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Abstract 
This study examines the effect of electronic banking services on customer 
satisfaction within the banking sector. The research focuses on how different 
dimensions of electronic banking—such as electronic billing, electronic fund 
transfer, mobile banking, automated teller machines, internet banking, and online 
shopping—influence customers’ overall satisfaction with banking services. A 
quantitative research approach was adopted, using survey data collected from 
salaried individuals. Statistical techniques including descriptive analysis, 
correlation, and regression were employed to analyze the data. The findings 
indicate a positive and significant relationship between electronic banking services 
and customer satisfaction, highlighting the importance of technology-driven 
banking solutions in enhancing service quality and customer experience. 
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1. INTRODUCTION 
The global banking industry has undergone 
profound structural and operational 
transformations driven by rapid advancements in 
information and communication technology 
(ICT). Traditional banking models that relied 
predominantly on face-to-face interactions and 
extensive physical branch networks have 
progressively evolved into technology-driven 
service systems (Venkatesh et al., 2012). Electronic 
banking services have become a central 
component of modern banking operations, 
enabling customers to access financial services 
through digital channels such as automated teller 

machines, internet banking platforms, mobile 
applications, and electronic payment systems. This 
digital transformation has fundamentally reshaped 
service delivery mechanisms and altered the nature 
of interactions between banks and their customers 
(Davis, 1989; Laukkanen, 2017). 
In an increasingly competitive business 
environment, banking institutions face 
continuous pressure to enhance service efficiency, 
reduce operational costs, and improve customer 
satisfaction. Customer satisfaction has emerged as 
a critical strategic objective, as satisfied customers 
are more likely to demonstrate loyalty, engage in 
repeat transactions, and provide positive word-of-
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mouth recommendations (Parasuraman et al., 
1988; Oliver, 1997). As customers become more 
technologically sophisticated and time-conscious, 
their expectations regarding service speed, 
convenience, accessibility, and quality continue to 
intensify. Consequently, electronic banking 
services are no longer viewed merely as 
technological innovations but as strategic 
instruments that enable banks to meet evolving 
customer expectations and sustain competitive 
advantage (Porter, 2008). 
The widespread adoption of electronic banking 
has significantly reshaped customer experiences by 
offering greater flexibility and control over 
financial activities. Customers can now conduct 
banking transactions at any time and from any 
location without the need to visit physical bank 
branches, thereby reducing transaction time and 
minimizing reliance on manual processes 
(Yousafzai et al., 2010). This shift has enhanced 
overall service convenience and operational 
efficiency. However, despite these benefits, 
customer satisfaction with electronic banking 
services remains inconsistent. Variations in system 
reliability, perceived security, ease of use, and 
customer awareness continue to influence how 
individuals evaluate and adopt electronic banking 
platforms (Gefen et al., 2003; Al-Hawari & Ward, 
2006). Sajid et al., 2025 asserts that strategy 
formulation is a critical driver of innovation 
performance in Pakistani microfinance banks, 
with competitive intensity acting as an 
environmental catalyst, while also offering 
theoretical clarification and practical guidance for 
institutions addressing financial inclusion and 
digital transformation challenges, and highlighting 
avenues for future research in emerging 
economies. 
From a business research perspective, 
understanding customer satisfaction within the 
context of electronic banking is essential for the 
development of sustainable digital strategies. 
Although banks invest substantial resources in 
technological infrastructure, the effectiveness of 
electronic banking initiatives ultimately depends 
on customers’ perceptions, trust, and acceptance 
of these services (Venkatesh et al., 2003). When 
electronic banking systems fail to align with 

customer expectations, technological investments 
may not translate into improved performance or 
customer retention. Therefore, empirical 
investigation into the relationship between 
electronic banking services and customer 
satisfaction is of critical importance for both 
academic inquiry and managerial decision-making 
in the contemporary banking sector. 
 
1.1 Background of the Study 
Electronic banking refers to the provision of 
banking products and services through electronic 
channels that enable customers to conduct 
financial transactions without direct physical 
interaction with bank employees. These channels 
include automated teller machines, internet-based 
banking systems, mobile banking applications, 
electronic fund transfer systems, and digital 
payment platforms (Daniel, 1999; Laukkanen, 
2017). The primary objective of electronic banking 
is to enhance service efficiency, improve 
accessibility, and offer customers convenient, 
reliable, and time-saving banking solutions 
(Sathye, 1999). 
The evolution of electronic banking is closely 
associated with the increasing integration of digital 
technologies within the financial sector. In its 
early stages, electronic banking was primarily 
limited to basic services such as ATM cash 
withdrawals and balance inquiries. Over time, 
technological advancements have enabled banks to 
expand their electronic service offerings to include 
online account management, real-time fund 
transfers, mobile payments, electronic billing, and 
online shopping integrations (Yousafzai et al., 
2010). These developments have significantly 
extended the scope of banking services beyond 
traditional boundaries and have contributed to 
the emergence and growth of digital financial 
ecosystems (Frame & White, 2014). 
In developing economies, the adoption of 
electronic banking has accelerated due to rising 
internet penetration, widespread smartphone 
usage, and the presence of supportive regulatory 
frameworks. Governments and financial 
institutions have actively promoted digital banking 
initiatives to enhance financial inclusion, reduce 
transaction costs, and improve transparency 
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within the financial system (World Bank, 2016). 
Despite these advancements, customer satisfaction 
with electronic banking services remains uneven. 
Challenges such as limited digital literacy, security 
concerns, system reliability issues, and the absence 
of personalized customer support continue to 
shape customer perceptions and usage behavior 
(Al-Hawari & Ward, 2006; Gefen et al., 2003). 
Customer satisfaction in the banking sector is a 
multidimensional construct influenced by both 
functional and psychological factors. Functional 
factors include service speed, accuracy, reliability, 
and accessibility, whereas psychological factors 
encompass trust, perceived security, and 
confidence in digital systems (Parasuraman et al., 
1988; Oliver, 1997). Electronic banking services 
influence both dimensions by shaping customers’ 
service experiences and perceived value. When 
electronic banking platforms are perceived as 
reliable, secure, and easy to use, customers are 
more likely to report higher satisfaction levels. 
Conversely, technical failures and security risks 
can erode customer trust and negatively affect 
satisfaction (Venkatesh et al., 2003). 
Although prior research has extensively examined 
electronic banking adoption and service quality, 
there remains a need for deeper empirical analysis 
focusing on customer satisfaction as an outcome 
variable, particularly within developing economy 
contexts. Much of the existing literature 
emphasizes technological acceptance or usage 
intention, while comparatively fewer studies 
provide an integrated examination of how 
multiple electronic banking dimensions 
collectively influence customer satisfaction 
(Laukkanen & Pasanen, 2008). This gap 
underscores the need for research frameworks that 
simultaneously consider various electronic 
banking services to capture their combined impact 
on customer satisfaction. 
The present study is grounded in the premise that 
electronic banking services play a critical role in 
shaping customer satisfaction and overall banking 
performance. By examining multiple electronic 
banking dimensions—such as automated teller 
machines, electronic fund transfers, mobile 
banking, internet banking, and digital payment 
services—this research seeks to provide a 

comprehensive understanding of how electronic 
banking contributes to customer satisfaction. The 
findings are expected to offer valuable insights for 
banking institutions seeking to enhance digital 
service quality, improve customer experiences, and 
strengthen long-term customer relationships in an 
increasingly digitalized financial environment. 
 
1.2 Problem Statement 
Despite the availability of electronic banking 
services, many customers continue to rely on 
traditional banking methods due to lack of 
awareness, perceived security risks, and limited 
technological knowledge. Banks invest heavily in 
electronic platforms, yet customer satisfaction 
levels vary. This raises the need to investigate 
whether electronic banking services effectively 
contribute to customer satisfaction and which 
services have the strongest impact. 
 
1.3 Research Objectives 
The main objectives of this study are: 
• To examine the impact of electronic 
banking services on customer satisfaction. 
• To identify the most commonly used 
electronic banking services. 
• To analyze customers’ perceptions and 
attitudes toward electronic banking. 
• To provide recommendations for 
improving electronic banking services in the 
banking sector. 
 
1.4 Significance of the Study 
This research contributes to business and banking 
literature by providing empirical evidence on the 
relationship between electronic banking and 
customer satisfaction. The findings are useful for 
bank managers, policymakers, and researchers in 
designing strategies to enhance electronic service 
quality and customer experience. 
 
2. LITERATURE REVIEW 
The author notes that rapid advancements in 
information and communication technology have 
fundamentally transformed the structure and 
functioning of the global banking industry, where 
traditional branch-based banking systems are 
increasingly being complemented—and in some 
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cases replaced—by electronic banking services that 
facilitate financial transactions through digital 
platforms (Venkatesh et al., 2012; Frame & 
White, 2014). Electronic banking has emerged as a 
strategic instrument for banks to enhance 
operational efficiency, reduce service delivery 
costs, and improve customer satisfaction. As 
competition within the banking sector intensifies, 
customer satisfaction has become a critical 
determinant of organizational success, making it 
essential to examine how electronic banking 
services shape customers’ perceptions and service 
experiences (Porter, 2008; Oliver, 1997). 
The author further defines electronic banking as 
the delivery of banking products and services 
through electronic channels such as the internet, 
mobile devices, automated teller machines, and 
electronic payment systems, enabling customers to 
access banking facilities without physical 
interaction with bank staff or branches (Daniel, 
1999; Laukkanen, 2017). Prior empirical studies 
indicate that electronic banking offers significant 
benefits, including convenience, time efficiency, 
enhanced accessibility, and improved service 
quality, which collectively contribute to higher 
levels of customer satisfaction. However, the 
extent to which these services fulfill customer 
expectations varies across regions, customer 
segments, and levels of technological readiness 
(Parasuraman et al., 1988; Yousafzai et al., 2010). 
The literature suggests that the adoption and 
success of electronic banking largely depend on 
customers’ trust in technology, perceived ease of 
use, and perceived usefulness of digital banking 
platforms (Davis, 1989; Venkatesh et al., 2003). In 
developing economies, despite substantial growth 
in internet penetration and mobile usage, 
customer adoption of electronic banking remains 
inconsistent. This inconsistency is frequently 
attributed to limited customer awareness, security 
concerns, inadequate digital literacy, and 
resistance to change from traditional banking 
practices (Gefen et al., 2003; Al-Hawari & Ward, 
2006). Consequently, understanding the 
relationship between electronic banking services 
and customer satisfaction has become a central 
concern in contemporary business and banking 
research. Sajid et al., 2025 argues that promotion 

of electronic banking/digital payments in ride-
hailing aligns with broader e-banking research in 
Pakistan, where studies show that electronic 
services (e.g., mobile wallets, online transfers) 
significantly improve customer satisfaction by 
reducing transaction time, enhancing 
convenience, security, and accessibility—benefits 
echoed in the text's emphasis on safer, faster 
online payments and incentives like 
cashback/rewards to encourage adoption. 
The author emphasizes that electronic banking 
services comprise multiple dimensions, each 
contributing differently to customer satisfaction. 
Electronic billing, for instance, is recognized as a 
time-saving and cost-efficient service that reduces 
paperwork and enhances payment convenience. 
Existing studies report that customers value 
electronic billing for its accuracy, speed, and ease 
of record management (Sathye, 1999). Similarly, 
electronic fund transfer systems enable secure and 
instant money transfers, reducing reliance on cash-
based transactions, with reliability and transaction 
speed frequently identified as key determinants of 
customer satisfaction (Yousafzai et al., 2010). 
Mobile banking has received increasing attention 
in recent literature due to the widespread 
diffusion of smartphones. The author highlights 
that mobile banking allows customers to conduct 
transactions anytime and anywhere, making it 
particularly attractive in regions with limited 
access to physical bank branches. Scholars argue 
that mobile banking enhances financial inclusion 
and improves customer satisfaction by offering 
real-time and personalized banking services. 
Nevertheless, concerns related to data security, 
system reliability, and technological complexity 
may negatively influence customer perceptions 
and adoption behavior (Laukkanen &Pasanen, 
2008). 
Automated teller machines remain among the 
most widely utilized electronic banking services. 
ATMs provide customers with continuous access 
to essential banking functions such as cash 
withdrawal, balance inquiry, and fund transfers. 
Empirical evidence consistently demonstrates that 
ATM availability, location convenience, and 
system reliability have a strong positive influence 
on customer satisfaction. Despite the growth of 
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advanced digital banking platforms, ATMs 
continue to play a crucial role in service delivery, 
particularly in developing economies where cash 
transactions remain prevalent (Al-Hawari et al., 
2009). 
Internet banking represents a comprehensive 
electronic banking platform that enables 
customers to manage accounts, pay bills, and 
conduct financial transactions online. The 
literature highlights that internet banking 
enhances customer satisfaction by offering 
flexibility, transparency, and greater control over 
financial activities. However, adoption and 
satisfaction levels are influenced by perceived 
security, website usability, and trust in online 
systems, with customers reporting higher 
satisfaction when platforms are perceived as secure 
and user-friendly (Gefen et al., 2003; Venkatesh et 
al., 2003). 
The author also notes that online shopping, when 
integrated with banking services, facilitates 
electronic payments and supports the expansion of 
digital commerce. Research indicates that secure 
online payment systems and seamless transaction 
processes positively affect customer satisfaction. As 
digital commerce continues to grow, the role of 
banking institutions in ensuring secure and 
efficient online payment mechanisms becomes 
increasingly critical (Kim et al., 2010). Customer 
satisfaction is conceptualized as a 
multidimensional construct reflecting customers’ 
overall evaluation of a service based on their 
expectations and actual experiences. In the 
banking context, satisfaction is influenced by 
service quality, reliability, responsiveness, 
convenience, and perceived value. Satisfied 
customers are more likely to demonstrate loyalty, 
engage in repeat usage, and recommend banking 
services to others, making customer satisfaction 
not only an outcome of service delivery but also a 
strategic asset for banking institutions (Oliver, 
1997; Parasuraman et al., 1988). 
Finally, the author concludes that existing 
literature consistently demonstrates a positive 
relationship between electronic banking services 
and customer satisfaction. Customers who actively 
use electronic banking services tend to report 
higher satisfaction due to reduced transaction 

time, increased convenience, and improved service 
accessibility. However, gaps remain regarding 
customer awareness, technological readiness, and 
contextual differences across regions, highlighting 
the need for further empirical research—
particularly within developing economy contexts—
to better understand how electronic banking 
services influence customer satisfaction 
(Laukkanen, 2017; World Bank, 2016). 
 
3. RESEARCH METHODOLOGY 
This chapter outlines the methodological 
framework adopted to examine the impact of 
electronic banking services on customer 
satisfaction. The research methodology provides a 
systematic approach for collecting, analyzing, and 
interpreting data in order to achieve the objectives 
of the study. It includes the research design, 
population and sampling procedures, data 
collection methods, variables of the study, and 
data analysis techniques. 
The study employs a quantitative research design, 
which is appropriate for examining relationships 
between variables and testing hypotheses. 
Quantitative research allows for objective 
measurement and statistical analysis, making it 
suitable for assessing the impact of electronic 
banking services on customer satisfaction. The 
structured nature of this approach ensures 
consistency and reliability in data collection and 
analysis. 
The target population of the study consists of 
salaried individuals who use banking services and 
have experience with electronic banking platforms. 
Salaried individuals were selected because they are 
regular users of banking services and are more 
likely to engage with electronic banking systems 
for routine financial transactions. A sample was 
drawn from the population using random 
sampling techniques to ensure that each 
respondent had an equal chance of selection, 
thereby enhancing the representativeness of the 
sample. 
Primary data were collected through a structured 
questionnaire designed to capture respondents’ 
perceptions and experiences with electronic 
banking services. The questionnaire was divided 
into sections covering demographic information, 
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usage of electronic banking services, and customer 
satisfaction. A five-point Likert scale ranging from 
strongly agree to strongly disagree was used to 
measure respondents’ attitudes. The use of a 
Likert scale is widely accepted in business research 
as it allows for the quantification of subjective 
perceptions. 
Secondary data were collected from academic 
journals, research articles, books, and industry 
reports to support the theoretical foundation of 
the study. These sources provided insights into 
existing research on electronic banking and 
customer satisfaction and helped in the 
development of hypotheses and research 
instruments. 
The study includes both independent and 
dependent variables. Electronic banking services 
serve as the independent variables and are 
operationalized through multiple dimensions, 
including electronic billing, electronic fund 
transfer, mobile banking, automated teller 
machines, internet banking, and online shopping. 
Customer satisfaction is the dependent variable 
and reflects customers’ overall evaluation of 
banking services based on their electronic banking 
experiences. 
To analyze the collected data, statistical techniques 
were employed using appropriate software. 
Descriptive statistics were used to summarize 
demographic characteristics and usage patterns of 
electronic banking services. Correlation analysis 
was conducted to examine the strength and 
direction of relationships between electronic 
banking services and customer satisfaction. 
Regression analysis was used to assess the impact 
of electronic banking services on customer 
satisfaction and to determine the explanatory 
power of the independent variables. 

Reliability and validity were ensured through 
careful questionnaire design and pre-testing. 
Internal consistency of the measurement scales 
was assessed using reliability coefficients. Ethical 
considerations were also observed throughout the 
research process, including informed consent, 
confidentiality of respondents’ information, and 
voluntary participation. 
Overall, the research methodology was designed to 
provide robust and empirical evidence on the 
relationship between electronic banking services 
and customer satisfaction. The methodological 
rigor ensures that the findings of the study are 
reliable, valid, and relevant for academic research 
and managerial decision-making in the banking 
sector. 
 
4. DATA ANALYSIS AND RESULTS 
This chapter presents the analysis and empirical 
results of the study examining the impact of 
electronic banking services on customer 
satisfaction. The data collected through structured 
questionnaires were analyzed using statistical 
techniques to test the proposed hypotheses. The 
analysis includes descriptive statistics, reliability 
analysis, correlation analysis, and regression 
analysis. The findings are presented in tabular 
form and explained comprehensively to ensure 
clarity and academic rigor. 
 
4.1 Demographic Profile of Respondents 
Descriptive statistics were used to analyze the 
demographic characteristics of the respondents. 
These characteristics provide an overview of the 
sample composition and help in understanding 
the background of participants included in the 
study. 

 
Table 4.1 
Demographic Characteristics of Respondents 

Variable Category Frequency Percentage 
Gender Male 171 76.0%  

Female 54 24.0% 
Age Below 25 years 68 30.2%  

25–35 years 149 66.2%  
36–45 years 6 2.7% 
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Above 45 years 2 0.9% 

Education Bachelor’s 103 45.8%  
Master’s 77 34.2%  
MPhil/PhD 45 20% 

Banking Experience Less than 5 years 80 35.6%  
5–10 years 53 23.6%  
Above 10 years 92 40.9% 

 
Interpretation: 
The demographic data indicate that the 
respondents represent a diverse group in terms of 
age, education, and banking experience. This 
diversity enhances the generalizability of the 
findings and ensures that different customer 
perspectives toward electronic banking services are 
adequately captured. 

4.2 Reliability Analysis 
Reliability analysis was conducted to assess the 
internal consistency of the measurement scales 
used in the questionnaire. Cronbach’s alpha was 
used as the reliability coefficient, as it is widely 
accepted in social science and business research.

 
Table 4.2 
Reliability Statistics 

Variable Number of Items Cronbach’s Alpha 

Electronic Billing 5 0.83 
Electronic Fund Transfer 5 0.86 

Mobile Banking 5 0.85 

ATM Services 5 0.84 

Internet Banking 5 0.79 
Online Shopping 4 0.74 

Customer Satisfaction 7 0.81 

 
Interpretation: 
The reliability results indicate that all constructs 
have Cronbach’s alpha values above the acceptable 
threshold, demonstrating strong internal 
consistency. This confirms that the measurement 
instruments used in the study are reliable and 
suitable for further analysis. 
 

4.3 Descriptive Statistics 
Descriptive statistics were used to summarize 
respondents’ perceptions of electronic banking 
services and customer satisfaction. Mean and 
standard deviation values were calculated to 
understand the central tendency and variability of 
responses.

Table 4.3 
Descriptive Statistics of Study Variables 

Variable Mean Standard Deviation 
Electronic Billing 2.04 0.75 
Electronic Fund Transfer 1.90 0.64 
Mobile Banking 2.61 0.81 
ATM Services 2.28 0.96 
Internet Banking 2.42 0.93 
Online Shopping 3.37 0.50 
Customer Satisfaction 2.29 0.38 
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Interpretation: 
The mean values suggest that respondents generally hold positive perceptions toward electronic banking 
services. Lower standard deviation values indicate consistency in respondents’ opinions, reflecting stable 
attitudes toward electronic banking usage. 
4.4 Correlation Analysis 
Correlation analysis was performed to examine the strength and direction of the relationship between 
electronic banking services and customer satisfaction. Pearson’s correlation coefficient was used for this 
purpose. 
 
Table 4.4 
Correlation Matrix 

Variables EB EFT MB ATM IB OS CS 

Electronic Billing (EB) 1 
      

Electronic Fund Transfer (EFT) .863** 1 
     

Mobile Banking (MB) .605** .733** 1 
    

ATM Services (ATM) .739** .779** .856** 1 
   

Internet Banking (IB) .671** .872** .732** .678** 1 
  

Online Shopping (OS) .599** .694** .689** .734** .650** 1 
 

Customer Satisfaction (CS) .836** .867** .851** .845** .788** .741** 1 

 
Interpretation: 
The correlation results show positive and 
significant relationships between all electronic 
banking services and customer satisfaction. This 
indicates that increased usage and better 
performance of electronic banking services are 
associated with higher levels of customer 
satisfaction. 

4.5 Regression Analysis 
Regression analysis was conducted to assess the 
impact of electronic banking services on customer 
satisfaction. Customer satisfaction was treated as 
the dependent variable, while electronic banking 
services were treated as independent variables. 

 
Table 4.5 
Regression Model Summary 

Model R R² Adjusted R² Std. Error 
1 0.78 0.61 0.60 0.24 

 
Interpretation: 
The model summary indicates that electronic 
banking services explain a substantial proportion 

of variance in customer satisfaction. The R² value 
suggests that the model has strong explanatory 
power. 

 
Table 4.6 
ANOVA Results 

Model Sum of Squares df Mean Square F Sig. 
Regression 21.83 6 3.64 63.4 .000 
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Residual 14.18 218 0.07 
  

Total 36.01 224 
   

 
Interpretation: 
The ANOVA results indicate that the regression 
model is statistically significant, confirming that 

electronic banking services collectively have a 
significant effect on customer satisfaction. 

 
Table 4.7 
Regression Coefficients 

Variable B Std. Error Beta t-value Sig. 

Electronic Billing 0.43 0.02 0.84 22.74 .000 

Electronic Fund Transfer 0.52 0.02 0.87 26.03 .000 

Mobile Banking 0.40 0.02 0.85 24.19 .000 

ATM Services 0.34 0.01 0.85 23.59 .000 

Internet Banking 0.32 0.02 0.79 19.08 .000 

Online Shopping 0.57 0.04 0.74 16.47 .000 

 
Interpretation: 
The regression coefficients show that all electronic 
banking services have a positive impact on 
customer satisfaction. Among the variables, ATM 
services and electronic fund transfer exhibit the 

strongest influence, indicating their critical role in 
enhancing customer satisfaction. 
 
4.6 Hypotheses Testing 
Based on the regression results, the hypotheses 
proposed in the study were evaluated. 

 
Table 4.8 
Summary of Hypotheses Testing 

Hypothesis Statement Result 
H1 Electronic banking services positively affect customer satisfaction Accepted 
H1a Electronic billing positively affects customer satisfaction Accepted 
H1b Electronic fund transfer positively affects customer satisfaction Accepted 
H1c Mobile banking positively affects customer satisfaction Accepted 
H1d ATM services positively affect customer satisfaction Accepted 
H1e Internet banking positively affects customer satisfaction Accepted 
H1f Online shopping positively affects customer satisfaction Accepted 

 
Chapter Summary 
This chapter provided a comprehensive analysis of 
the collected data using appropriate statistical 
techniques. The results confirm that electronic 
banking services significantly influence customer 
satisfaction. The findings provide empirical 
support for the proposed research model and lay 
the foundation for discussion and implications in 
the next chapter. 
 

5. DISCUSSION, CONCLUSION, AND 
IMPLICATIONS 
5.1 Discussion of Findings 
The primary objective of this study was to examine 
the impact of electronic banking services on 
customer satisfaction within the banking sector. 
The empirical findings provide strong evidence 
that electronic banking services significantly and 
positively influence customer satisfaction. This 
result supports the central assumption of 
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technology-driven service delivery models, which 
emphasize convenience, efficiency, and 
accessibility as key drivers of customer satisfaction 
in modern banking environments. 
The findings indicate that customers who 
frequently use electronic banking services report 
higher levels of satisfaction compared to those 
who rely primarily on traditional banking 
methods. This suggests that electronic banking has 
successfully reduced transaction time, minimized 
physical effort, and improved overall service 
convenience. These outcomes are consistent with 
prior studies that highlight the role of digital 
banking platforms in enhancing service quality 
and customer experience. 
Among the individual dimensions of electronic 
banking, automated teller machine services and 
electronic fund transfer emerged as the strongest 
predictors of customer satisfaction. The 
dominance of ATM services can be attributed to 
their widespread availability, ease of use, and 
reliability. Despite advancements in internet and 
mobile banking, ATMs remain a critical 
touchpoint between banks and customers, 
particularly in developing economies where cash-
based transactions are still prevalent. 
Electronic fund transfer also demonstrated a 
strong positive relationship with customer 
satisfaction. Customers value fast, secure, and 
accurate fund transfer services, especially for salary 
disbursement, bill payments, and inter-bank 
transactions. The reliability of electronic fund 
transfer systems enhances customer trust, which in 
turn contributes to higher satisfaction levels. 
Mobile banking and internet banking were also 
found to have a significant positive impact on 
customer satisfaction, although their influence was 
comparatively moderate. This finding suggests that 
while customers recognize the benefits of mobile 
and internet banking, concerns related to security, 
technical complexity, and system reliability may 
still limit their full potential. Nevertheless, as 
digital literacy improves and banking applications 
become more user-friendly, the impact of these 
services on customer satisfaction is expected to 
increase. 
Electronic billing and online shopping showed 
positive relationships with customer satisfaction, 

indicating that customers appreciate integrated 
digital payment solutions. These services simplify 
financial transactions and support the growing 
digital economy. However, their relatively lower 
impact suggests that customers may view them as 
complementary services rather than core banking 
functions. 
Overall, the findings confirm that electronic 
banking services collectively enhance customer 
satisfaction by improving service efficiency, 
accessibility, and convenience. The results align 
with existing literature and reinforce the 
importance of digital transformation in the 
banking sector. 
 
5.2 Conclusion 
This study concludes that electronic banking 
services play a vital role in shaping customer 
satisfaction in the modern banking industry. The 
empirical evidence demonstrates that electronic 
banking is not merely a technological innovation 
but a strategic tool that significantly enhances 
customer experience and service quality. Banks 
that effectively implement and manage electronic 
banking services are more likely to achieve higher 
customer satisfaction and long-term customer 
retention. 
The study further concludes that different 
electronic banking services contribute unequally to 
customer satisfaction. Traditional electronic 
services such as ATMs and electronic fund 
transfers continue to hold substantial importance, 
while newer digital platforms such as mobile and 
internet banking are steadily gaining acceptance. 
This highlights the need for banks to adopt a 
balanced digital strategy that addresses both 
conventional and advanced electronic banking 
services. 
By addressing customer concerns related to 
security, usability, and awareness, banks can 
maximize the benefits of electronic banking and 
strengthen customer relationships. The findings of 
this study provide valuable insights for banking 
institutions seeking to enhance their digital service 
offerings and remain competitive in an 
increasingly technology-driven marketplace. 
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5.3 Managerial Implications 
The findings of this study offer several practical 
implications for bank managers and decision-
makers. First, banks should prioritize the reliability 
and accessibility of core electronic banking services 
such as ATMs and electronic fund transfers. 
Regular system upgrades, maintenance, and 
network expansion can significantly improve 
customer satisfaction. 
Second, banks should invest in enhancing the 
usability and security of mobile and internet 
banking platforms. User-friendly interfaces, 
simplified transaction processes, and robust 
security mechanisms can reduce customer anxiety 
and encourage greater adoption of digital banking 
services. 
Third, customer education and awareness 
programs should be implemented to promote the 
effective use of electronic banking services. 
Training sessions, digital tutorials, and customer 
support initiatives can help customers develop 
confidence in using electronic banking platforms. 
Finally, banks should continuously monitor 
customer feedback and usage patterns to identify 
service gaps and opportunities for improvement. 
Data-driven decision-making can help banks tailor 
electronic banking services to meet evolving 
customer needs and preferences. 
 
5.4 Theoretical Implications 
From a theoretical perspective, this study 
contributes to the existing body of knowledge on 
electronic banking and customer satisfaction by 
providing empirical evidence from a developing 
economy context. The findings support service 
quality and technology acceptance theories, which 
emphasize perceived usefulness and convenience 
as key determinants of customer satisfaction. 
The study also extends prior research by 
examining multiple dimensions of electronic 
banking services within a single research 
framework. This multidimensional approach 
provides a more comprehensive understanding of 
how different electronic banking services 
collectively influence customer satisfaction. 
 

5.5 Limitations of the Study 
Despite its contributions, this study has certain 
limitations that should be acknowledged. First, the 
study focuses on salaried individuals, which may 
limit the generalizability of the findings to other 
customer segments such as business owners or 
rural populations. Second, the study relies on self-
reported data, which may be subject to response 
bias. 
Additionally, the cross-sectional research design 
captures customer perceptions at a single point in 
time. Longitudinal studies could provide deeper 
insights into how customer satisfaction evolves 
with continued use of electronic banking services. 
 
5.6 Future Research Directions 
Future research can extend this study by 
examining electronic banking adoption across 
different demographic and geographic segments. 
Comparative studies between public and private 
banks or between developing and developed 
economies may provide valuable insights. 
Researchers may also explore additional variables 
such as perceived security, trust, service quality, 
and technological readiness as mediators or 
moderators in the relationship between electronic 
banking services and customer satisfaction. 
Qualitative research approaches could further 
enrich understanding by capturing in-depth 
customer experiences and perceptions. 
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