (Zeithaml et al., 2000). 

Security/Privacy focuses on the sites safety and security when customers use the Web-

site, the site is supposed to have symbols that indicate that the site is safe. The site 

should as well offer an assurance and a chance to see other customer evaluations of the 

site. The site should never give out personal information of their customers to unautho-

rized parties (Zeithaml et al., 2000).   

Price knowledge is about knowledge in different aspects such as have access to infor-

mation about delivery costs and how much the customer is spending in the shopping 

process (Zeithaml et al., 2000). 

Site Aesthetics is focusing on if the sites overview and availability of purchasable items 

and not blurry pictures that will confuse or trick the customer into buying something 

that they did not intend. Strong colors will attract customers to the website, the site must 

be clean, only few advertisements and free from any interruptions (Zeithaml et al., 

2000). 

Customization/Personalization focuses on helping customers to find exactly what they 

want. Is it easy for the customer to personalize their website and have the ability to save 

items the customers are interested in and might probably buy later (Zeithaml et al., 

2000). 

Reliability shows the sites availability for making business with customers, the site is 

working and does not crash. The site should give some kind of response to customers‟ 

requests about service issues such as e-mail (Zeithaml et al., 2000). 

Responsiveness means to deal with customers orders, the customer should get a confir-

mation of their order and when it will be delivered. Companies must take care of the 

customer after the purchasing process (Zeithaml et al., 2000). 

Assurance/Trust is about the reputation of the site and if the name is well recognized  

within the industry and among customers (Zeithaml et al., 2000). 

There is still no clear definition of quality online which can actually be measured, but 

there exist many methods for measuring the quality in traditional services (Oppewal & 

Vriens, 2000). There have been two approaches of how studying e-services, the first 

suggests to study the basis of already existing service quality theory (Grönroos, 2000, 

Zeithaml et al., 2000) and the second suggests to study through empirical research and 

the development of e-service categories (Szymanski & Hise, 2000). If we look to the 

traditional service quality and SERVQUAL, Parasuraman & Grewal (2000) says that 

the research is needed on the five quality dimensions whether the customers interact 
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with technology rather than personnel contact. The SERVQUAL was developed for tra-

ditional services, where customer and employee meets and many researchers believe 

that it must be refined before it can be applicable for e-services. Van Riel, Liljander & 

Jurriens (2001) meant that these dimensions could be adjusted, such as tangibility could 

be replaced with the user interface. Responsiveness could refer to a company‟s res-

ponses to customer‟s requests and the speed of confirmation. Reliability could be re-

lated to the time delivery of ordered goods and supply of information. Assurance could 

refer to the safety of transactions, which has been considered as the most important of 

the e-service satisfaction. Empathy could be referred to the degree of customization and 

the provider‟s awareness of customers‟ needs. The evaluation of these dimensions may 

vary for different e-services (Riel et al., 2001). Zeithaml, Parasuraman & Malhotra 

(2000) means that SERVQUAL is needed in order to fulfill the construct of the online 

quality. 

Zeithalm, et al. (2000) defined eleven e-quality dimensions after he did a research on 

people‟s online shopping experience. These dimensions are called e-service quality (E-

SQ) instrument and consist of reliability, responsiveness, access, flexibility, ease of na-

vigation, efficiency, assurance/trust, security/privacy, price knowledge, site aesthetics 

and customization/personalization. Later Zeithaml, et al., (2002) decreased these dimen-

sions to seven.  These became efficiency, fulfillment, system availability, privacy, res-

ponsiveness, compensation and contact (Parasuraman, Zeithaml, & Malhotra, 2005). 

Fulfillment consists of promises made by companies to the customers and how well 

they manage to keep these promises. The promises are about the order delivery and the 

item availability, if these promises are fulfilled in the Website. The Websites fulfillment 

is crucial because it has affect on customers‟ satisfaction. System availability is when 

the company focuses on the technical function of the site. If the site is always available 

to use, the site should not crash, the site should not freeze after the customers enter their 

order information. The system should function all the time, companies should work 

with the maintenance of the system to make it possible to have the system available for 

customers all the time (Zeithaml et al., 2005). 

All components of e-service offerings are expected to influence overall satisfaction with 

the portal site offering. Customers may be satisfied with the responsiveness of the user 

friendliness of a search engine but dissatisfied with the reliability of the search outcome. 

The unsuccessful or successful process of the outcome of an interaction influences cus-

tomer‟s overall satisfaction with the Website. Customers will not evaluate each sub-

process in detail during their time on the Website but will perceive the service as an 

overall process even if the result is negative or positive (Van Riel et al., 2001).  

Except from Zeithaml et al., (2005), there are also different authors have emphasized 

the quality features online. Two of them are Jayawardhena & Foley (2000) that have 

identified website features and emphasizes the importance of analyzing the Web fea-

tures of banking to enhance customer satisfaction. These features are speed of down-

load, content, design, interactivity, navigation and security features, which have similar 

Website features as Zeithaml, Parasuraman & Malhotra (2005). Waite and Harrison 

(2002) found seven dimensions that have an influence on customer satisfaction. Their 

study was based on 14 banks websites. The found dimensions are transaction technicali-

ties, decision making convenience, interactive interrogation, specialty information, 

search efficiency, physical back-up and technology thrill. Cox and Dale (2001) studies 

on quality of the Website found four quality dimensions that have been proven to have 



  

 
20 

impact on the website, the ease of use (website‟s design), customer confidence (website 

generates customer trust), online resources (capabilities to offer products or services) 

and relationship services (how website inspirers loyalty) (Cox & Dale, 2001). 

 

2.3.3 Six attributes to good e-service quality 

This part the authors have included as a complementing part to SERVQUAL and e-

service quality. The dimensions shown below are used to evaluate service quality in the 

use of electronic service providers. According to Dabholkar (1996) this is important to 

take part of when evaluating service quality; we have included these in our research 

area since we take service quality instruments to measure customer satisfaction on the 

Internet banking.  

Customers are known as “partial employees” and their participation in the service 

process can be used to improve service quality. To measure service quality, Dabholkar 

(1996) presents an attribute-based model and overall affect model, which is constructed 

to use in customers evaluations of technology-based self-service. Customer‟s use of 

evaluation on the TBSS, with the traditional marketing is based on the perceptions-

expectations and experience (Dabholkar, 1996). The attribute based model is build on a 

cognitive approach where customers use attributes to form expectations of service quali-

ty. The overall affect model is used to see how customers form their expectations and  is 

measured toward using technologies or self services in general. For both models the 

service quality will influence the technology-based self-service option (Dabholkar, 

1996). 
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2.3.3.1 Expected speed of delivery 

Langerad, Bateson, Lovelock and Eiglier (1981) found that time was important for 

those who use self-service. Time savings was important for people that use electronic 

banking. Time could be including the waiting time and the time from when the service 

was delivered. Time is also very important for people that are potential customers of 

TBSS options, both speed of delivery and waiting time are very important (Ledingham, 

1984). One of the reasons people prefer to do their services by themselves is to reduce 

the delivery time. Slow speed of delivery affects the overall quality of the service (Lo-

velock and Young, 1979). 

2.3.3.2 Ease of use 

According to Langerad, et al. (1981) when a customer chose between various service 

delivery options, ease of use is important. There are two important characteristics of 

ease of use, effort and complexity. These two are encompassed for ease of use and es-

pecially for customers that use technology computer. Customers want services that are 

easy to use because of many different reasons such as saving efforts or reducing the so-

cial risk. If customers perceive technology is difficult to use, they can be worried about 

social risk and can think it is low quality. If customers expect the delivery to be easy, 

the technology option will be perceived as high quality (Langerad, et al. 1981). 

2.3.3.3 Expected reliability  

Reliability of the service is an important factor of service quality (Parasuraman et al., 

1988). Customers tend to especially be more concerned about reliability when they use 

new delivery options based on technology. Since it is new and they are worried about 

how it works and associate it with risk (Evan & Brown 1988). Reliability is crucial 

when customers evaluate a new TBSS option, if customers expect reliability from a 

TBBS option the expected service quality will be positive (Dabholkar, 1996) 

 

2.3.3.4 Expected enjoyment 

Customers will be more triggered to use TBSS options if it looks fun and enjoyable to 

use. Davis, Bagozzi & Warshaw (1992). David et al (1992) emphasized that customer‟s 

value products that are fun to use, enjoyment is very essential for customers. If the 

products are fun the effects will be positive on expected service quality (Davis, et al., 

1992).  

 

2.3.3.5 Control 

At the service encounter there is where customers feel they can have control over the fi-

nal result. Customers expect to have some amount of control at the service encounter 

(Bateson & Hui, 1987) and (Langeard, Bateson, Lovelock & Eigler 1981). Bateson 

(1985) and Bowen (1986) emphasized that the reason customers choose to use self-

service alternatives is because of the expected control they have. Guiry (1992) empha-

sizes that control at the service encounter is quite essential for customers in every kind 

of service. This factor is essential but also very hard for customers to articulate when 

trying to explain what is important when using self-service alternatives. However it is a 

substantial factor that needs to be considered. Bateson (1985) and Hui (1987) mentions 
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that by increasing the perceived control for customers at the service encounter the value 

of the service can also be affected in a positive way for the customer.  

 

2.3.3.6 Attitude toward using technological products 

Customers tend to judge the new technologies based on their past experience and atti-

tudes toward the new situation. Many people have been exposed to technical products, 

such as commuters and ATM and have formed attitudes toward using these products 

and tend to favorable and unfavorable products. Attitudes toward using technological 

products will affect the expected quality of  TBSS options (Dabholkar, 1996). 

 

2.3.3.7 Need of interaction with service employees  

The need of interaction is important when evaluating the service. During the services 

customers evaluate the quality of the service and the interaction (Langerad, et al.,1981).  

Studies have shown that people have different perceptions of using technologies and it 

is affected by what kind of service it concerns (Grönroos, 1982: Surprenant & Solomon, 

1987). Need of interaction with a service encounter will have a negative effect of the 

expected quality of using TBSS option (Dabholkar, 1996).  

 

2.3.4 Total perceived service quality 

In this part the reader will be given an understanding about the perceived service quali-

ty and the total perceived quality model, this model measures the overall quality of a 

service or a product. 

According to Grönroos (2002) a service is a more subjective perceived process where 

the production and consumption occurs at the same time. The service meeting between 

the customer and the service provider has a significant effect on how the customer per-

ceives the given service. The service quality that customers experience is divided into 

two dimensions: a technical dimension and a functional dimension. The technical di-

mension involves “what”, what the customer gets when the interaction between cus-

tomer and service provider is over. The customers are also affected by the “how”, mean-

ing how the service is delivered and how the customers experience the consumption- 

and production process. This type of quality dimension is called the functional dimen-

sion and is about how the service meeting is handled and how the service provider per-

forms (Grönroos, 2002). 

The functional quality dimension is not as easy to evaluate in a subjective way like the 

technical quality, the reason is that the functional dimensions is mostly about different 

kinds of subjective experiences. The perceived service quality is not only affected by 

the experience of the two quality dimensions, it is also influenced by the service scape 

which describes the where, meaning where the service is provided (Grönroos, 2002). 

According to Grönroos (2002) good quality can be achieved when the perceived quality 

is matching up with customers own expectations on the quality and that is called the ex-

pected quality. If customers have unrealistic expectations, customers will feel like they 

received low quality, even if it can be measured as a good perceived quality.  The total 

perceived quality model shows that expected quality can be affected by a number of fac-
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tors such as; marketing, reputation, price, customers needs, values and the company‟s 

profile or local image. It is important that the service provider do not misrepresent any-

thing in front of the customers, the result can be that the two quality dimensions do not 

match up to each other and a gap will occur between them (Grönroos, 2002).   

The perceived quality is controlled by expectations; customers‟ expectations have a 

large influence on customers perceived quality experience. If a service provider prom-

ises too much, customers‟ expectations will be high and when the service provider can-

not keep the promise the customer will feel the quality is bad. The reason that the cus-

tomer receives bad quality is that the expectations did not match with the experience. It 

is much wiser for the service provider to make lower promises to their customers and to 

keep the promises and also have a chance to surprise the customers with better quality 

than they expected. This kind of promises will make the customers loyal and come back 

to make repurchases in the future. It is always better to make lower promises and be 

able to keep them in the end (Grönroos, 2002).      

 

(Total perceived quality model, Grönroos, 2007) 

 

2.3.5 Zone of tolerance  

The zone of tolerance is appropriate to see where customer’s experiences and expecta-

tions lay. According to Grönroos (2002) this tool is closely related to the total perceived 

quality model.  

The zone of tolerance model is constructed on that the customers‟ expectations is com-

pared with customer‟s experience. The zone of tolerance shows the level of customer‟s 

expectations about a specific service. The zone of tolerance concept tells that depending 

on the product or service being purchased, customers will have different desires and dif-

ferent expectations. Customers expectations do not need to be at a certain level, custom-



  

 
24 

ers can tolerate variations in their experience and still believe that their expectations are 

met. The two levels that customers can have their expectations on are adequate level 

and desired level (Grönroos, 2002).  

The desired level reflects on which level the service should be and the adequate level 

explains where customer´s beliefs the level can be. The adequate level is the lowest ac-

ceptable level for a service, both levels shows where the boundaries are drawn accord-

ing to the customer´s tolerance zone. If customer´s actual experience lands between 

these boundaries, the customer will accept the perceived experience and the quality is 

good. The zone of tolerance can be different from one customer to another. Customers 

generally tolerate a wider variation in the process, especially expectations from the 

functional quality dimension and less from the technical quality dimension. If a specific 

service is not being handled right and needs to be fixed, customer´s tolerance zone will 

more or less be reduced (Grönroos, 2002).  

Parasuraman, Zethaml & Berry (1988) created the zone of tolerance which separated the 

desired service level from the adequate service level. Parasuraman et al., (1988) con-

cluded that if customers perceive that they have many alternatives of suppliers to choose 

among, their zone of tolerance is often smaller. For instant in problematic situations, 

customers tend to be frustrated and therefore have high level of expectations which 

makes the zone of tolerance narrower than normal (Grönroos, 2007).  This is important 

because the interaction between customer and the website is a process dimension and is 

therefore important for companies to ensure the right quality.  

 

To see if there is a problem in the service, the service provider can measure the toler-

ance zones of expectations and compare with customer´s experience, and later have use-

ful information where the problem is and where it needs to be fixed at the moment. The 

attributes that falls in between the adequate and the desirable level is the experienced 

quality and is acceptable for the customer. The attributes where the experience is shown 

lower than the adequate level, needs to be improved as soon as possible to not lower the 

perceived service quality (Grönroos, 2002).  

Some attribute can be necessary in order to give good perceived service quality. This 

kind of attributes can be functionality and competence, in other words called hygiene 

factors. Another quality attribute is the quality-enhancing factors that improves the per-

formance and gives a good impact on the perceived quality experience, the attributes 

can be generosity, attention and accessibility (Grönroos, 2002). 

There are also attributes that affect the quality experience in both negative and positive 

way such as communication and convenience.  Another similar way to study quality 

attributes is to divide them into two factors, satisfaction and dissatisfaction. The satis-

faction factor is containing attention, concern and generosity that will contribute to sa-

tisfaction, by exerting greater effort than required by the customer, this can be perceived 

as improved quality. If customers expect too much, even with good efforts from the 

company, the perceived quality can result in negative effects. It has been found that 

helpfulness can affect both satisfaction and dissatisfaction, this is an important discov-

ery because it is the quality attributes that are often regarded as crucial when it comes to 

how satisfied or dissatisfied the customer is about the given service (Grönroos, 2002).   

Berry and Parasuraman (1991) came up with the SERVQUAL instrument that is based 

on “zone of tolerance” This concept means that customers do not have expectations for 
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a service attribute on one level, meaning they can accept different levels of quality and 

still be satisfied. Customers think the service is good when the service performance falls 

within the borders of “zone of tolerance” (Grönroos, 2007).  

 

 

 

 

 



  

 
26 

3 Method 

3.1 Research approach  

Research means the way you collect information. With research people want to increase 

their knowledge (Saunders, Lewis & Thornhill, 2003). To get a good result the re-

searcher must consider an appropriate/suitable sampling method that will be able to give 

answers to our purpose and our research questions. Factors that can affect the choice of 

method can be the time frame, researchers‟ prior knowledge in the area and unpredicta-

ble occasions may also be considered when choose a method (Bailey, 1994). Our re-

search will be based on collecting data in our area to get a wider knowledge to be able 

to answer our research questions. There are various methods of collecting data, which 

will be explained below. The researchers need to take this carefully into consideration 

and choose the best method to answer the research questions correctly.  

 

3.1.1 Explanatory, exploratory and descriptive studies 

 

According to Saunders et al., (2003) mentions three types of studies, exploratory, de-

scriptive and explanatory studies. Explanatory studies are used to clarify the relation-

ships between variables, this can be done when studying situations or problems. The da-

ta can be converted into statistical tests to distinguish clearer relationships between va-

riables. Explanatory research means to test theories, define the theories that will be 

tested and later build a questionnaire based on that (Saunders et al., 2003). Our ques-

tionnaire has been built on theories and other previous studies done in the same area.  

 

Exploratory study is useful when trying to understand or clarify a problem. The benefit 

with this study is that it is very flexible and adjustable. Descriptive studies describe per-

sons, situations or groups (Robson, 2002). It is often a part of an exploratory research 

and important to have a clear picture of the fact that you want to collect before you start 

the collection (Saunders et al., 2003).  They also say that the exploratory and descriptive 

researches are applicable when doing survey.  

 

Therefore we will use exploratory and descriptive studies since we are doing a survey. 

With this study we want to understand a group of people that use Internet banking and 

their level of satisfaction or dissatisfaction with the offered online service. To find new 

insights we will describe, analyze, criticize and explain to fulfill our purpose of this the-

sis.  

 

3.1 Qualitative and quantitative method 

 

A qualitative methodology is based on the hermeneutic approach, where interpreting is 

essential for understanding (Ericsson & Wiedersheim, 1994). This method is used for 

understanding and exploring individuals or groups to describe a human or social prob-

lem. The research process involves questions and procedures, by collecting data, ana-

lyze and making interpretations of the meaning of the data (Creswell, 2010).  



  

 
27 

 

Quantitative methods involve measurements or quantifications. A quantitative view is a 

property of measurements (Ericsson & Wiedersheim, 1994). A quantitative research al-

ways involves doing surveys or to study statistics (Silverman, 2006). A survey provides 

a number of quantitative description of trends, attitudes or options of a population by 

studying a sample of that population (Creswell, 2010). We have chosen to use a quantit-

ative approach to answer the research questions since it is most suitable when you want 

to reach out to a big population and get a deep research, where we will draw general 

conclusions of the obtained data. The collected data from the survey will be transformed 

to numerical value to statistically evaluate the data. 

 

3.1.1 Deductive and inductive approach 

There are two different approaches to take when trying to solve a problem, deductive 

and inductive approach. The deductive approach is often based on well recognized 

theory and attempts to get a clear picture of phenomena. It implies some prior know-

ledge of the problem. When knowledge about a problem exists the deductive approach 

is often adopted. The inductive approach starts by observing a set of phenomena and to 

come to a conclusion, in the conclusion inductive approach tries to find patterns and 

logical structures in the phenomena. No prior knowledge about the problem or criticism 

often leads to inductive approach (Misra, 2006). We will use the deductive approach, 

since we got the prior knowledge by looking at what has been done by previous re-

searchers in online banking. Our secondary data gives us deeper knowledge about Inter-

net banking and what is important for customers when they use online banking. Our 

theory gives us the knowledge we need to do a study about online banking. We will use 

the theory to build our questionnaire and we will also analyze with the help of our 

theory. 

 

3.2 Data collection 

 

In order to complete the thesis, both primary and secondary data will be gathered. 

Our collected data will be further explained below. 

 

3.2.1 Secondary data 

Data is often collected from a variety of different sources (Saunders et al., 2003). Sec-

ondary data must consider the choice of method that will be used (Lancaster, 2005). We 

have collected information on the subject by studying the literature, academic books, 

bachelor, master and doctoral theses and scientific articles which were found in differ-

ent databases such as, JSTOR, Scopus, Business Source Premier, Google Scholar, 

Google E-books and the library in Jönköping University and Skövde University. All of 

the secondary data is from written materials. The secondary data gave us empirical 

measured theories and previous researches that are appropriate for our study. 
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3.2.2 Primary data 

 

To get an understanding of how Handelsbanken in Jönköping uses Internet-based self-

service (ISST) on their online services, we have done an interview with the manage-

ment, Michael Wiklund, head of Capital Markets and Private Banking. The answers 

gave us pre-knowledge about what is important for customers in their use of ISST. That 

knowledge we used in combination with the theories and previous researches to distin-

guish what customer‟s value in their use of ISST. This contributed to a more reliable 

way of research.  

A survey has been conducted among customers about how they perceive customer satis-

faction in their use of ISST. The responses we got were used to further analyze with the 

theory and relevant models.  

To be able to analyze the responses it is important to have an understanding from a part 

and whole perspective to see and recognize differences and contradictions among them 

to reach full understanding. For these reasons, we will use models and theories. These 

theories and models are further explained in the theoretical framework.  

 

3.3 Survey 

 

To fulfill the purpose in this thesis we have conducted a survey among customers of 

Handelsbanken. We have chosen to use a survey because it is easy to use, practical, we 

want to reach out to a big population and furthermore it is inexpensive and time saving 

(Saunders et al., 2003). According to Saunders et al (2003) using a delivery and collec-

tion questionnaire means to deliver it by hand to each respondent and collect it later. We 

were at Handelsbankens in Jönköping city and delivered the questionnaire by hand to 

Handelsbankens customers.   

The survey was conducted during the period 2011-04-26 – 2011-04-28 at Handelsban-

ken in Jönköping city because we know that there we can reach the customers. We 

wanted to be there during the opening hours to get hold of different customers that came 

in, therefore we chose to be there from 10-18 o‟clock, meaning that it took total 24 

hours to conduct the survey. 

The three days we were there the noticed that older customers came in very early in the 

day and later during the lunch different people of different ages came in. We also no-

ticed that some hours it came more customers such as lunch and after 15 o‟clock which 

is usually the time people get off work. To not miss any important customer groups, we 

chose to take turns for lunch, so there was always someone in the bank and handed out 

the survey. The reason we did not choose to do the survey online is because we cannot 

get access to Handelsbankens customer database. Handelsbanken are not allowed to 

share their customer information.  

There exist many different measurement scales with their own functions. The scale we 

have chosen to use is called interval scale, the differences between the options in the 

scale are meaningful, since the distance is equal between different numbers. We want to 
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know more about if customers are dissatisfied or satisfied and that we can do by using 

interval scale. What is also good with interval scale is that it conveys nominal and or-

dinal scales. The nominal scale gives information if two events are the same or different 

and the ordinal scale does the same but furthermore gives us ranking of some variables 

(McBurney & White, 2007). The same scale used by Saunders et al., (2003), he calls it 

likert-style rating scale and is used for statements based on the respondent agrees or dis-

agrees with this. This scale usually has four, five, six or seven point rating. Our ques-

tionnaire has an interval scale with five options, the questionnaire consists of 5 ques-

tions and 26 statements (see Appendix 1). The bigger part of the questions in the survey 

are build on Hayes (1997) studies that he has done in banking about customer satisfac-

tion and  that will be further explained in the text below. Our study is also about cus-

tomer satisfaction and we also want to know customers’ opinions and attitudes that is 

why we felt the interval scale was appropriate. The scale also shows clear distance be-

tween all five options which gives them meaning. The options are ranged from “I am 

Very Dissatisfied with this statement” to “I am Very Satisfied with this statement” 

where the respondent select the alternative he or she thinks is best suitable. See Appen-

dix 6 to see the quality dimensions and their items in the questionnaire.  

The questions in our survey are designed by category questions and rating questions. 

Category questions are designed so that each respondent‟s answers fit only one catego-

ry. Rating questions are used to collect opinion of something and are based on scales 

(Saunders et al., 2003). These questions are used as an introduction for the question-

naire, the categorical questions consist of age, gender, if customers use Internet banking, 

how often they use Internet banking and education level. We used rating questions for 

the remainder of the study to get respondents opinion in different statements. How we 

exactly came up with every question can be further read in Appendix 3. 

As we mentioned the questionnaire is based on theories from previous studies in bank-

ing industry that have measured e-service quality and customer satisfaction, especially 

Hayes (1997) statements and design has been implemented. He uses interval scale to 

measure customer satisfaction which is our purpose as well. It is a very clear scale with 

five options that makes it easy for the respondents to decide which statement fit best. 

The questionnaire will be answered anonymously because we want to get as accurate 

answers as possible.  

The way questions are designed and put together is crucial to the quality of the informa-

tion. When designing a questionnaire there are some guidelines recommended by Mor-

ris (2008) that we have followed. 

Keep it short: This concerns each question and the overall questionnaire, all the neces-

sary parts needs to be covered but don‟t get carried away. The place is also important if 

you send a questionnaire at home, it can be longer but in our case the questions will be 

answered at Handelsbanken‟s location which means it is better to make it short. 

Use a logical sequence: The respondents should be able to see what you are getting at. 

In our case an explanation about the survey will be added and we will also have ques-

tions schemed related to each other, such as the statements will be placed in a logical 

order.  
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Progress from simple to more complex questions: The questionnaire should include the 

complex questions at last. In our case we will start with simple questions about the per-

son‟s age, level of education, and use of Internet banking and how often, the more com-

plex questions will come towards the end of the questionnaire. 

Provide codified responses as far as possible: If you want to express opinions it is a 

good choice to choose a scale, semantic differential scale is often used. Here you use 

numbers 1 (= strongly agree) to 5 (=strongly disagree). In our survey interval scale will 

be used, 1 (=I am very dissatisfied with this statement) to 5 (=I am very satisfied with 

this statement), to be able to get the customers opinions on our statements. 

Don’t force respondents into a straitjacket: If the choices of response you have are not 

sure to cover all the possibilities you should include a category where the respondents 

can write more such as “please specify”. The scale we have chosen to use covers all 

possible responses that we need, we did not feel it was necessary for this kind of catego-

ry. 

Avoid leading questions: If there exists leading questions it is possible that the respon-

dents will be influenced when answering the questionnaire. This will also be avoided by 

the group, we do not want to influence the respondents, and the statements were as neu-

tral as possible. 

Avoid ambiguity/´portmanteau´ questions: Questions should not contain two different 

statements, because then you do not know to what the respondent replied to. This will 

also be excluded in our statements, there will only be one clear statement for the res-

pondent to answer. 

Use a pilot survey to test and modify your questions: A pilot study is a way to find out if 

the questions make sense. It should be done on an appropriate population to get the right 

answers, it is not relevant to ask a population that are not relevant to the questionnaire 

later. A pilot study will be done on students, family and friends that use Internet bank-

ing to give us feedback.  

Think about how you will analyze the results of the survey: It is important to think ahead 

to save time and hassle for the analysis. Questions that allow variable numbers of op-

tions are not easy to code into computer input later. The categorical questions consist of 

different alternatives depending on what they are about which fits them well and makes 

it easy to put in the data into Statistical Package for the Social Sciences (SPSS), the rest 

of the statements consist of interval scale with five options which makes them nominal 

scales. One statement is an exception which is statement 29, this statement is an ordinal 

scale because it consists of two options; yes or no. This made it easier for us to input da-

ta into SPSS and interpret. 

3.4 Sample method 

For the sample method, we will conduct the survey at Handelsbanken, and choose cus-

tomers that are willing to take part in the survey. This selection is called convenience 

sampling and is the most common sampling method. The respondents are chosen on the 

basis of their accessibility and their willingness to reply (Gravetter & Forzano, 2008). 

One negative view of this sampling method can be that the researcher does not have as 
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much control over the representativeness of this sample, there is a possibility that the 

collected sample can be partial. This type of sampling method is time saving, less ex-

pensive, easy, it is more timesaving than the probability sampling which the researcher 

must identify all individual of the specific used population (Gravetter & Forzano, 2008).  

 

3.4.1 Sample size 

To make generalizations from our sample, the group chose to calculate a statistical sam-

pling, to the population the sample was drawn. The importance is to get a precision de-

gree of our generalizations, as degree of sampling error (Hayes, 1997). 

It is rarely feasible or practical to collect data from an entire population to do research 

on, so we can instead collect a subset of data from a population and later on use statis-

tics for that sample to draw conclusions about the population. To decide which sample 

size is needed, the central limit theorem (CLT) can be applied, which according to a 

sample size can be 30 or more to be considered large enough for the central limit theo-

rem to take effect. When we decided which sample size we would need to be able to 

draw conclusions for the whole population, we had to consider the chosen sample me-

thod which is convenience sampling. The best way to decide the sample size was to use 

central limit theorem (CLT) meaning that we had at least 30 persons from every age 

group we had in the survey, which add up to at least 120 respondents. After the survey 

was done we realized that we received more than the minimum required in each age 

category which is acceptable as long as we exceed the theorems 30 needed (McClave, 

Beson & Sincich, 2011). 

When we were done with the survey we had received total 273 questionnaires. We went 

through all of the surveys and realized that some of them were not appropriate for the 

analysis. The surveys that were complete and appropriate to use consisted of 44 surveys 

in the age group 16-25, 42 surveys in the age group 26-35, 43 surveys in the age group 

36-50 and 49 surveys in the age group 51-65 which add up to a total 178 surveys that 

we used in the analysis. Meaning at least 30 for each age group is fulfilled, according to 

central limit theorem (CLT). The remaining surveys that were not appropriate to use in 

the analysis for different reasons consist of 6 surveys in the age group 66+ which means 

this did not meet the central limit theorem (CLT) and could not be used in the analysis. 

The remaining consisted of 89 surveys the reasons why we did not use them was be-

cause they were not complete, people forgot to fill in the back or they did not use Inter-

net banking and were not appropriate to analyze.  

 

3.5 Reliability, validity and generalizability 

 

Reliability often refers to the degree of the study, it deals with the question if future re-

searchers could repeat the research project and come up with the same results (Silver-

man, 2006). Validity occurs through steps in the process of research. Validity means to 

see if the questions in the survey are sensible, do they measure the result it intends to 

measure and if the questions cover the phenomena you intend to. Validity does not have 
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the same connotations in qualitative research as it does in quantitative, because it is eas-

ier to reach both high reliability and validity in qualitative researches where the obser-

vations are deeper and not generalized as in quantitative studies. For reliable qualitative 

research, the procedures and different steps in the process should be documented as 

much as possible (Creswell, 2010). In quantitative research reliability often refers to the 

measurements of a project (Silverman, 2006). Qualitative validity means that the re-

searcher looks at the truthfulness of the findings by employing different procedures and 

quantitative reliability refers that the researcher sees at different projects and researchers 

(Creswell, 2010). We have decided to do a reliability test to define the reliability in our 

questionnaire, the test is called Cronbach alpha test that researchers use for scale data 

and can also be imprinted as correlations (Burns & Burns, 2008). Cronbach alpha is a 

very useful test to increase questionnaires reliability level that shows if the variables are 

measuring the same sort of construct or not, if the variables are not reliable to measure 

what they are supposed to measure they should be excluded (Burns & Burns, 2008). 

Our questionnaire consists of various dimensions that are important in online banking, 

we have done a Cronbach alpha test on all the dimensions because we wanted to see 

which of them measure up to the reliability according to Cranach‟s alpha. The dimen-

sions that did not prove to be reliable according to Cranach‟s alpha test were removed 

from the analysis. We did that to receive a higher quality in our analysis. After this the 

remaining dimensions that were reliable to analyze are efficiency, fulfillment, system 

availability, privacy, assurance/trust, responsiveness and overall satisfaction.     

Generalizability is a standard used in quantitative research and often used in statistical 

samplings. It has two functions, to make you feel confident in representativeness and al-

lows you to draw broader conclusions (Creswell, 2010). In this research the group will 

try draw general conclusions of a population by using central limit theorem (CLT) 

where we had at least 30 respondents in each age group to be representative for the 

whole population of Handelsbankens customers. Since we received 178 valid surveys, 

which is a big sample size, it may be representative for other banks as well. As a sum-

mary of the importance of planning a research and strategy to implement, is to validate 

the accuracy of the finding, show the reliability of procedure and take into account the 

role of generalization (Creswell, 2010).  

 

For a questionnaire to be valid it must be reliable. Reliability is concerned with the 

truthfulness of the questionnaire (Saunders et al., 2003). Mitchell (1996) tells about 

three approaches to access reliability, these are through test re-test, internal consistency 

and alternative form (Saunders et al., 2003). Test re-tests means to probe the question-

naire on people from the same category. To strengthen the reliability in our study, the 

group will test the questionnaire through a pilot test on people that are users of Internet 

banking.  

 

According to Bourque & Clark (1994) adapting questions may be necessary if you want 

to compare the findings with another study and also more efficient than developing your 

own questions (Saunders et al., 2003). The group has based the questions on the theory, 

by studies done in the same area, (see Appendix 2). We have adapted questions done 

before, but adjusted them to be more applicable for Internet banking. Since many au-

thors emphasize different quality features in online banking, this lead to a wide range of 

alternative of questionnaires to chose. We chose quality dimensions based on the most 

used by different authors. This has strengthened the reliability and validity of the ques-

tionnaire, this makes our questions valid to measure what we intend to measure. 
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3.6 Pilot study 

 

According to Mackey & Gass (2005) a pilot study is a good way of discovering any 

problem before doing the real survey. A pilot study is also important to use for assess-

ing the possibility and value of the data collected and make needed adjustments before 

doing the survey on the real target persons (Mackey & Gass, 2005). 

The pilot test was conducted during the period 2011-04-14 –2001-04- 15.  We chose to 

do a pilot study which means that we did a pre-testing on our preliminary survey on 

twenty participants consisted of students, family and friends that use Internet banking. 

By using a pilot study we wanted to see if the questions were easy to understand and to 

get overall comments on what they thought about the survey.  

When the group asked participants if they wanted to help us answering the survey ques-

tions, more than 95% of the participants first reaction was “how long will it take?” We 

measured how long time it took to answer the questions, the result became about two to 

three minutes. A survey should be short as possible and easy to understand. According 

to our respondents the time it took to answer the questionnaire was long enough. 

The group did also send a copy of the preliminary survey to Michael Wiklund, our con-

tact at Handelsbanken to give us feedback of the survey. According to him we used aca-

demic words such as “interaction” that not regular Swedish people commonly use, we 

reformulated these words.  

Other small adjustments were made such as rearrangement of some questions changed 

some academic words and also some of the questions that respondents indicated some-

thing on were reformulated. In the pilot study we did not receive any major complaints, 

according to the respondents it was easy to understand, which is an important factor to 

get reliable answers.  

 

3.7 Data analysis 

The group has chosen descriptive statistics because it will enable us to describe and 

compare variables numerically (Saunders et al., 2003). Numerous calculations provide 

you a summary of information of the obtained data (Jargowski & Yang, 2005). We will 

use a statistical program called Statistical Package for Social Science (SPSS) to help us 

to analyze our now gathered data.  

The collected data from the survey will be analyzed by using descriptive statistics and 

correlation analysis. With correlation analysis, we want to see the relationship among 

different variables and identify the differences and similarities to draw deeper conclu-

sions of our gathered data (Bergman, 2010). We are going to use the Pearson correla-

tion, which is the most used correlation coefficient in this area The Pearson correlation 

analysis means that two variables are measured and is presenting these variables propor-

tion to each other (Argyrous, 2000).We have adapted Cronbach alpha test that measures 

the reliability (Sijtsma, 2009). 
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3.7.1 Coding and recoding data 

Coding data is to group numerical value to answers of questions from different ques-

tionnaires. Codes are used for classify and evaluate data to further analyze it.  

The table below shows how our data from the questionnaire is coded into numerical 

value in Statistical Package for the Social Sciences SPSS/ PASW18.  

 

Question 1  16-25 26-35 36-50 51-65 

Code  1 2 3 4 

Question 2  Male Female   

Code  1 2   

Question 3  Yes No   

Code  1 2   

Question 4  Once a 

week 

Several 

times a 

week 

Almost 

every day 

 

Code  1 2 3  

Question 5  Middle 

school 

High 

school 

University  

Code  1 2 3  

Question 30  Yes No   

Code  6 7   

Question 31  Yes No Don‟t 

know 

 

Code  8 9 10  

Table 1 Coding and recoding data 

Statements from 6-29 is answered by using the options from 1-5 in the interval scale. 

Option 1 (Very Dissatisfied) is coded as 1, option 2 (Dissatisfied) is coded as 2, option 3 

(Nor Dissatisfied or Satisfied) is coded as 3, option 4 (Satisfied) is coded as 4 and op-

tion 5 (Very Satisfied) is coded as 5.  

 

3.7.1.1 Interpreting option three in the interval scale 

This is for respondents who have no strong view, it is often used when case subject is 

about common objects. This will be used to help us interpret option 3, neither dissatis-

fied nor satisfied, in our interval scale. Respondents usually pick this alternative be-

cause they “don‟t know”, do not wish to, are not able to give an answer or if a “don‟t 
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know” option does not exist (Brace, 2008). In our questionnaire we did not include any 

“don‟t know” option which gave room for respondents to pick number three in the in-

terval scale. 

“Don‟t know” option is a type of non-committal reply, if respondents have no opinion 

or are neutral to the statement. There are two patterns that this interpretation can fit on , 

one is that  “don‟t know” comments indicates that there is no attitudes, beliefs, opinions 

or knowledge and the second is that non-committal  replies are inaccurate reflections of 

existing cognitive states.  If there are relatively few “don‟t knows” the best would be to 

leave them out of the analysis, but there are also cases where you can include the “don‟t 

knows”. Researchers are not sure what to do with non-committal replies, there is no 

agreement on that (Kent, 2001). In our questionnaire there exists a non-committal reply 

option and that we have to consider, we do that by taking this information from the re-

searcher into consideration. Some of the non-committal replies will be left out from the 

analysis and replies with high non-committal responses will be included and try to ana-

lyze based on this theory.  
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4 Empirical Data and Analysis 

 

This data consists of the gathered data from the questionnaire. Totally there was 273 

questionnaires collected, 6 complete surveys from ages 66+ was excluded since it has a 

low frequency, 89 surveys was not completed which we exclude as well. Totally 178 

surveys were used for statistic measurements. The completed data collected in the dif-

ferent ages consisted of 44 surveys in the ages of 16-25, 42 surveys in the ages 26-35, 

43 surveys in the ages 36-50 and 49 surveys in the ages 51-65.  

In the tables we present the frequency, percentage, valid percent and cumulative percent 

of different findings. The frequency shows how many respondents we got, which is cal-

culated in percentage, valid percent excludes the missing answers or blanks like our 89 

surveys which will be presented in empirical findings. The cumulative percentage is 

another way of expressing the frequency, where it calculates the percentage within each 

interval, in addition to relative frequency where it calculates the percentage of frequen-

cy.  

To clarify the presented data and avoid misunderstandings, we will explain the interval 

scale and how it is related to the statements. Since 1 is Very Dissatisfied it means that 

the respondents do not agree with the expressed statement. The meaning of 2 is Dissa-

tisfied with the following statement, 3 is Nor Dissatisfied or Satisfied with the state-

ment. The meaning of 4 is Satisfied with the statement and 5 Very Satisfied, meaning 

they agree or totally agree with the statement.  

In the first part of the questionnaire the respondents filled in their personal information 

so we could form a profile of people‟s age, gender, usage of Internet bank, how often 

Internet bank is used and level of education. Second part consists of statements where 

customers expressed their opinions of Internet banking by using the interval scale. 

 

4.1 Empirical findings 

 

The charts below present the 178 completed surveys that will be used for the analysis. 

Fist we present the respondents age, gender, education level and how often Internet 

banking is used, continued with descriptive statistics of the statements from the survey.  
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Figure 1 How often do you use Internet bank? 

This chart shows how often people use the Internet 

bank. 45,51% represents respondents that use Internet 

bank once a week, 39,33% represents respondents that 

use Internet bank several times a week and 15,17% 

represents respondents that use Internet bank almost 

every day. The pie-chart above shows clearly that the 

majority of the respondents use Internet bank once a 

week, many use it several times a week and fewest 

use it almost every day. 

 

 

 

 

 

 

 

Figure 2 Gender 

This table shows the gender of the collected data. 

Men represents 57,87% of the respondents and 

42,13% are woman. We got a higher frequency of 

men, total 103 respondents and 75 women which we 

believe is a good distribution between the sexes. 

 

 

 

 

 

 

Figure 3 Age 

This chart shows the respondent‟s age. 24,72% 

represents respondents between ages 16-25, 23,60% 

represents respondents between age 26-35, 24,16 % 

represents respondents between age 36-50 and 

27,53% represents respondents between age 51-65. 

We see clear a quite equal division between all ages. 
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Figure 4 Education level 

This pie chart shows the education level of the res-

pondents. 5,06% represents middle school, 39,89% 

represents high school and 55,06% represents col-

lage/university. More than half of the respondents 

are high level educated which includes college and 

studies on advanced level, and a very low percentage 

on middle school which can depend on very young 

respondents or older respondents. 

 

 

 

 

4.1.1 Efficiency 

 

 

 

Figure 5 The Website is simple to use 

This chart shows if the website is simple 

to use. 2,81% are very dissatisfied with 

this statement, 1,69% are dissatisfied 

with this statement, 14,04% are neither 

dissatisfied nor satisfied, 52,25% are sa-

tisfied and 29,21% are very satisfied. The 

result shows clearly that respondents are 

mostly satisfied with this statement, and 

the low percentage indicates little dissa-

tisfaction among respondents.  

 

 

 

Figure 6 The structure of online content is easy to 

follow  

This chart shows if the structure of online 

content is easy to follow. 2,81% are very 

dissatisfied with this statement, 2,81% are 

dissatisfied, 21,35% are neither dissatisfied 

nor satisfied, 46,63% are satisfied and 

26,40% are very satisfied. Most of the res-

pondents are satisfied with this statement, 

and we can also note that the percentage of 

„‟neither dissatisfied nor satisfied‟‟ is quite 

high. This statement can be linked to the 

other statement above, if customers are sa-



  

 
39 

tisfied with this statement, they probably also think it is easy to use the Website. 

 

 

Figure 7 Using the bank‟s Website does not require 

me to input a lot of effort 

This chart shows if using the bank‟s website 

does not require customers to input a lot of 

effort. 2,25% are very dissatisfied with this 

statement, 3,37% are dissatisfied, 16,85% 

are neither dissatisfied nor satisfied, 47,19% 

are satisfied and 30,34% are very satisfied. 

The majority is satisfied with this statement, 

and the percentage of dissatisfied customers 

is low. This statement can also be linked to 

the other two statements above, because if 

the website does not require a lot of input 

from customers that may affect the simplici-

ty and how easy it is to follow the websites 

content.  

 

 

 

Figure 8 It is easy to navigate through the 

page 

This chart shows if it is easy to na-

vigate through the page. 2,25% are 

very dissatisfied with this statement, 

3,37% are dissatisfied, 20,22% are 

neither dissatisfied nor satisfied, 

47,19% are satisfied and 26,97% are 

very satisfied. A very low percen-

tage of the respondents are dissatis-

fied with this statement which is 

positive, but has a high percentage 

of neither satisfied nor dissatisfied 

respondents. As we see, these four 

first statements are strongly related 

to each other since they regard effi-

ciency. The ease of use, structure, 

navigation and input of effort affect 

each other and we see that respon-

dents are in general quite satisfied.  
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4.1.2 Fulfillment 

 

 

Figure 9 The online service is working as prom-

ised 

 

This chart shows if the online service is 

working as promised. 2,25% are very 

dissatisfied with this statement, 1,69% 

are dissatisfied with this statement, 

11,80% are neither dissatisfied nor sa-

tisfied, 47,75% are satisfied and 

36,52% are very satisfied. The high 

percentage of satisfied and very satis-

fied customers indicates that most of 

the respondents are satisfied in this 

statement and a small number that are 

dissatisfied.  

 

 

 

 

Figure 10 My transactions on the online services 

are always correct 

This chart shows if the transactions on the 

online services are always correct. 2,81% 

are very dissatisfied with this statement, 

6,18% are neither dissatisfied nor satisfied, 

26,97% are satisfied and 64,04% are very 

satisfied. We see that no respondents were 

dissatisfied with this statement which is 

positive and the percentage of very dissa-

tisfied respondents is low. It is also very 

clear that more than half of the respondents 

are very satisfied with this statement and 

high percentage are satisfied. Transactions 

should be fulfilled in a correct way since it 

regards customer‟s private economy, and 

there is no doubt that the bank has not ful-

filled this. The majority is very satisfied 

and a very small percentage that are dissa-

tisfied.  
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4.1.3 System availability 

 

 

Figure 11 The online service is always up and 

running correctly 

This chart shows if the online service is 

always up and running correctly. 2,25% 

are very dissatisfied with this statement, 

3,93% are dissatisfied, 17,98% are nei-

ther dissatisfied nor satisfied, 40,45% 

are satisfied and 35,39% are very satis-

fied. A very low percentage of the res-

pondents are dissatisfied and the high 

percentage indicates that customers are 

satisfied and very satisfied.  

 

 

 

 

 

 

 

 

 

Figure 12 There is help functions available when 

I encounter a problem 

This chart shows if there is help 

functions available when customers 

encounter a problem. 2,25% are 

very dissatisfied, 6,18% are dissatis-

fied, 34,83% are neither dissatisfied 

nor satisfied, 36,52% are satisfied 

and 20,22% are very satisfied. We 

can see a high percentage of satis-

fied customers but also a very high 

percentage of the respondents are 

neither satisfied nor dissatisfied. The 

reason for neither dissatisfied nor 

satisfied customers, can indicate that 

respondents may never encountered 

a problem and needed help functions    

so they are not aware of help func-

tions online. 
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4.1.4 Privacy 

 

 

Figure 13 The bank has secrecy on my per-

sonal information 

This chart shows customers opinions 

on the banks secrecy on their personal 

information. 3,37% are very dissatis-

fied with this statement, 2,25% are 

dissatisfied, 14,61% are neither dissa-

tisfied nor satisfied, 32,02% are satis-

fied and 47,75% are very satisfied. 

Very high percentages of the respon-

dents are satisfied with the secrecy on 

personal information. We can also no-

tice the percentage of very dissatisfied 

and dissatisfied respondents which are 

not high but this should be reduced 

because privacy is an important factor 

in online banking and can be asso-

ciated with many risks. 

 

 

 

Figure 14 I feel secure when I use the bank‟s on-

line services 

The chart shows if customers feel secure 

when using the bank‟s online services. 

1,69% are very dissatisfied with this 

statement, 1,69% are dissatisfied, 19,10% 

are neither dissatisfied nor satisfied, 

37,08%  are satisfied and 40,45% are 

very satisfied. This factor is crucial in on-

line banking and should be a priority be-

cause customers need to feel secure in 

order to use the online banking. This in-

dicates that a high percentage of the res-

pondents are satisfied and very satisfied, 

but also respondents that are neither dis-

satisfied nor satisfied. This statement is 

strongly related to the statement above, 

customer‟s personal information, if res-

pondents are satisfied with the statement 

above, they will probably feel more secure 

when they use the banks online services. 
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4.1.5 Assurance/Trust 

 

 

Figure 15The bank‟s name is well-known 

This chart shows if the banks name is well-

known. 1,69% are very dissatisfied with this 

statement, 1,12% are dissatisfied, 5,06% are 

neither dissatisfied nor satisfied, 28,09% are 

satisfied and 64,04% are very satisfied. A very 

low percentage shows that the respondents do 

not find the banks name well-known, on the 

other hand a high number of respondents 

agreed on that the banks name is well-known. 

Totally 92,1% percent of the respondents 

agreed on that Handelsbanken‟s name is well-

known. Here we can connect this statement 

with “I feel secure when using the online ser-

vice’‟ the reputation of a firm and if customers 

feel they have a well-known name can affect 

how safe they feel when using the banks ser-

vices. 

 

 

 

 

Figure 16 The bank‟s name has a good reputation 

This chart shows if the banks name has a 

good reputation. 1,69% represents the very 

dissatisfied customers with this statement 

and 1,69% are dissatisfied, 11,80% are nei-

ther dissatisfied nor satisfied, 30,34% are 

satisfied and 54,49% are very satisfied. 

There is a small percentage that does not 

agree on this statement and the majority 

shows clearly that customers think the bank 

has a good reputation. Together satisfied 

and very satisfied customers represents 

84,83% that Handelsbanken has a good 

reputation. To find that the bank has a good 

reputation can be based on their own opi-

nions and also other means in form of 

word-of-mouth.  

 

The two statements above show that there is 

a high agreement on the banks well-known 

name and its reputation. From the trustwor-
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thiness side, this shows a positive aspect for 

the customers.  

 

4.1.6 Responsiveness 

Figure 17 The bank quickly resolves problem I en-

counter online 

This chart shows if the bank quickly re-

solves problems customers encounter on-

line. 2,25% are very dissatisfied with this 

statement, 2,81% are dissatisfied, 35,96% 

are neither dissatisfied nor satisfied, 

37,08% are satisfied and 21,91% are very 

satisfied. This chart shows that the respon-

dents are overall positive and satisfied with 

this statement, this can be the result of a 

couple of things, they may have expe-

rienced fast and effective help when they 

needed it. The respondents that are dissatis-

fied may have been through a bad expe-

rience. The percentage that are neither dis-

satisfied nor satisfied maybe never encoun-

tered a problem or needed assistance from 

the company or just do not have an opi-

nion. 

 

Figure 18 The bank gives responses to my require-

ments by e-mail or other means 

This chart shows if the bank gives res-

ponses to customer‟s requirements by e-

mail or other means. 1,69% are very dissa-

tisfied with this statement, 4,49% are dissa-

tisfied with this statement, 32,58% are nei-

ther dissatisfied nor satisfied, 36,52% are 

satisfied and 24,72% are very satisfied. The 

customers that are neither dissatisfied nor 

satisfied with this statement may have nev-

er used the service and do not have an opi-

nion about it. The chart shows that a high 

percentage of the respondents are satisfied 

and very satisfied with the service and may 

have good experience from the service.   

 

 

4.1.7 Overall satisfaction with the service 
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Figure 19 Overall I am satisfied with my online ser-

vice delivery 

This chart shows the overall satisfaction 

with online service delivery. 0,56% are 

very dissatisfied with this statement, 1,12% 

are dissatisfied, 9,55% are neither dissatis-

fied nor satisfied, 49,44% are satisfied and 

39,33% are very satisfied. Totally there is 

88,7% that are satisfied with the online ser-

vice delivery, where satisfied stands for al-

most half of the respondents and very satis-

fied shows a high percentage as well. Very 

small number, total 1,68% represents the 

dissatisfied and very dissatisfied with the 

service delivery. Neither dissatisfied nor sa-

tisfied stands for 17 respondents who could 

not choose any option. This question is 

based on general opinions about the service 

delivery where the respondents should not 

take details into consideration. We find this 

question very important since it can reflect 

back on the other statements and explain 

how much of the general satisfaction can be 

linked to other details. 

 

Figure 20 The service always meet my expec-

tations 

This chart shows if the service meets 

customers expectations. 0,56% are 

very dissatisfied with this statement, 

3,37 % are dissatisfied with this state-

ment, 16,85% are neither dissatisfied 

nor satisfied, 46,63% are satisfied and 

32,58% are very satisfied. The interest-

ing percentage here is 16,85%, that 

respondents cannot judge or chose any 

direct answer. It can also be based on 

that respondents cannot score their ex-

perience so the easy way is to position 

their answers in the middle. The over-

all satisfaction with the service is good 

if we look to the chart above and a 

small percentage shows the dissatisfied 

customers that disagree with this 

statement. If we relate these questions in the field of overall satisfaction to each other, 

customers are overall satisfied with the service delivery and find the service always 

meet their expectations. Always meets my expectations is sensitive word, the result can 
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have been influenced of this. Respondents possibly cannot always feel the service live 

up to their expectations so they disagreed on the statement. On the other hand respon-

dents may think their expectations were exceeded by the service. Totally we see a high 

level of satisfied customers of the service delivery and we can draw the conclusion that 

the overall satisfaction with the service is high.  

 

4.1.8 Missing value analysis 

For descriptive statistics the mean is often used. The mean informs the measurement of 

the central tendency of variables with its confidence interval. The mean from a sample 

can infer information about the population. The confidence interval for the means gives 

values around the mean that we expect as “true” population. This means the larger the 

sample size is the more reliable its mean (Ott & Mendenhall, 1995). 

Standard deviation is a measurement of variability or diversity, and shows how much 

variation there exists from the average (mean). If the standard deviation is low it indi-

cates that the data is very close to the mean, a high standard deviation means that the da-

ta is spread out over a large range of values (Ott & Medenhall, 1995). 

Missing value analysis shows the missing numbers of variables. We excluded question 

3 “Do you use Internet?” since we are only analyzing on respondents that are users of 

Internet bank and shows the same variable variance and do not affect the analysis. 

Question 32 is a supplementary question to 31 and has a high number of missing value 

since it depends on the respondents answers. The table below shows that the rest of the 

questions have no missing values.  

 

 
N Mean Std. Deviation 

Missing 

Count Percent 

Age 178 2,5449 1,14028 0 ,0 

Gender 178 1,4213 ,49517 0 ,0 

HODYUIB 178 1,6966 ,71946 0 ,0 

EL 178 2,5000 ,59423 0 ,0 

Q6 178 4,0337 ,86944 0 ,0 

Q7 178 4,0000 ,90198 0 ,0 

Q8 178 3,9101 ,91615 0 ,0 

Q9 178 3,9326 ,89944 0 ,0 

Q10 178 4,1461 ,85767 0 ,0 

Q11 178 4,4944 ,84537 0 ,0 

Q12 178 4,0281 ,94737 0 ,0 

Q13 178 3,6629 ,94413 0 ,0 

Q14 178 4,1854 ,99400 0 ,0 

Q15 178 4,1292 ,89578 0 ,0 

Q16 178 4,5169 ,78994 0 ,0 

Q17 178 4,3427 ,87687 0 ,0 

Q18 178 3,4775 ,89066 0 ,0 

Q19 178 3,7360 ,91005 0 ,0 
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Q20 178 3,7809 ,92808 0 ,0 

Q21 178 2,7191 1,35704 0 ,0 

Q22 178 4,2472 ,84747 0 ,0 

Q23 178 4,0730 ,82356 0 ,0 

Q24 178 4,0955 ,85495 0 ,0 

Q25 178 4,2191 ,92197 0 ,0 

Q26 178 4,4270 ,77222 0 ,0 

Q27 178 2,1461 1,29798 0 ,0 

Q28 178 4,0281 ,92321 0 ,0 

Q29 178 4,2697 ,73283 0 ,0 

Q30 178 6,5787 ,49517 0 ,0 

Q31 178 8,5393 ,80333 0 ,0 

C32 116 4,0862 ,82955 62 34,8 

Table 2 Missing value analysis 

 

4.1.9 Reliability analysis 

The Cronbah Alpha tool will be used for strengthen the validity and reliability of our 

study. Sijtsma (2009) argues that Cronbach Alpha is used as a reliability test and esti-

mates to measure the internal consistency. Santos & Reynaldo (1999) says that reliabili-

ty is central when variables are used. Cronbach Alpha is a effective tool for measuring 

reliability of a numerical coefficient and shows if variables can be used in statistical 

analysis. Alpha coefficient ranges from 0 to 1, the higher the value is the more reliable 

is the study. Cronbach Alpha is based on the reliability of a test in comparison to its 

items.  

The general rule of thumb for Cronbach alphas asserts is that if the coefficient is below 

0.6 it indicates quite poor reliability. Coefficient between 0.6 and 0.7 indicates that 

moderate reliability exists and coefficient 0.7 is the limit of acceptability. The coeffi-

cients above 0.8 are considered to give very good reliability. The acceptable reliability 

coefficient is 0.7 for doing statistical analysis, value under 0.3 should be eliminated to 

reach higher consistency (Burns & Burns, 2008). 

 

Dimensions Number of items Cronbach Alpha  

Efficiency 4 ,909 

Fulfillment 2 ,751 

System availability 2 ,635 

Privacy 2 ,664 

Assurance/Trust 2 ,841 

Site aesthetics 1 - 
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Responsiveness 2 ,760 

Contact 2 -,181 

Speed of delivery 3 ,193 

Enjoyment 1 - 

Control 1  

Attitudes toward using 

technological products 

2 -321 

Need of interaction 1 - 

Overall satisfaction with the 

service 

2 ,727 

Table 3 Cronbach alpha test 

We found five quality dimensions that are a-scores (over 0.70) and two dimensions that 

have a coefficient between 6 and 7. The coefficient represents efficiency (, 909), ful-

fillment (,751), assurance/trust (,841), responsiveness (,760) and overall satisfaction 

with the service (,727). Coefficients between 6 and 7 shows moderate reliability, those 

are system availability (,635) and privacy (,664). The lowest coefficient that will be 

used in this research is 6 since it has a moderate reliability.  

 

Site aesthetics, enjoyment and need of interaction had one statement each in the ques-

tionnaire and are not applicable to do a Cronbach alpha test. Attitudes toward using 

technological products have coefficient -321 and contact -181, this means these are not 

reliable for doing statistical analysis and will be excluded.  

 

4.2 What are customers overall satisfaction with the service? 

 

The median of a set of measurement shows the middle value when the measurements 

are range from lowest to highest, which means that at least 50 % of the respondents 

chose that option in the questionnaire. Median is a measure of central tendency to define 

the mode as the midpoint of the interval, it reflects central tendency or opinion (Ott & 

Mendenhall, 1995). The median shows the middle value when the measurement is range 

from lowest to highest. This means that at least 50% of the respondents chose that op-

tion in the scale (see Appendix 5). 

We will use the median for the analysis since we want to know what the majority of the 

respondents thought about every statement. The median shows that at least 50% of the 

respondents are satisfied or dissatisfied with the statement. We use an interval scale 

with five options, ranging from 1-5, meaning from very dissatisfied to very satisfied. 

Example, if the median is 4 in one statement, we know that at least 50% of the respon-

dents are satisfied meaning the majority of the respondents are at least satisfied in that 
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statement. The median shows us what the majority of the respondents thought in every 

statement, and is useful when we are analyzing our research question one, where we 

clearer can see the overall customer satisfaction.  

 

4.2.1 Category questions  

The categorical questions consist of four questions, age, gender, how often Internet is 

used and education level. We included the categorical questions mostly to be able to 

correlate with our dimensions and to see the interrelationship between them and fur-

thermore see what type of customer groups is associated with which dimensions.  

Q1, Number 1 represents the age 16-25, 2 represents the age between 26-35, 3 

represents age between 36-50 and 4 represents age between 51-65. The Q1, age shows a 

median of 3, which means that at least 50 % of the respondents are in the age of 36 and 

older. It is a small number that differs between the four category ages we have (see Fig-

ure 8). We have a quite equal division among all ages. Q2 shows the gender, 1 

represents men and 2 women. The table above shows that the median is 1, which means 

the majority of the respondents, is men. Q4 is about how frequently Internet banking is 

used by the respondents. The range is from 1-3, where 1 represents once a week, 2 sev-

eral times a week and 3 almost every day.  The median here is 2, meaning respondents 

at least use Internet bank several times a week.  In the table above Q5 is about level of 

education which consists of three alternatives, 1 middle school, 2 high school and 3 

represents university. The median is 3 which mean that at least 50% of the respondents 

are university educated.  

 

4.2.2 Efficiency  

Jayawardhena & Foley (2000) has identified the website features over Internet banking; 

one of the factors includes the navigation of the website. This dimension consists of 

four items that will represent efficiency. All of the questions represent the same median, 

4 which means that more than half of the respondents are at least satisfied if not totally 

satisfied with this dimension. This dimension stands for the websites efficiency and how 

easy it is to use it. According to Zeithaml, Parasuraman & Malhotra (2000) the efficien-

cy represents how easy it should be to use a site, where we in Q6 can see it from cus-

tomers point of view, as well as easy to understand, where the respondents are satisfied 

with Q9, it is easy to navigate through the page. A site should not demand the custom-

ers to give out information (Zeithaml et al., 2000), where it correspond to the item Q7,  

using the Internet bank´s website does not require me to input a lot of effort. It is impor-

tant that the structure of a website is structured in a way that is easy to understand (Zei-

thaml et al., 2000), where the respondents in Q8 agree on that the structure on the web-

site is easy to follow. Cox and Dale (2001) mention the importance of website quality 

which includes the ease of use. The navigation is a website feature that is crucial to en-

hance customer satisfaction (Jayawardhena & Foley, 2000) and here we see Handels-

banken‟s website correspond in a positive result where the customers are highly satis-

fied. From the descriptive statistics, we can conclude that the customers are satisfied 

with the website‟s function. The importance of ease of use is effort and complexity, if 

customers perceive the usage of service to be easy, the technology option will get high 

quality (Langerad, Bateson, Lovelock & Eiglier, 1981), and therefore we can assume 
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the given service respondents get has high quality. If the website would be perceived as 

difficult, other social risk related to saving efforts will be associated with the service 

and have a low quality.  

If we look at the zone of tolerance theory, more than 50% of the customers are at least 

satisfied and very satisfied with the service related to the efficiency. In the zone of to-

lerance, the level of desire is what customers want to achieve (Grönroos, 2007). The 

responses we got, satisfied, correspond within zone of tolerance and mean their expecta-

tions match with the service quality they get. Since more than half of the respondents 

were at least satisfied or more, very satisfied they reached the desired level where the 

service quality exceeds their expectations. As a result we see a high level of satisfaction 

within this dimension. 

4.2.3 Fulfillment 

The fulfillment dimension consists of two questions about accomplishment on the web-

site. Q10 is about; the online service is working as promised and has a median of 4 

which means that at least 50% of the respondents are satisfied with this question. The 

other question in this dimension is  Q11, my transactions on the online service is always 

working correct and has a median of 5, which is higher than the median in Q10. Mean-

ing that respondents are more satisfied in this statement, at least 50% are very satisfied 

with this. This dimension consist promises about order delivery on the site and about the 

items availability on the site. It is an important factor for banks to consider because ac-

cording to Zeithaml, Parasuaraman & Malhotra (2005) this is a crucial factor that has 

affect on the overall quality, loyalty and customer satisfaction. If the promises are bro-

ken customers will not approve of the quality and neither will they be loyal because 

they do not get what is promised and probably are dissatisfied. According to Grönroos 

(2007) the service provider should avoid explicit expectations which are strongly af-

fected by the promises made. They should not promise too much and be clear with what 

they promise, so that customers do not expect too much or something else than what is 

actually offered. 

4.2.4 System availability 

System availability is presenting how good the technical function on a website is (Zei-

thaml et al., 2005). This dimension, system availability represents two statements, Q12 

the online service is always up and running correctly and Q13 there is help functions 

available when I encounter a problem. As the previous dimensions, we can from the 

median see that the customers are satisfied with this dimension as well. For both of 

these statements, the median shows 4, which means that 50 % of the respondents are at 

least satisfied or very satisfied. Site aesthetics, which Zeithaml et al., (2000) have de-

scribed before he decreased the eleven dimensions to seven focuses on the sites availa-

bility and overview of the website. A Website should always be available and not have 

other things that may confuse the customer and do something he or she did not intend to 

do (Zeithaml et al. 2000).  After the respondent‟s answers, we can assume that they are 

highly satisfied with the technical function on the website. A site should also be clean, 

few advertisement and free from any interruptions for the function to work as it should. 

We can see the website is attracting customers of Handelsbanken.  

In the zone of tolerance, the customers would be within the zone of tolerance and that 

means their expectations and experience match with the service quality they get. Since 
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the customers were at least satisfied, some of the respondents already have met their de-

sired level and it means that the customers is pleasantly surprised and the service may 

exceeded their expectations.  

4.2.5 Privacy 

Riel, Liljander & Jurriens (2001) mentions the importance of SERVQUAL even when 

evaluating the quality online. The dimensions in SERVQUAL model could be adjusted 

to fit online services as well. Assurance could refer to the safety of transactions, which 

is one of the most important of the e-service satisfaction. Parasuraman and Grewal 

(2000) say that the quality dimensions in the SERVQUAL are needed whether custom-

ers interact with personal contact or technology. This dimension privacy includes two 

statements, the first is Q14, the bank has secrecy on my personal information, which is 

an important issue in banking industry, and a site should not demand the company to 

give out information. A site or a company should never give out information to unau-

thorized parties (Zeithaml et al. 2000). We can here see that customers agree on this 

statement, the median here is 4 and represents satisfaction. 32,02% was satisfied with 

this statement and 47,75% was very satisfied with this statement.  

The median here is 4, the same as in the previous question and means that the customers 

are satisfied with this statement and trust the bank, next statement is Q15, I feel secure 

when I use the bank’s online services. 37,08% were satisfied with this statement while 

40,45% were very satisfied. Security is an emphasis that should show the customers that 

the site is safe to use (Zeithaml, et al, 2000). 50 % of the customers here are also at least 

satisfied. The customers feel secure when they use the banks online services. Both 

statements have a median of 4 and represent the satisfied customers with the privacy 

and security at the bank, this is really positive since it is one of the most important fac-

tors for evaluating customer satisfaction online.  

If we look at the zone of tolerance, 32,02%  of the customers are within the zone of to-

lerance and 47,75% have reached their desired level in the statement about banks secre-

cy on their personal information. 37,08% of the respondents thought that they feel se-

cure when using the banks online services and are positioned in the zone of tolerance, 

where 40,45% had reached their desired level.  

4.2.6 Assurance/Trust  

Assurance/trust is about the reputation of the site and the names reputation and how 

well recognized it is in the business among customers (Zeithaml et al. 2000). Q16, the 

bank’s name is well-known, customers here totally agree with this statement. The me-

dian here is 5 and means that more than half of the respondents are very satisfied with 

the statement and find the banks name well-known. 64,04% are very satisfied with this 

statement. This related to trust is a significant factor, customers can feel more safe when 

they go to a well-known bank than visit a bank they barley know. Cox and Dale (2001) 

mentions the dimensions that have an impact of the website, one of them is customer 

confidence and means that the website should generate trust to customers, and it ob-

viously does if the banks name is well-known and customers so far are quite satisfied 

within most of the dimensions. Grönroos (2002) mentions the importance of bank‟s 

name being well-known, some customers can easier forgive service failures if it is a 

bank that is well-known, mistakes can often be forgiven and this is a positive thing for 

companies to gain.  
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Q17, the banks name has a good reputation, shows a median of 5, where 54,49% are 

very satisfied with the statement and 30,34% are satisfied. Referring to the total per-

ceived quality model, Grönroos (2002) emphasizes that the quality can be affected by 

many factors: marketing, reputation, price, customer‟s needs, values and company‟s im-

age. Word-of-mouth is important and shows the company‟s reputation and professional-

ism. Both positive and negative word-of-mouth can be created and influence the cus-

tomer (Grönroos, 2002). Since the majority is agreeing on that Handelsbanken‟s name 

has a good reputation, it creates positive word-of-mouth and generates in loyalty and 

trust.  

In the zone of tolerance, both statements with the median of 5, represents the customers 

that have reached their desired level. The customers in this dimension are very satisfied 

with the banks name and reputation.  

4.2.7 Responsiveness  

Responsiveness is an important factor both for traditional services and services online.  

Responsiveness focuses on how willing the employees are to satisfy customers needs 

immediately and give them the service they want (Zeithaml, Bitner & Gremler, 2006). 

Based on the customers opinions in the statement, Q19, the bank quickly resolves prob-

lems I encounter online; they considered the bank to solve problems encountered on the 

site. The median here is 4 and the customers are satisfied with this statement. According 

to Riel, et al (2001) responsiveness refers to a company‟s responses to customer and the 

speed of that time. This statement is related to the service recovery, Grönroos (2002) 

mentions that when a mistake or failure occurs the service customer focus is tested. 

Whoever made the mistake, it is the service providers responsibility to solve it in best 

way to satisfy the customer Grönroos (2002). Looking to the responses they agreed that 

the bank quickly resolves problems, which means good service recovery. Service recov-

ery can strengthen or weaken a customer relationship depending on how the bank re-

solves the problems (Grönroos, 2002), here we see that it has a positive strength on the 

relationship for both parties. The second statement is Q20, the bank gives response to 

my requirements by e-mail or other means, which also had a median of 4. 36,5% of the 

respondents are satisfied and 24,7%  are very satisfied with this statement. Zeithaml, et 

al (2000) emphasizes that responsiveness is also referring to dealing with customer‟s 

requests and orders. Customers want to get a confirmation of their purchasing and the 

companies must take care of them after the process as well. According to respondents 

they are satisfied with the responses of their requirements.  

 

In the zone of tolerance model, customer‟s expectations match the service quality and 

the customers are within the zone of tolerance. Since the median showed 4, there are 

some customers that already have reached their desired level. Since customers have dif-

ferent desires and different expectations the zone of tolerance is depends on the service 

being delivered, customers expectations do not need to be at a certain level but their ex-

pectations need to be met (Grönroos, 2002).  We see that customers are pleasant with 

the responses they get.  

 

4.2.8 Overall satisfaction with the service  

This dimension represents two statements with the median of 4. Q23, the service always 

meet my expectations and Q29, overall I am satisfied with my online service delivery. 
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These two statements represent customers that are satisfied with these statements and 

shows that more than 50% of the respondents are at least satisfied if not very satisfied 

with this. Here we got direct answers about the overall satisfaction with the service, ac-

cording to Hayes (1997) these two statements measure the overall satisfaction with the 

service. Santos (2003) says that e-service quality dimensions are an overall customer 

judgment of a delivery. Components of e-service offering are expected to influence 

overall satisfaction with the website. The unsuccessful or successful interaction will af-

fect customers overall satisfaction with the site, customers do not evaluate each sub-

processing in detail during their time on the website but will perceive the service as an 

overall process (Riel, et al., 2001). Expectations have a large influence on customer‟s 

quality experience, a service provider should not promise too much because when the 

service provider cannot keep the promises the customers will feel the quality is bad 

(Grönroos, 2002). It is up to service providers to keep the promises and it seems like 

Handelsbanken has fulfilled their promises, since the overall satisfaction is good and the 

respondents thinks the service always meet their expectations.  

We can draw the conclusion that overall the respondents are satisfied with the banks on-

line services. From the median we can see that mostly 4 and 5 are common numbers, 

which means that the customers are at least satisfied and very satisfied with the alleged 

statements. In two dimensions, assurance/trust and fulfillment, the median was 5 and 

did exceed the customers‟ expectations. In the rest of the dimensions, the median 

showed 4, which means customers‟ expectations match with the service quality they 

get. All customers lay within the zone of tolerance which shows satisfied customers.  

 

 

4.3 Correlation analysis 

We will use correlations to analyze our data, since we want to see the relationship be-

tween different variables and recognize similarities and differences to be able to draw 

more profound conclusions of our findings. To describe dependence, we can use the 

concept correlation, to measure and compare similarity and dissimilarity between two 

variables (Bergman, 2010). Correlation analysis is used for measure variables and the 

measurement scales have to be at least interval scale. Our statements in the question-

naire are based on an interval scale with five options and the choice of this correlation 

analysis is suitable for our study. Correlation coefficients range from -1.00 to +1.00, and 

to interpret and understand the values, -1.00 shows a negative correlation, values of 

+1.00 represent the positive correlation and the value of 0.00 means that there is a lack 

of correlation (Ott & Mendenhall, 1995).  

 

 

 

 

      

       Ott & Mendenhall, (1995) Fig 26 
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When using the correlation analysis, the most used correlation coefficient is the Pear-

son‟s r.  Pearson correlation means that there are two variables measured and shows the 

variables proportional to each other. The correlation will represent the strength or mag-

nitude of the relationship between variables. To be able to evaluate we have to know the 

importance of magnitude and strength as well as the significance of the correlation. The 

significance level is calculated for every correlation about the reliability of the correla-

tion. The significance of a correlation will change depending on the sample size from 

which it was computed (Ott & Mendenhal, 1995). 

The correlation coefficient, called Pearson‟s r will be used in our correlations. The Per-

son‟s r correlation is the most used in statistical measurements. The coefficients are 

ranged between -1 and +1 regardless of the units in which the variables are measured. 

The values that are shown indicate the strength of the relation between two variables. If 

it is above zero the correlation between two variables is strong and positive, if it is be-

low zero the relation between the variables is weak (Argyrous, 2000). 

We have done correlation analysis in the different dimensions that had a reliable coeffi-

cient. The categorical questions (age, gender, how often Internet bank is used and edu-

cation level) are correlated with the dimensions (efficiency, fulfillment, system availa-

bility, privacy, assurance/trust, responsiveness and overall satisfaction with the service). 

We will look at the Pearson‟s r correlation to see which variables are significant and 

proportional to each other. The significant correlations are those with one * or two 

**stars after the coefficient. We have marked them with green color to make them 

clearer. The tables of correlations can be found in Appendix 4.  

4.3.1 Efficiency 

 

The first significant coefficient we see in table 4 shows a magnitude of 152*, meaning 

some positive correlation exists according to the scale above (Figure 26). Here we see a 

correlation between Q6, the website is simple to use with the categorical question, how 

often do you use Internet bank? Even if there exist a Pearson‟s r correlation between 

two variables, the magnitude is quite low but still they are proportional to each other. 

We assume that it is quite obvious that how often Internet banking is used has an effect 

on how simple it is to use the Website. The other notable correlation with the same ca-

tegorical question is Q7, using the bank’s website does not require me to input a lot of 

effort, here the magnitude is, 165* which according to the scale above (Figure 26) 

means there is some positive correlation, quite similar to Q6. The correlation can be 

found in the table below, table 4. We assume the correlation here is that if the banks 

website is used more often it does not require a lot of effort to put in, in addition to less 

often, that will probably require more input. In this dimension, the most important fac-

tor is “How often do you use Internet bank?” the other categorical questions have no 

correlation with any other statement. Meuter, Bitner, Ostrom & Brown (2005) mentions 

necessary factors that are important for customers when using the site, they need to see 

the benefits, feel that it is easy to use, get motivated and also have a clear understanding 

of how the Website works. With higher understanding the probability of using the site 

gets higher, customers get more motivated if they feel that they have a clear understand-

ing of how the site works and feel it is easy to use (Meuter et al., 2005). In the correla-

tions above we notice that Q4 is correlated with Q6 and Q7 and both are about how easy 

it is to use the site and how much the site requires from customers when they use it. The 

recommendation to all banks would be that they make it easy as possible for customers 
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when they use the site, to provide necessary information that can facilitate for the cus-

tomer and make the site more customer friendly, this will increase the chances for cus-

tomers to use online banking more often. According to Iwaarden, Wiele, Ball & Millen 

(2003) it is important because the Website is part of the connection between a company 

and the customers, the site should reflect the quality efforts that are in place throughout 

the company. The quality that is provided through the Website is important for many 

more reasons, one of these reasons is that there is no human contact through the Web-

site; the interaction is between the technology and the customer. Meaning that the mo-

ment of truth between a company and its customers is the Website. The absence of the 

human interaction needs to be compensated by better performance through quality fac-

tors on the Web site. Customer‟s expectations increase more; in order to keep the cus-

tomers satisfied quality factors needs to be improved. Companies need to improve their 

quality and hence customers experience with the company (Iwaarden et al., 2003). This 

dimension is clearly about customer‟s participation in online banking process and is 

crucial to consider carefully by banks. According to Broderick & Vachirapompuk 

(2002) findings, the level and nature of customers participation has the greatest impact 

on the quality experiences customers have when using the Internet banking. It is clearly 

shown that customer‟s participation is crucial and should carefully be considered by 

banks so that the usage of Internet banking meets customer‟s expectations. 

 

Table 4 Correlations Efficiency 

Correlations 

 
Q1 Q2 Q4 Q5 

Age Pearson Cor-

relation 
1 -,089 -,087 -,004 

N 178 178 178 178 

Gender Pearson Cor-

relation 
-,089 1 ,107 ,010 

N 178 178 178 178 

How often do 

you use Inter-

net bank? 

Pearson Cor-

relation 
-,087 ,107 1 ,026 

N 178 178 178 178 

Education 

level 

Pearson Cor-

relation 
-,004 ,010 ,026 1 

N 178 178 178 178 

The website is 

simple to use 

Pearson Cor-

relation 
,004 ,085 ,152

*
 ,000 

N 178 178 178 178 

Using the 

bank's web-

site does not 

require me to 

input a lot of 

effort 

Pearson Cor-

relation 
-,022 ,063 ,165

*
 ,000 

N 

178 178 178 178 

The structure 

of online con-

tent is easy to 

follow 

Pearson Cor-

relation 
,026 ,096 ,113 -,073 

N 
178 178 178 178 

It is easy to 

navigate 

Pearson Cor-

relation 
-,008 ,128 ,099 -,011 
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4.3.2 Fulfillment 

 

In the fulfillment dimension, there is one correlation between Q4, how often do you use 

Internet bank? And Q10, the online service is working as promised. This is the only 

Pearson r correlation, (Table 5) with a magnitude of, 155* in this dimension, as we see 

in the scale above this means there exist some positive correlation. This can depend on 

the frequent usage of the online service, which may have an effect on the outcome.  This 

dimension is about the promises banks make to their customer and how well they keep 

their promises. There is promises about order delivery and if the item availability is ful-

filled on the Website. All banks should consider that the Website fulfills customer‟s 

needs and companies promises, and to actually deliver what the customer is promised. 

According to Zeithaml, Parasuraman & Dabholkar (2005) the Websites fulfillment is a 

vital factor and has significant affects on the overall quality, satisfaction and loyalty. 

Grönroos (2007) mentions that it is crucial to keep the promises you make to your cus-

tomers, the dynamics of expectations can be fuzzy, explicit and implicit. Therefore, we 

find this important for banks to consider, not just make promises but fulfill them also. 

Customer‟s expectations are affected by the promises a company express. It is necessary 

that the expectations meet customers‟ requirements otherwise it will result in low quali-

ty and customer dissatisfaction (Grönroos, 2007). Banks should be aware of the mes-

sages they send out through different marketing and how that can be interpreted by cus-

tomers when they later build their expectations. When customers use the Website, it 

should meet their expectations that have been given by the company‟s promises in vari-

ous occasions. We also think that keeping promises is a major step closer to customer 

satisfaction.  

Table 5 Correlations Fulfillment 

Correlations 

 

Q1 Q2 Q4 Q5 

Age Pearson Cor-

relation 
1 -,089 -,087 -,004 

N 178 178 178 178 

Gender Pearson Cor-

relation 
-,089 1 ,107 ,010 

N 178 178 178 178 

How often do 

you use Inter-

net bank? 

Pearson Cor-

relation 
-,087 ,107 1 ,026 

N 178 178 178 178 

Education level Pearson Cor-

relation 
-,004 ,010 ,026 1 

through the 

page 

N 
178 178 178 178 
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N 178 178 178 178 

The online ser-

vice is working 

as promised 

Pearson Cor-

relation 
-,024 ,080 ,155

*
 ,089 

N 178 178 178 178 

My transac-

tions on the on-

line services is 

always correct 

Pearson Cor-

relation 
,018 -,001 ,062 ,067 

N 
178 178 178 178 

 

 

4.3.3 System availability 

 

System availability dimension contains of two questions, only one of them is correlated 

with a categorical question. The correlation we see in table 6 is between Q2, gender and 

Q13, there is help functions available when I encounter a problem. The magnitude to 

this correlation is, 160* meaning there exist some positive correlation according to the 

scale above (Figure 26).This correlation can be found in the table below, table 6.  Hills 

& Argyle (2003) says that men are more frequent users of Internet than women. In our 

study we can strengthen this, since the majority of the respondents in our research are 

men that used Internet banking, whereas the women are less frequent users of Internet 

banking, 42,13% (see Figure 7). Bitner (2001) explains in her study what customers 

think about SSTs, she concluded that customers both love and hate using SSTs. She 

mentions various reasons why customers love to use SSTs, one of the main reasons is 

when they bail them out of a difficult situation. We believe that banks should consider if 

customers encounter problems online, it should not be difficult to access the help func-

tions in order for customers to get bailed from difficult situations. Another reason why 

customers love using SSTs is that they feel it is better than the interpersonal alternative. 

They love alternatives that save them money, provide easy access, when they can do 

their banking at any time they wish and much quicker than with the personnel help 

(Bitner, 2002). If customers encounter problems they should be able to solve it quickly 

with the various help functions without necessary needing a personnel help. There are 

also various situations that customer‟s hates when using SSTs, some of them are poorly 

designed Websites and when they cannot find what they need.  It is especially crucial 

when something goes wrong that there are systems provided that can recover customers 

from problems. Customers also hate when they mess up and the company cannot help 

them, even if they are aware that it is their fault, they still blame the company (Bitner, 

2001). Banks should regard the different situations that customer love and hate. This are 

important to consider for banks in order to deliver the right systems that they need, 

make sure that the systems are available in case customers encounter a difficult situation 

or are in need for various help functions. 

 

Table 6 Correlations System availability  

Correlations 

 Q1 Q2 Q4 Q5 
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Age Pearson Corre-

lation 
1 -,089 -,087 -,004 

N 178 178 178 178 

Gender Pearson Corre-

lation 
-,089 1 ,107 ,010 

N 178 178 178 178 

How often do 

you use Internet 

bank? 

Pearson Corre-

lation 
-,087 ,107 1 ,026 

N 178 178 178 178 

Education level Pearson Corre-

lation 
-,004 ,010 ,026 1 

N 178 178 178 178 

The online ser-

vice is always up 

and running cor-

rectly 

Pearson Corre-

lation 
-,030 ,095 ,062 ,005 

N 
178 178 178 178 

There is help 

functions availa-

ble when I en-

counter a prob-

lem 

Pearson Corre-

lation 
,067 ,160

*
 ,131 ,060 

N 

178 178 178 178 

 

4.3.4 Privacy 

 

This shows the privacy dimension that consists of two questions and both of them are 

correlated with the categorical questions. One of the correlations (See table 7) has a 

higher magnitude which is, 234** according to the scale above (Figure 26) this means 

there exists some positive correlation, between Q1, age and Q14, the bank has secrecy 

on my personal information. We assume that the reason for this correlation can depend 

on age because overall people in all ages are concerned about their secrecy on their per-

sonal information. The other correlation is between Q4, how often do you use Internet 

bank? And Q15, I feel secure when I use the banks online services. The magnitude here 

is, 158* as we see in the scale above (Figure 26) this means there is some positive cor-

relation between these two questions and  can be found in table7 below. Today more 

people use the Internet as a daily instrument (Nilsson., Adams & Herd, 2005), and that 

can have an effect on how secure the customers feel. We suppose the correlation exists 

because if you are an experienced user, you may feel more secure since you are more 

aware of what you do. The online bank service is the most popular delivery channel 

(Howcroft, Hamilton, & Hewer, 2002). According to Morris (2000) older people take 

longer time to adapt new changes that they are not familiar with, such as online servic-

es. In our case, when we handed out the survey to the customers at Handelsbankens fa-

cilities, we asked the older customers if they use the online service and the most fre-

quent answer were that they do not use it because it is not safe and it can easily go 
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wrong. The level of risk is one of the most important factors that customers think about 

when adapting new services (Sathye, 1999).  

Table 7 Correlations Privacy 

Correlations 

 Q1 Q2 Q4 Q5 

Age Pearson Corre-

lation 
1 -,089 -,087 -,004 

N 178 178 178 178 

Gender Pearson Corre-

lation 
-,089 1 ,107 ,010 

N 178 178 178 178 

How often do 

you use Internet 

bank? 

Pearson Corre-

lation 
-,087 ,107 1 ,026 

N 178 178 178 178 

Education level Pearson Corre-

lation 
-,004 ,010 ,026 1 

N 178 178 178 178 

The bank has 

secrecy on my 

personal infor-

mation 

Pearson Corre-

lation 
,234

**
 ,058 ,103 ,062 

N 
178 178 178 178 

I feel secure 

when I use the 

bank's online 

services 

Pearson Corre-

lation 
,014 -,022 ,158

*
 ,016 

N 
178 178 178 178 

 

4.3.5 Assurance/Trust 

 

This dimension consists of two questions the banks name is well-known and the banks 

name has a good reputation. Assurance/trust is about reputation and if the organizations 

name is well known among customers (Zeithaml et al. 2000). From the analysis, we 

came up with the result that the banks name is well-known among the customers and the 

reputation is good. Despite that, further we wanted to see if the categorical questions 

have an effect on the dimensions. None of these two questions has significance with the 

categorical questions. We see a perfect negative correlation between the variables ac-

cording to the scale above (Figure 26), meaning they are not proportional to each other 

at all. We can also see in table 8 that there is no correlation between any question. We 

can see that factors affecting assurance/trust do not have an association with the cate-

gorical questions. It may be that the category questions are not in this dimension asso-

ciated with their own opinions, but with the banks reputation and their familiarity, in 

that sense something they cannot affect. This dimension showed high satisfaction 

among customers and this has been influenced by other factors than age, gender, educa-

tion level or how often Internet bank is used. 



  

 
60 

Table 8 Correlations Assurance/Trust 

 
Correlations 

 Q1 Q2 Q4 Q5 

Age Pearson Corre-

lation 
1 -,089 -,087 -,004 

N 178 178 178 178 

Gender Pearson Corre-

lation 
-,089 1 ,107 ,010 

N 178 178 178 178 

How often do you 

use Internet 

bank? 

Pearson Corre-

lation 
-,087 ,107 1 ,026 

N 178 178 178 178 

Education level Pearson Corre-

lation 
-,004 ,010 ,026 1 

N 178 178 178 178 

The bank's name 

is well-known 

Pearson Corre-

lation 
,143 ,061 ,019 -,072 

N 178 178 178 178 

The bank's name 

has a good repu-

tation 

Pearson Corre-

lation 
,129 ,004 ,094 -,038 

N 178 178 178 178 

 

 

4.3.6 Responsiveness 

 

This dimension concerns responsiveness and its two questions, once again age is pro-

portional with a question. The correlation here is between Q1, age and Q20, the bank 

gives responses to my requirements by e-mail or other means, the magnitude is ,156* as 

we see in the scale above (Figure 26) there is some positive correlation between these 

questions.. The relation between these (See Table 9) can be that the older generation is 

unsecure when it comes to the online service and need more responses to this service. 

This kind of response may be more useful for all ages, younger customers as well, but 

specially for the older ones, since they may not be as familiar with this kind of service 

as the younger are. The company should focus on satisfy the customer‟s needs and 

wants and help them as soon as possible (Zeithaml, Bitner & Gremler, 2006). It is im-

portant that the company solves customers‟ problems than a service failure occurs, even 

if the service is not to blame for this failure the customers will probably blame the com-

pany. Either way the company is responsible to solve customers‟ problems in a proper 

way that will make them satisfied. This is also a great way for service provider to dem-

onstrate commitment to the service (Grönroos, 2007).  It is very important that the cus-

tomers have the ability to receive help from the company, especially because the human 

contact does not exist anymore and the interaction becomes between technology and 
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customer instead (Iwaarden, Wiele, Ball & Millen, 2003). One of the main reasons that 

the customers choose SSTs is that they can avoid the interpersonal alternative (Bitner 

2001). Because of these reasons our recommendations  for banks  is to consider if they 

really help customers in a good way when they encounter a problem, customers should  

not be disappointed and forced to come in personally when they can receive help by 

other means, and a problem that banks should solve immediately. This is especially im-

portant, Grönroos (2007) tell it has been shown that a great service recovery gives the 

company a second chance to improve the quality and even better, it can make custom-

ers‟ more satisfied with the service quality than if no mistake occurred. The companies 

should be able to quickly discover service failures in order to solve them in a short pe-

riod of time, instead of let the customer complain, this is according to Grönroos (2007) 

crucial to do, and therefore we also find this important for banks to consider since it can 

give them a second chance to deliver a better service. 

 

Table 9 Correlations Responsiveness 

Correlations 

 Q1 Q2 Q4 Q5 

Age Pearson Corre-

lation 
1 -,089 -,087 -,004 

N 178 178 178 178 

Gender Pearson Corre-

lation 
-,089 1 ,107 ,010 

N 178 178 178 178 

How often do 

you use Internet 

bank? 

Pearson Corre-

lation 
-,087 ,107 1 ,026 

N 178 178 178 178 

Education level Pearson Corre-

lation 
-,004 ,010 ,026 1 

N 178 178 178 178 

The bank quickly 

resolves problem 

I encounter on-

line 

Pearson Corre-

lation 
,085 -,065 ,093 ,026 

N 
178 178 178 178 

The bank gives 

responses to my 

requirements by 

e-mail or other 

means 

Pearson Corre-

lation 
,156

*
 ,030 ,103 ,015 

N 

178 178 178 178 

 

4.3.7 Overall satisfaction with the service 

According to Santos (2003) the e-service quality is defined as overall customer‟s judg-

ment of e-service delivery. The dimension here is overall satisfaction with the service 
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that consists of two statements. Once again we notice that Q4, how often do you use In-

ternet bank? has an significant correlation with other variables(See figure 10). Here is 

two correlations shown with the same categorical question, one of them has a higher 

magnitude. The first correlation (See table 10) is between Q4 and Q23, the service al-

ways meet my expectations, the magnitude is,228** according to the scale above (Fig-

ure 26) this means there exists some positive correlation. The other correlation (See fig-

ure 10) is also between Q4 and Q29, overall I am satisfied with my service delivery, the 

magnitude here is the lower one, shown as,188* as we see in the scale above (Figure 

26) this means there is some positive correlation between these questions. We assume 

here that if you are a frequent user of the Internet banking it can affect your satisfaction 

of the service since you have more overall experience that can facilitate the usage of the 

Internet banking and contribute to more satisfaction.  

 

Table 10 Correlations Overall satisfaction with the service 

 
Correlations 

 Q1 Q2 Q4 Q5 

Age Pearson Corre-

lation 
1 -,089 -,087 -,004 

N 178 178 178 178 

Gender Pearson Corre-

lation 
-,089 1 ,107 ,010 

N 178 178 178 178 

How often do 

you use Internet 

bank? 

Pearson Corre-

lation 
-,087 ,107 1 ,026 

N 178 178 178 178 

Education level Pearson Corre-

lation 
-,004 ,010 ,026 1 

N 178 178 178 178 

The service al-

ways meet my 

expectations 

Pearson Corre-

lation 
-,139 ,063 ,228

**
 ,052 

N 178 178 178 178 

Overall I am sa-

tisfied with my 

online service de-

livery 

Pearson Corre-

lation 
-,008 ,090 ,188

*
 ,104 

N 
178 178 178 178 

 

We can assume that users of Internet banking more frequently get better at using the site 

obviously, but banks can facilitate the usage of Internet banking if the various dimen-

sions are well thought by banks so they make it easy for customers to use the site. If the 

site is not easy to use it does not matter how often you try, the site will still be perceived 

as hard and customers will form bad attitudes toward using it and maybe and give up. 

According to Eriksson & Nilsson (2006), there are differences that affect customer‟s 

perceptions regarding the usage of Internet banking less than three years. How often and 

how long customers have been using Internet banking is a factor that will influence the 
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customer‟s attitudes. Satisfaction and perceive usefulness has an impact on the custom-

ers that are more frequently users of Internet banking and indicates that they will con-

tinue use Internet banking more than the customers that use it less frequently (Eriksson 

& Nilsson, 2006). In our study, how often do customers use Internet bank, the median 

shows 2, several times a week  which means that more than 50% of the respondents use 

Internet banking at least several times a week and represents 39,3% of the respondents. 

Users of every day represents 15,2% and we can indicate that there is chances that cus-

tomers are going to continue to use Internet banking. As a result, how often Internet 

banking is used affects attitudes, and as the table above shows it affects the overall sa-

tisfaction with the service. Studies done before reports that 80-90 percent of satisfied 

and very satisfied customers, despite that are trying new brands. Studies have also found 

that between 65-85 percent of customers that are either satisfied or very satisfied with 

their service providers have changed anyway (Eriksson & Nilsson, 2006). As a result it 

does need to mean that satisfied customers and those who use Internet banking more 

will stay at the company forever, Grönroos (2007) says that customer satisfaction can 

increase the customers loyalty, therefore banks should consider the importance of satis-

fied customer since the relationship and loyalty is a crucial factor in banking.  

 

The conclusion of all dimensions summarized above is that Q4, how often do you use 

Internet bank? Has correlation with most of the questions and may be a significant fac-

tor to consider within customer satisfaction in online banking. It is also shown above 

that gender and age has correlations with different questions but in a smaller extent. In 

some way it is quite obvious that Q4 is correlated with all of the dimensions because 

customers that use Internet banking tend to become more accustomed with the online 

services. The same applies with the customers that do not use Internet banking that of-

ten, which may have affect on the dimensions in a negative way.   

 

The relation may not just depend on how often or infrequently customers use Internet 

banking, the usage and the different criteria in the dimensions needs to be fulfilled. How 

often customers use Internet banking plays a big role for the reason that customers are 

“partial employees” the participation in the service process can be used to improve ser-

vice quality (Dabholkar, 1996), such as offering what customers feel is important when 

using the Internet banking. Two important criteria are time saving and speed of deli-

very, these are important factors for customers that use Internet banking (Ledingham, 

1984). It should not matter how frequently customers use Internet banking, time saving 

and the speed of delivery should be where customers expect them to be. Ease of use is 

also important, it should not be complex and not require the customers a lot of input 

(Langerad, Bateson, Lovelock & Eiglier, 1981). Customers need to feel comfortable 

when using the Internet banking, it should be easy to use so that customers do not build 

bad attitudes toward it and not wish to use it unless they have to. If customers think it is 

easy to use they might as well feel it is enjoyable also and are more triggered to use 

TBSS options since customers tend to value products that are fun to use (Davis, Bagozzi 

& Warshaw, 1992). One reason why customers choose self-service alternatives is the 

expected control (Bateson, 1985: Bowen, 1986). If customer do not feel they have con-

trol over their transactions they will be lost, feel that it is hard to use and not at all enjoy 

Internet banking. The attitudes customers hold toward using technological products has 

an effect in all this factors mentioned above. Customer‟s attitudes towards using tech-

nological products will have affect on the expected quality on TBSS (Dabholkar, 1996). 
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4.4 Further improvements in different dimensions 

4.4.1 Efficiency 

The statement, “The website is simple to use” represents 4,5% of the customers that are 

very dissatisfied and dissatisfied with this statement, which is a low number in addition 

to those who thought the opposite. 14% of the respondents are neither dissatisfied nor 

satisfied with this statement, and their answers according to Brace (2008) should be in-

terpreted as they do not have strong views. Respondents sometimes pick this alternative 

because they don‟t know, don‟t wish or are not able to give answers. The simplicity of 

the website is a significant factor for customers when choosing a TBSS option (Lange-

rad, Bateson, Lovelock & Eiglier, 1981). If the website is simple to use they will proba-

bly enjoy using it more. If it is enjoyable for customers they will be more triggered to 

use TBSS options (Davis, Bagozzi & Warshaw, 1992). As 4,5% did not find the website 

was simple, it can have an effect on other aspects such as enjoyment. If customers enjoy 

using the technology it will have a positive effect on the expected service quality (Davis 

et al., 1992). 14% of the respondents did not give us a direct answer, they are not satis-

fied but neither dissatisfied with the statement. We see that there is always something 

that can be improved, such as reduce this high number of respondents that together 

represents 18,5% and increase the number of satisfied customers.  

“The structure of the online content is easy to follow” represents totally 5,6% of the 

respondents that are dissatisfied and very dissatisfied with this statement. 21,3% 

represented customers that are neither dissatisfied nor satisfied with the statement, 

which is quite high. The same as in previous statement, the respondents do not have a 

strong view. Since in an interval scale the distance between the attributes are important 

and does have a meaning, option (3) has the same distance to dissatisfied and satisfied. 

From that sense it is high number of respondents that does not have a strong view. Ac-

cording to Zeithaml, et al (2000) the structure should be easy to follow, give informa-

tion in order and not all at once and not feel that it is difficult to read and hard to find, 

which could improve the 21,3% of the respondents to be more secure in their evaluation 

of the services. Since the customers did not have a strong view, it can be a weakness 

since they are natural in that matter. Companies‟ goal is to achieve satisfied customers 

and not in between, this is a further implication to build on.  

16,6% of the respondents are neither dissatisfied nor satisfied with that it does not re-

quire them to input a lot of effort when using the bank‟s Website. It should not require 

customers to input a lot of information when using the online services (Zeithaml, et al, 

2000).  Since the median  showed 4 previously, it means that 50% are at least satisfied 

with the banks website, it is still quite high percentage that are not satisfied or do not 

have a strong view. 5,6% represent those customers that are at least dissatisfied, mean-

ing there is improvements that can be done.  

Last statement in the dimension of efficiency is about the navigation through the page. 

Together 5,6% are at least dissatisfied customers and 20,2% are neither dissatisfied nor 

satisfied customers. Zeithaml et al., (2000) talk about the importance of the navigation 

on the site. A Website should be easy and not confuse the customer, it should as well be 

easy to correct a mistake and go back. It is a fifth that express their opinions somewhere 

between dissatisfied nor satisfied, which is quite high and companies goal should not be 

to have them there, instead have satisfied customers that can lead to loyalty and a long 
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term relationship. There is always implications that can be improved, efficiency affect 

many factors and should be taken into consideration very serious. 

 

4.4.2 Fulfillment 

This dimension shows how well the company can fulfill their promises to customers 

(Zeithaml et al., 2005). 3,9% of the respondents are at least dissatisfied with that the 

service is working as promised. 11,8% are neither dissatisfied nor satisfied with the 

statement. According to Grönroos (2007) a company can make promises, but the impor-

tance is to keep them as well. It is better that a company promises less and deliver more 

than promise something they cannot keep. High expectations are formed by several 

things, also company‟s promises. It is better to promise enough and deliver more so cus-

tomers expectations are met than promise something that the company cannot keep, 

then customers will get disappointed (Grönroos, 2007). Promises should always be kept; 

a customer can easy get dissatisfied and lay in the adequate level if the expectations are 

not met. Since we had a number of customers that did not express a direct answer are 

hard to interpret. Once again, the company can interpret and try to decrease the number 

of customers that do not have a strong view, which we see as a uncertainty among exist-

ing customers. 

“My transactions on the online service are always correct” is second statement where 

2,8% did not find their transaction to always be correct and are very dissatisfied with 

the statement, while 6,2% are neither dissatisfied nor satisfied with this statement. There 

are very small percentages that shows the statements do not correspond to their opi-

nions, despite that companies should strive after to satisfy all their customers. From a 

cost saving aspect, it is also important, losing an existing customers costs several times 

more than acquiring a new one, therefore it is an important aspect in banking since trust 

and commitment is hard to build up and customers can take long time to feel secure 

with the new bank. 

 

4.4.3 System availability  

According to Parasuraman et al (2005) system availability shows the technical function 

on a website. On the statement, “The online service is always up and running correctly”, 

6,1% do not agree on this and 18% chose the option neither dissatisfied nor satisfied 

with the statement. We can see that the website is attracting most of the respondents, 

and 18% did not have any strong view about the availability of the service. In the 

second statement, “There is help functions available when I encounter a problem”, 8,4% 

was very dissatisfied with this statement and 34,8% was neither dissatisfied nor satis-

fied, which is a high percentage. From the analysis before, we see that the median of 

these statements is 4, where more than half of the respondents were satisfied if not total-

ly satisfied with this statement. Despite that, there are a high number of respondents that 

did not have a strong view, which we see as an uncertainty because if they are satisfied 

they would express it and the same if they are dissatisfied. Since they are not totally sa-

tisfied, banks should strive after to achieve this and to reduce the uncertainty.  
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4.4.4 Privacy 

This dimension contains two statements. The statement “The website has secrecy on my 

personal information” represents total 5,62 % at least dissatisfied  respondents with this 

statement. The respondents that are neither dissatisfied nor satisfied are 14,61% of the 

total respondents from the survey. The mid-point option in the scale was quiet high in 

this statement. According to Zeithaml et al., (2000) it is important for the customers to 

know that the company never gives out their private information and that their personal 

information is safe. The respondents that were dissatisfied with this statement had a 

quiet low percentage of the total responses that we got; and can be seen as the company 

meets the customers‟ expectations. The respondents that choose neither dissatisfied nor 

satisfied can be seen as they agree on this statement since they still are in the zone of to-

lerance. Customers can tolerate variations in their experience and still feel that their ex-

pectations are met.  

Respondents that are at least dissatisfied in this statement means that they do not think 

the company has secrecy on their private information. It is important that the customers 

trust the company and believe that their personal information is not shared and highly 

protected by the company (Zeithaml et al., 2005). If the company sees that the custom-

er‟s experience is lower than the tolerable level, the company should try to recover it as 

soon as possible to avoid low perceived quality (Grönroos, 2002). 

 

The second statement, “I feel secure when I use the bank‟s online service” represents 

3,38% of the respondents that are dissatisfied and 19,10% are neither dissatisfied nor sa-

tisfied with the statement. The respondents that are dissatisfied with the statement mean 

that they do not feel secure when using the Internet bank. It is a crucial factor that cus-

tomers feels safe and trust the site (Zeithaml et al., 2005). The feeling of being secure 

has a large impact on the customer‟s attitudes to use online services (Zeithaml et al., 

2005). The percentage of the dissatisfied respondents are low, this shows that the cus-

tomer‟s expectations and experience in general are met. The neither dissatisfied nor sa-

tisfied option was quite high, this can be that the respondents do not have an opinion or 

are neutral in the matter (Kent, 2001). It may also depend on that the customers have not 

experienced a situation where the feeling of security has been tested.  The bank should 

further consider making the customers more secure when they use the online service, try 

to clarify what the customers‟ feel is less secure on the online service and try to solve 

the problem.  

4.4.5 Assurance/Trust  

Assurance/trust of the bank has an impact on the Website and should generate trust to 

customers. This obviously does if the banks name is well-known. There is a minimum 

of respondents, 2,8%  that did not agree on that the banks name is well-known and 5,1% 

that are neither dissatisfied nor satisfied with Q16. These percentages are quite small 

and the bank has succeeded to implement this to its customers. This means that custom-

ers rather can forgive mistakes made by a well known bank than if there is a bank that is 

not known (Grönroos, 2002). The trustworthiness has its impact on loyalty, which have 

a positive effect on the customers of Handelsbanken.  According to Iwaarden, Wiele, 

Ball & Millen (2002), the assurance represents that employees can be trusted or that 

customers can feel free with their transactions with employees, and there is a risk to 

share personal information with a bank they do not know, therefore we find it important 
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for banks to represent what the brand is actually representing so they can live up to cus-

tomers expectations. 

 

For the second statement related to assurance includes if the bank has a good reputation. 

3,4% are not satisfied with this statement and 11,8% are neither dissatisfied nor satis-

fied. The majority of the respondents are very satisfied with this. Despite the small per-

centages, we think it is worth investigating in those since this is an important factor. 

Since the service quality is affected by many factors, word-of-mouth is significant for 

brands reputation and how well-known they are (Grönroos, 2002). Good reputation re-

sults in positive word-of-mouth which generates loyalty and trust and the opposite 

(Grönroos, 2002). The bank has achieved this and therefore it is important that it con-

tinues this way because it can easy turn over. Branding is an important factor of Web-

sites design; it is for building a reputation to create relationships with customers. A 

brand should be experienced to what it stands for, and therefore a website must live up 

to customer‟s expectations (Iwaarden et al., 2002).  

 

4.4.6 Responsiveness  

 

There are a small number of customers that are dissatisfied with that the bank quickly 

resolves problems they encounter online. Together 5% represents the customers that are 

very dissatisfied and dissatisfied. On the other hand, there are a high percentage of res-

pondents that abstained to take part of satisfied or dissatisfied, 36% chose to answer nei-

ther dissatisfied nor satisfied with this statement. Zeithaml et al (2000) tells that compa-

nies should answer customer‟s requests and also take care of them after the purchasing 

process. According to Backshaw (2008) angry customers or dissatisfied customers 

complains or express themselves more than satisfied customers. We see that there are a 

high number of customers that are neither dissatisfied nor satisfied with the statement, 

and we can assume that they may be more satisfied otherwise they would express them 

in that way. Market data indicated that it usually costs five times more to get a new cus-

tomers than keeping an excising one. Even if there are a small number of dissatisfied 

customers, they are willing to share their experiences more than the satisfied ones, 

therefore banks should try to reduce the dissatisfied customers to as well decrease bad 

word-of-mouth.  

 

The bank gives responses to my requirements by e-mail or other means is next state-

ment that measures responsiveness. 1,7% are very dissatisfied, 4,5% are dissatisfied, 

which together represents a quite low number. 32,6% are neither dissatisfied nor satis-

fied with this statement, once again there is a high number of respondents that did not 

have a strong view, don‟t know or are not able to give answers. Riel et al (2001) says 

that responsiveness could refer to a company‟s responses of customer requests, and we 

see that it is not really clear since one third of the responses did not give us a direct an-

swer. As mentioned above, dissatisfied customers like to express their frustration, since 

it is not very clear shown, we assume the customers are more satisfied rather than dissa-

tisfied.   

Banks should consider the importance of dissatisfied customers and try to make their 

existing customers satisfied. It can in that sense make it easy for people to change a 

bank when promises are not fulfilled, it can then depend on issues related to trust and 
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other means. According to Grönroos (2007) service recovery should be handled fast 

enough, within a short period of time and in a good way. Banks should consider this 

when resolving customer‟s problems, problems that are not solved quickly can lead to 

that customers feel they receive poor quality. Since the relationship between customer 

and service providers is a significant factor in banking industry, this can increase the 

chance of losing customers. 

  

4.4.7 Overall satisfaction with the service 

The overall satisfaction with the service represents two statements, the first statement is 

“Overall I am satisfied with my online service delivery”, which represent 1,68% of dis-

satisfied respondents and 9,55% of neither dissatisfied nor satisfied respondents. The 

other statement is “The service always meet my expectations” which shows that 3,93% 

are dissatisfied respondents and 16,85% are neither dissatisfied nor satisfied respon-

dents. Respondents may not always feel the offered service meet their expectations, but 

maybe in a smaller extend. This dimension is looking at the satisfaction of the whole 

online service. The respondents that have answered neither dissatisfied nor satisfied on 

these statements are in the zone of tolerance, they are neutral in the matter and in this 

case accepting the overall online service.  

A customer is satisfied when the company meets the customer‟s expectations and their 

needs (Nowacki, 2003). When the customer‟s needs are satisfied, they will create and 

form attitudes towards it. The customer‟s attitudes will affect the future performance 

and if the customer is satisfied, it can lead to loyalty. Both statements show a high per-

centage of satisfaction within this dimension, meaning that the companies succeed in 

their service offerings in general. The customers may have received a good experience 

with the online service in general and have therefore positive attitudes and feelings to-

wards the company. The service meeting between the service provider and the customer 

has a large effect on how customers perceive the service, in this case when the custom-

ers meet the technology. The customer‟s experiences are affected by the “what” and the 

“how”, what they receive in their interactions with the service provider and how the 

service is delivered (Grönroos, 2002). 

The expectations that a customer has, will have a great affect on customer‟s perceived 

quality experience and therefore is very important that the company keeps their promis-

es to customers, otherwise it will lead to perceived low quality and dissatisfaction. It is 

also important that the company do not promise something they cannot deliver, it is in-

stead better to make lower promises and then have the ability to surprise the customer 

and give them more than they actually promised. The service provider should in any sit-

uation deliver and meet the customer‟s expectations (Grönroos, 2002). This dimension 

includes all the other dimensions, we have seen a large percentage of satisfied custom-

ers in all the dimensions, and the median is 4 or 5. Somewhere there is even high per-

centage of the neither dissatisfied nor satisfied customers, which have a natural opinion 

in that matter. Overall there is not many larger improvements for Handelsbanken to in-

vestigate in, what concern us is the high rates of the natural responses which can be 

something to reduce and try to achieve the most satisfied customers as possible in order 

to achieve long term relationships. More detailed discussion about improvements will 

represented under the heading Managerial Recommendations.   
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5 Conclusion 

RQ1- What is the overall customer satisfaction with the online banking services in 

different quality dimension? 

Efficiency is the quality dimension that stands for the websites efficiency and how easy 

it is to use it. This dimension consists of four questions, Q6, Q7, Q8 and Q9. All the 

questions represent the median of 4 which means that the majority of the respondents 

are at least satisfied with the efficiency on the Website. The respondents are satisfied 

with the websites function, this we could also conclude from our descriptive statistics 

where we found high percentage of satisfied customers in every statement in this quality 

dimension. Since the majority of the respondents are at least satisfied meaning they 

could be very satisfied also, the level of satisfaction in the zone of tolerance is reached, 

where the service quality meets customers expectations. We can conclude a high level 

of satisfaction within this quality dimension. The fulfillment dimension consists of two 

questions. Q10 showed a median of 4 and represents that the majority is at least satis-

fied with this statement and Q11 had a median of 5, meaning that the majority is very 

satisfied with this statement. We concluded that respondents are satisfied with how 

Handelsbanken fulfills their promises on their Website, customers are satisfied since the 

service works as promised and the transactions are always correct. System availability is 

the quality dimension that stands for the technical function on the Website. The two 

questions, Q12 and Q13 had a median of 4 meaning that the majority is satisfied with 

the help functions available on the Website and that the site is always up and running 

correctly. We could conclude that customers lay in the zone of tolerance meaning that 

their expectations are met. We also saw that customers are satisfied with the quality di-

mension Privacy. The majority of respondents showed that they are at least satisfied 

with a median of 4 in both Q14 and Q15. The conclusion is that customers are satisfied 

with the security on the website which is positive since it is one of the most important 

factors when evaluation customer satisfaction online. Assurance and Trust is about the 

banks Website and the reputation. This quality dimension consists of two questions, 

Q16 and Q17, both items showed high level of satisfaction since the median in both was 

5 meaning that the majority are very satisfied. In the zone of tolerance the median 5 

means that customers have reached their desired level and that the service exceeds their 

expectations. From Q19 and Q20, which represents the responsiveness dimension, the 

median showed 4, meaning that the majority is at least satisfied with how responsive the 

bank is to customers requirements and that their problems get solved quickly. Custom-

ers in this quality dimension are satisfied since their expectations are met by the service 

quality they get. The overall satisfaction with the service showed a median of 4 and 

means that the majority of customers are at least satisfied if not very satisfied. This 

means that the overall satisfaction within all quality dimensions is high and that cus-

tomers are pleased with the online service.   

RQ2- Have the age, gender, education level and usage of Internet banking any re-

lationship with the quality items? 

From the correlation analysis we could see which categorical questions, age, gender, 

educational level and usage of Internet banking had relationship with the quality items. 

The efficiency dimensions, Q6 had a magnitude of 152 and Q7 a magnitude of 165, and 

both had a correlation with Q4, how often Internet banking is used. Q8 and Q9 did not 

have any correlation with the categorical questions. The conclusion here is that how of-
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ten customers use Internet banking has obvious affects on how easy it is to use the 

Website. How often the website is used affects the input that is required by customers, if 

it is used more often the required input is lower and if the website is used less often it 

requires customers more input when using it. In the fulfillment dimension we had one 

correlation, Q10 had a correlation with Q4, how often Internet bank is used, and showed 

a magnitude of 155. The frequent usage of the Website can have an effect on the out-

come. If banks fulfill what they promise, customers are willing to use the Website more 

often and are affected if the promises are kept or not. Q11 did not have any correlation 

with any categorical question. Q12 did not show any correlation with the categorical 

questions. Q13 in the system availability dimension had correlation with the Q2, gender 

and showed a magnitude of 160.  The conclusion we came to is that men are the more 

frequent users of Internet banking. Since women use it more less they may encounter 

problems more often and need the help functions. In the privacy dimension, Q14 had 

correlation with Q1, age and the magnitude here is 234. Q15 had correlation with Q4, 

how often Internet banking is used, with magnitude 158. The conclusion is that age mat-

ters when considering privacy, older people tend to be more careful in this matter. They 

have a harder time to adapt to new SSTs since they feel it is not secure and it can easy 

go wrong. The frequent usage of Internet banking can affect how secure customers feel 

when using the Website. Since frequent users are more aware and secure in what they 

are doing. The Assurance/Trust dimension did not show any significance with any cate-

gorical question. We can conclude that it does not have any correlation and is the only 

dimension that does not have any correlation with the categorical questions. We found 

that the quality items that represent responsiveness, Q19 did not have any correlation 

with the categorical questions, furthermore Q20 had a correlation with Q1, the age and 

showed a magnitude of 156. The conclusion is that older customers are more insecure 

when they use Internet banking and need more help when using the service. Since the 

older customers are not as familiar with the online services as the younger customers 

are. The overall satisfaction with the service, we saw that how often Internet bank is 

used had a correlation with Q23 where the magnitude is 288 and Q29 where the magni-

tude is 188. The conclusion here is that if you are a frequent user, the service quality is 

affected, since you have more overall experience which can facilitate the usage of Inter-

net banking and contribute to more satisfaction with the service. The level of customers‟ 

participation has significant impact on the quality experiences customers have when us-

ing the Internet banking. The education level did not have any correlation with the qual-

ity items.  

RQ3- What should banks consider in different dimensions for further improve-

ments? 

The third conclusion is about customers that are dissatisfied or neither dissatisfied nor 

satisfied. There were very small percentages that showed dissatisfied customers. One 

dimension that stood out with highest dissatisfaction was system availability, customers 

in this dimension are really uncertain since many of them were neither dissatisfied nor 

satisfied. Banks should think in terms of effort and complexity, if Internet banking is 

perceived as difficult other risks can be associated with the service. We see this as nega-

tive for banks even if it cannot not be told for certain what these customers really feel, 

we strongly believe that banks should consider this since they strive after to get satisfied 

customers. In responsiveness dimension we can see that it consists of a high level of 

customers, over 30% that are neither dissatisfied nor satisfied. Service recovery can 

strengthen and weaken a relationship and banks should recover failures encountered on-
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line fast enough, in a professional way and a short period of time (Grönroos, 2007). Ef-

ficiency dimension is also showing quite high level of customers that are neither dissa-

tisfied nor satisfied. Efficiency is referring to the use of the Website and banks should 

make it enjoyable for customers to use the Website, this will have a positive effect on 

the service quality and should be structured for customers to use the site (Davis, Bagoz-

zi & Warshaw, 1992). More discussion about further improvements will be discussed 

under the next heading, Managerial recommendations.  
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6 Managerial Recommendations 

Our findings based on the presented study will point out a few important factors for 

managers to consider in online banking. We will represent features of the online bank-

ing from what customers are satisfied and dissatisfied with and this can be used by 

banks as a guideline for improvements. Since our study represents 178 respondents in 

different ages, it may be generalizable for other banks as well.   

The analysis showed an overall high satisfaction among customers. The percentages of 

the respondents that are neither dissatisfied nor satisfied vary a lot in the different quali-

ty dimensions; therefore we will focus on these in order to improve this, since that is not 

companies‟ goal. Especially in the responsiveness dimension there were over 30% of 

the respondents that were neither dissatisfied nor satisfied. Service recovery should be 

handled fast enough, within a short period of time and in a good way, since it can 

strengthen and weaken a relationship (Grönroos, 2007), therefore banks should improve 

customers problems encountered online. Service recovery is related to the trust of the 

relationship and can make a relationship better.  

Efficiency is referring to the use of the Website and an important factor for banks to 

consider. If the customers enjoy using the technology it will have a positive effect on 

the service quality (Davis, Bagozzi & Warshaw, 1992), and therefore it should be easy 

and structured for customers to use the site. Banks should think in terms of effort and 

complexity when they offer services online. If the Internet banking is perceived as diffi-

cult, other social risks will be associated with the service. System availability is also 

something that could be improved to achieve customer satisfaction, the site should al-

ways be available for customers needs, and we see a high number of uncertainties here 

that could be reduced.   

Promises by the company are made all the time and form customers‟ expectations and 

are a crucial factor for customer satisfaction. Promises should always be kept and banks 

should avoid explicit expectations. It is better to promise less and deliver more, than 

promise something that the company cannot fulfill. Customers attitudes can fast change 

if the expectations are not met which can have an impact on the word-of-mouth. Com-

panies‟ reputation is particularly made by word-of-mouth, which generates the assur-

ance and trust to customers, and is important to be known as a good bank. If a bank has 

a good reputation, service failures can easier be forgiven by customers and should be 

seen as an important feature.  

Privacy is one of the most important factors for evaluating customer satisfaction online, 

and should show the customer that it is safe to use the Website (Zeithaml, Parasuraman 

& Malhotra, 2000). Banks should see on this very carefully since it considers customers 

private economy. We have seen clearly when we handed out the surveys, that older 

people expressed themselves to be against online banking services since they do not feel 

it is secure enough. This can be an improvement for companies to achieve, attracting 

new customers to try the online banking services.  

Since there is a lack of interaction between the service provider and the customer in on-

line banking, the website will influence overall satisfaction with the e-service offering 

(Riel, et al., 2001). Recommendation to banks is to understand the Internet banking fea-

tures and customers‟ problems to be able to improve customer satisfaction. Customer 
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satisfaction needs to be improved fist to achieve loyalty and lead to long-term relation-

ships, which is a central factor in banking industry. 
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Appendix 1 - Survey 
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Appendix 2– Summary of quality dimensions from authors 

           Researchers and years Quality dimensions 

Grönroos (2007) 

Zeithalm, Parasuraman, Maholtra 

(2002) 

Asubonteng , Mc Cleary , Swan 

(1996) 

Kay Tan, Pawitra (2001) 

SERVQUAL 

 

Tangibles, Reliability, Responsiveness, Assurance, Empa-

thy 

Zeithalm, Parasuraman, Maholtra 

(2000) 

 

E-service quality 

 

Reliability, Responsiveness, Access, Flexibility, Ease of 

navigation, Efficiency, Assurance/trust, Security/privacy, 

Price knowledge, Site aesthetics, Customiza-

tion/personalization 

 

Zeithalm, Parasuraman, Maholtra 

(2005) 

 

E-S-QUAL  Scale 

Efficiency, Fulfillment, System availability, Privacy 

Assurance/trust, Site aesthetics 

 

 

Zeithalm, Parasuraman, Maholtra 

(2005) 

 

E- RecS- QUAL 

Responsiveness, Compensation, Contact 

Dabholkar (1996) 

 

Six attributes to good e-service quality 

Expected speed of delivery, Ease of use, Expected enjoy-

ment, Control, Attitudes toward using technological prod-

ucts, Need of interaction with  service employees 

Hayes (1997) 

 

Hayes findings 

Responsiveness of service, Speed of transaction, Availabil-

ity  of service,  Professionalism, Overall satisfaction with 

service 

Jayawardhena & Foley (2000) 

 

Factors affecting customer satisfaction 

Speed of download, Content, Design, Interactivity, naviga-

tion/security 

 

Waite & Harrison (2002) Research on 14 banks  websites 

Transaction technologies, Decision making convenience 
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Appendix 3– Summary of quality items from researchers 

Bob Hayes (1997) quality items for measuring customer satisfaction 

Responsiveness 

I waited a short period of time before I was helped 

1. I waited too long before I was helped. 

2. The line was too long.  

3. I waited in line for a very long time. 

The service started immediately when I arrived 

4. I went into the bank the teller immediately responded to me. 

5. I received immediately service for my transaction. 

6. I could not get the tellers attention even though I was the only one in line. 

Speed of transaction 

The teller handled transactions in a short period of time 

7. The teller handled transactions fast. 

8. The handling of the transaction was quick after I told him or her what I wanted. 

The teller took a long time to complete my transaction 

9. The entire transaction took too long. 

10. I waited a long time once I got to the window. 

Availability of the service 

The financial consultant was available to schedule me for an appointment at a good time 

11. I was able to set up an appointment with a financial consultant at a good time. 

12. The appointment time with the financial planner was when I wanted it. 

My appointment with the financial consultant was at a convent time. 

13. The financial planner was available at a convenient time. 

14. My appointment was at in inconvenient time. 

Professionalism 

The teller talked to me in a pleasant way. 

15. The teller took long time to talk to me to get all my requests completed. 

16. The teller was rude to me (specifically, he or she was short with me). 

17. The teller yelled at me when I could not open the depository canister. 

,Interactive interrogation, Specialty information, Search ef-

ficiency, Physical backup, Technology thrill 
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The teller was very personable.  

18. The teller gave a personal compliment to my appearance.  

19. The teller had a friendly smile. 

20. The teller was not personal (did not say hello or goodbye).  

 

The teller carefully listened to me when I was requesting my transaction 

21. The teller carefully listened to my request. 

22. The teller took the time to listen to me when I requested a lot of things.  

The teller knew how to handle the transactions 

23. The teller knew how to handle a special transaction I requested. 

24. The teller had to ask for help from another teller for a special transaction I asked 

for. 

25. The teller looked confused when I asked for a special transaction. 

Overall satisfaction with the service 

The quality of the way the teller treated me was high. 

The way the teller treated me met my expectations. 

I am satisfied with the way the teller treated me. 

 

Quality items (Zeithaml, Parasuraman & Malhotra, 2000) 

 

Perceived dimensions, attributes, and concrete cues for e-service quality and se-

lected illustrative quote ( Zeithaml, Parasuraman & Mahotra, 2000) 

 

Reliability Site is up and running: 

 Available for business 

 Site does not crash 

 Pages don‟t freeze after you have put in all 

your information 

 Site is working correctly 

 

Responsiveness 

 

Confirmation of order: 

 Received a confirmation of items ordered 

 Quick confirmation 

 Received an e-mail when order was sent 
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 Received information about when the order 

was coming  

 Response time should be fast “ time is 

money” 

 Help available if there was a problem: 

 Message about what to do if your order does 

not go through ( such as “ pleas submit 

again”) 

 Compensation for problems they create 

 Taking care of me after the purchase 

 E-mailing or otherwise following up my pur-

chase and asking how satisfied I am 

 Taking care of problems promptly  

 Refund shipping charges when product 

doesn‟t arrive in time 

 Fast response to e-mail queries 

Speed of placing an order: 

 Speed of execution 

Ability to get answers to questions 

 

Quick delivery 

 

Updates on status of order 

 

Access 

 

To the site:  

 Being able to get on the site quickly 

 Loads fast  (and not to many extraneous pic-

tures) 

 Site should be easy to find 

To the company: 

 Contains a telephone number to reach com-

pany 

 Ability to talk to a “live” person using a tele-

phone number 

 Ability to talk to the person who processes 

the order 

 Has online customer service reps 

 

Flexibility 

 

Choice of ways to pays: 

 Would like to pay my way using checking 
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account 

Choice of way to ship: 

 Ability to use different billing 

 And shipping addresses  

 Ability to get the package without having to 

sign for it 

Choice of ways to return the item: 

 Having a brick-and-mortar option to return 

the items 

 Being able to return the items to a store 

Choice of ways to buy items 

 

Options for the ways you can search 

 

Full information about choices:  

 Options to be on an e-mail list but not receive 

junk mail 

 

Ease of navigation Ease to find what I need: 

 Easy to get anywhere on the Website 

 Should not get you lost 

 Contains a site map with links to everything 

on the site 

Has a search engine  

 

Ability to maneuver through the site:  

 God user interface 

 Ability to find a page previously viewed  

 Being able to go back when you make a mis-

take 

Speed of maneuvering through the site: 

 Not too many Web pages  

 Not too many graphics that take time to 

download 

Speed of checkout 

 

Efficiency Simple to use: 

 Site that contains just the basics 
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 Does not require me to input a lot of information 

Structured properly: 

 Gives information in reasonable chunks 

 Gives information on command rather than 

all at once 

 No scrolling from side to side 

 No fine print that is difficult to read and hard 

to find 

 

Assurance/Trust 

 

Well-known site: 

 Reputation of the site 

 Advertises on other media so that name is 

well-known 

 Well-known name 

Sells known brand names: 

 Provides Claire information about the prod-

ucts 

 More description along with the pictures 

 Objective information 

 Being able to se the products clearly 

Offers a guarantee 

 

Ratings provided by other customers 

 

Security/Privacy 

 

Secure site: 

 Symbols and messages that signal the site is 

secure  

 Verification from the third parties 

Shows care in how it collects my credit card in-

formation: 

 Not having to give my credit card informa-

tion until right at the end 

 Does not keep my credit card information on 

file 

Does not share private information: 

 Personal information should not be compro-

mised 

 Does not give other sites or companies access 

to my information 

 Does not use banner ads with cookies to col-
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lect information on me 

 Does not give my information away to other 

companies 

 

Price knowledge 

 

Speed of maneuvering through the site: 

 Not too many web-pages 

 Not too many graphics that take time to 

download 

Ability to compare prices ( with other sites): 

 A site that brings you all the bids / prices 

from other sites 

Knowledge of shipping prices:  

 Want to know up-front what shipping charges 

are 

Knowledge of what I am spending as I go: 

 Running total of purchases as the order proc-

esses 

 Running total of purchases and shipping costs 

 Prices shown with the items on the screen 

 Up-front pricing 

Knowledge that site has low prices: 

 Incentives to shop 

 Knowing that shipping is free 

 Knowing that discount coupon is available   

 

Site aesthetics 

 

Good pictures of items on sale: 

 Color of items same as what it is on the 

screen 

Eye catching: 

 Color is intriguing 

 Brighter rather than dark background 

Simple: 

 Free of distraction  

 Uncluttered  

 Clean, not too busy 

 No flashing things going cross the screen 

 Not too much movement  

 No or few advertisements 

 

Customization/Personalization Site that help me find exactly what I want: 
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  Site that make recommendations about what I 

might like 

 Site is targeted to me 

 Has a wish list capability that allows me to 

save items i might want to buy 

Gives many options for merchandize: 

 Wide selection 

Easy to customize 

 

Stores customer information to facilitate future 

transactions 
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Appendix 4 – Median 

 Q 

(ques-

tion) 

Variable Median Mean Standard 

deviation 

N 

C
at

eg
o
ri

ca
l 

q
u
es

ti
o
n
s 

1 Age 

 

3                                                                                                                                                                                                            2,5449 1,14028 178 

2 Gender 

 

1 1, 4213 ,49517 178 

4 How often do you use In-

ternet bank? 

 

2 1,6966 ,71946 178 

5 Education level 

 

3 2,5000 ,59423 178 

E
ff

ic
ie

n
cy

 

 

6 The website is simple to 

use 

 

4 4,0337 ,86944 178 

7 Using the Internet bank´s 

website does not require 

me to input a lot of effort 

 

4 4,0000 ,90198 178 

8 The structure of online con-

tent is easy to follow 

4 3,9101 ,91615 178 

9 It is easy to navigate 

through the page 

4 3,9326 ,89944 178 

F
u
lf

il
lm

en
t 

10 The online service is work-

ing as promised 

 

4 4,1461 ,85767 178 

11 My transactions on the on-

line service is always cor-

rect 

 

5 4,4944 ,84537 178 

S
y
st

em
 a

v
ai

la
b
il

i-

ty
  

12 The online service is al-

ways up and running cor-

rectly  

4 4,0281 ,94737 178 

13 There is help functions 

available when I encounter 

a problem 

4 3,6629 ,94413 178 

P
ri

v
a-

cy
 

 

14 The bank has secrecy on 

my personal information 

4 4,1854 ,99400 178 
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15 I feel secure when I use the 

bank´s online service 

4 4,1292 ,89578 178 

A
ss

u
ra

n
ce

/ 
T

ru
st

 

  

16 The bank´s name is well-

known 

5 4,5169 ,78994 178 

17 The bank´s name has a 

good reputation 

 

5 4,3427 ,87687 178 

R
es

p
o
n
si

v
en

es
s 19 The bank quickly resolves 

problem I encounter online 

4 3,7360 ,91005 178 

20 The bank gives response to 

my requirements by e-mail 

or other means 

4 3,7809 ,92808 178 

O
v
er

al
l 

sa
ti

sf
ac

-

ti
o
n
 w

it
h
 t

h
e 

se
r-

v
ic

e 

 

23 The service always meet 

my expectations 

4 4,0730 ,82356 178 

29 Overall I am satisfied with 

my online service delivery 

 

4 4,2697 ,73283 178 
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Appendix 5 – Quality dimensions and items  

 

Quality dimen-

sion 
Statement Number in 

question-

naire 

Efficiency The website is simple to use 6 

Using the Bank‟s website does not require me to input a lot of ef-

fort 

7 

The structure of online content is easy to follow 8 

It was easy to navigate through the page 9 

Fulfillment The online service is working as promised 10 

My transactions with the bank are always accurate 11 

System availability  The online service is always up and running correctly 12 

There is help functions available when I encounter  a problem 13 

Privacy The bank has secrecy on my personal information 14 

I feel secure when I use the bank‟s online services 15 

Assurance/ Trust The bank‟s  name is well-known 16 

The bank‟s name has a good reputation 17 

Site aesthetics The website‟s design is attractive 18 

Responsiveness The bank quickly resolves problems I encounter online 19 

The bank gives responses to my requirements by e-mail or other 

means 

20 

Contact The site has customer service representatives available online  31 a) 

I am satisfied with the customer service 31 b) 

Speed of delivery It took long time to complete my transaction through the bank‟s 

online service 

21 

It took short time to complete my transaction through the bank‟s 

online service 

28 

The speed of page loading is fast enough 24 

Enjoyment I enjoy using the Internet banking 25 

Control It is important to feel that I have control over my actions when us-

ing the Internet bank 

26 

Attitudes toward using I have positive experience of using the Internet bank 22 
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technological products I have negative experience of using the Internet bank 27 

Need of interaction I need interaction with service employees 30 

Overall satisfaction 

with the service 

Overall I am satisfied with my online service delivery 29 

The service always meet my expectations 23 


