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ABSTRACT 

This study was motivated to analyse the impact of e-banking on customer 

satisfaction among Tanzanian Banks drawing experience from CRDB Bank. In 

achieve the rationale of the study, researcher was guided by three objectives namely; 

to determine the relationship between access to e-banking services and improved 

customer satisfaction at CRDB bank, to determine the relationship between 

availability of e-banking services and improved customer satisfaction at CRDB bank 

and to determine the relationship between reliability of e-banking services and 

improved customer satisfaction at CRDB bank. A case study design was adopted so 

as to enhance in-depth and intensive inquiry of the problem. The bank customers 

constituted the target population and systematic sampling technique was used to 

select a total of 100 customers comprising 62.0 % (Females) and 38.0% (Males). 

The closed ended questionnaires were used to gather data which was analysed by the 

use of descriptive statistics. Correlation and linear regression analysis was used to 

determine relationship between variables. The results indicated that customers were 

neither satisfied nor unhappy with accessibility, availability and reliability of e-

banking services because mean value of indicators of satisfaction were just below 

satisfaction mean value (5.0 - 3.5) and just above unhappy mean value (2.5 - 1.0). 

The regression analysis revealed that only coefficient value for accessibility to e-

banking services had statistical significant impact on customer satisfaction at p value 

= 0.00 and t-value = 0.91. The study concludes that adoption of e-banking by CRDB 

bank is not yet demonstrating great impact on customer satisfaction. If e-banking is 

to impact greatly on customer satisfaction the Bank should commit efforts in 

improving accessibility to e-banking among customers. Also, the Bank should find 

solutions the concerns of customers on availability and reliability of e-banking 

services. Additionally, the Bank is required to raise awareness of customers on the 

potential benefits of e-banking in making bank transactions.  
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CHAPTER ONE 

 

PROBLEM SETTING 

 

1.1. Introduction 

Banking industry has been characterised by the continuous technological 

advancement that leads to the improved financial services provision among the 

public. The recently adopted technologies that simplify the banking activities is the 

alternative banking channels through which customers are able to make transactions 

without visiting the physical branch as formerly. Its adoption has been reported to 

impact greatly the performance of different activities of the financial institutions one 

of them being customer satisfaction (Bello, 2005). The current study sought to 

analyse the impact of e-banking focusing on customer satisfaction. In this chapter, 

researcher elaborates the background to the problem, statement of the problem, 

objectives of the study, research questions, significance of the study, limitations of 

the study, and delimitation of the study and finally presents the structure of the 

study. 

 

1.2. Background to the study 

At the early of 21st Century, development of science and technology has been put 

formal financial institutions into dilemma for the reason that most innovations 

targeted to shift the traditional banking into branchless through using Automatic 

Teller Machines, Point of sale Terminal and mobile (Siam, 2006). As a result of 

these innovations, banking services have been revolutionized bringing into existence 

the e-banking which is simplifying banking transactions which would have been 

achieved by traditional banking (Al-Ghamdi, 2009; Zlelyazkova and Angelakis, 

2014; Elumaro, 2018). One of the salient features of the e-banking is enhancing 

accessibility, availability and reliability of baking services to customers (Al-Ghamdi, 

2009) - the elements which contribute largely towards customer satisfaction (Kumar 

et al., 2006, Mleje, 2007; Li, 2010; Kotler and Keller, 2012).  
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The e-banking channels has been very helpful among the people where it involves 

the Tele-banking, Automatic Tellers Machine (ATM), mobile banking, Point of 

Sales (POS) and Internet banking (Mittal and Dhingra, 2007; Kour Kour, 2011). In 

this study e-banking is used to encompass all banking transactions carried out using 

ATM, mobile banking, POS and Internet banking. The Tele-banking is not covered 

by this study because the services it provided earlier have been taken by mobile 

banking (Elumaro, 2012). 

 

The genesis of e-banking dates back to late 20th Century and has been evolving with 

technological changes and innovation (Tait and Davis, 1989; Daniel, 1998). Among 

the e-banking technologies, ATM is the earliest technology introduced in 1969 in the 

United States of America by the Chemical Bank in Rockville Center (Agarwal and 

Karahanna, 2000). As it with today, the ATM was installed by the Chemical Bank 

was used by customers in making banking transactions (Agarwal and Karahanna, 

2000). The bank and customers considered ATM not only the alternative of 

traditional Teller aided cash withdrawal and balance enquiry, but also it improved 

convenience and reliability of cash withdrawal and balance enquiry among bank 

customers without need of physical contact with bank tellers (Chan and Lu, 2004).   

 

In 1980, ATM was innovated in United States of America (USA) and it spread 

widely to other part of the world including Europe and India as well (Agarwal and 

Karahanna, 2000). Not only that but also internet banking and point of sales terminal 

come into the existence at the mid of the 1990’s, whereby USA was leading the 

innovation as well, and the technology advancement and innovations went on, the 

main intention was to provide better Banking services at the high level of customer 

satisfaction (Chan and Lu, 2004).  

 

Following the success of Internet banking and Point of Sales in USA, it was adopted 

and used by most of private banks in India early 2000’s (Sohail and Shanmugham, 

2003). More recently, mobile banking has been adopted globally to assist in money 

transfer within the same bank between bank accounts (Ahasanul, 2009). The United 

Kingdom was reported the first country in using mobile banking (Ahasanul, 2009). 
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Many transactions and payment have been reported to be performed via mobile 

banking since it has been more useful among the people around the globe due to its 

simplicity and convenient (Kiunsi, 2013). 

 

African continent in particular, e-banking innovations have gained momentum as the 

result of diffusion of technology and innovations from developed countries. This has 

been motivated by desires to improve banking transactions in the black continent 

(Elumaro & Obamu, 2018). The Nigerian banks are reported the first African banks 

to adopt e-banking (Elumaro & Obamu, 2018). The adoption of e-banking among 

African banks not only motivated by desires to keep in pace with the changing 

business technologies occurring across the globe but also improving customer 

satisfaction by improving accessibility, availability and reliability of banking 

transactions (Elumaro & Obamu, 2018). According to Bello (2005), most banking 

transactions are now conducted using e-banking. This banking system has improved 

customers’ satisfaction in general by offering more reliable, accessible and available 

banking services (Puopiel, 2014; Edemivwaye, 2015). 

 

In East Africa, e-banking was firstly adopted in Kenya where the majorities of the 

formal banking involving in business hold close e-banking to make easy money 

deposits, withdrawals and transfers (Mukhongo et al., 2014). Like the rest parts of 

the world, e-banking has gained acceptance among East African banks and it is 

perceived the means to improve customer satisfaction with banking services due to 

usage of more simplified banking transactions and improved bank services delivery 

(Mukhongo et al. 2014). 

 

Tanzania in particular, existing studies such as Kiunsi (2013) is reported that ATMs 

were the first e-banking among Tanzanian banks. The next was mobile banking that 

involved the use of mobile phone subscribers with Sim cards connected to the bank 

account which helped in transaction money from mobile wallet to the bank account 

and from the bank account to the mobile wallet (Kiunsi, 2013). As thee-banking 

becoming friends of bankers, it is use not only aiming at improving efficiency and 
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effectiveness of the banks in offering banking transactions (Mazwile, 2014), but also 

in improving customer satisfaction (Kiunsi, 2013). 

 

The CRDB Bank PLC Azikiwe Branch Dar-es-Salaam in specific has been one of 

the commercial Tanzanian banks which operate through e-banking technologies 

such as ATM, mobile banking, Internet banking and POS (Kiunsi, 2013). 

Considering that CRDB bank Azikiwe branch has been one of the branches of the 

bank currently serving in a highly populated and very busy population in Dar es 

Salaam city, the e-banking remains the only means to improve accessibility, 

availability and reliability of banking service and hence high customer’s satisfaction 

(Kiunsi, 2013).  

 

According to Kotler and Keller (2012), accessibility, availability and reliability of 

services constitute major elements for customer satisfaction. Few studies in this 

research area like Kiunsi (2013) explored customer perception on alternative 

banking channels. Also, Mazwile (2014) study in this research area found no 

evidence that existing studies explored impact of e-banking on customer satisfaction 

which provoked conduct of this study drawing experience from CRDB Bank 

Azikiwe.  

 

1.3. Statement of the problem 

E-banking is widely accepted and used by the Tanzanian banks to improve 

accessibility, availability and reliability of banking service (Masiime & Malinga 

2011). It the same vein, having accessible, available and reliable e-banking services 

is expected have great impact on customer satisfaction as highlighted by Kotler and 

Keller (2012). According to authors, customer satisfactions on the services depend 

on the accessibility, availability and reliability of the services among others (Kotler 

and Keller, 2012). Being the factors of importance in satisfying customers, currently 

no bank is opening its physical presence in Tanzania without having e-banking 

technologies.  
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Among them, the most visible are ATMs machines erected outside the banks’ 

buildings and other business strategic areas. In the same vein, it has been 

experienced that whoever open bank account with the banks is issued with ATM 

card (Mazwile, 2014). Also, there is increasing mobile banking among mobile user 

bankers which has been enhanced by strategic alliance between the CRDB bank and 

Telecommunication companies such as Vodacom Tanzania, Tigo Tanzania and 

Airtel. Using mobile phone, one is capable to access a chip about banking services 

where withdrawal, transfer or deposits of money service can accomplish (ACP, 

2014) and hence, more simplified way of making banking transactions.  

 

Unfortunately, studies which have attempted to explore the impact of e-banking on 

customer satisfaction reveal contradicting results. For instance, Wisdom (2012) 

reported that e-banking had positive impact on customer satisfaction in Ghanaian 

Commercial Banks. Also, Huang (2009) reported that there was positive relationship 

between e-banking and customer satisfaction in Australia. On the contrary, the study 

by Jiaqin, Mike and Katja (2007) indicated that e-banking had negligible impact on 

customer satisfaction due to unreliability of internet services. The same to Kiunsi 

(2013) who reported that adoption alterative banking channels in Tanzania 

associated with customer complains on their efficiency. Observing the existing 

contradiction, the study aimed to find answers on the above fundamental question by 

analyzing the impact of e-banking on customer satisfaction drawing experience from 

CRDB Bank Azikiwe. 

 

1.4. Research objectives 

1.4.1. General objective 

The general objective of the study was to analyse the impact of e-banking on 

customer satisfaction at CRDB Bank Azikiwe in Dar- es-Salaam. 

 

1.4.2. Specific objectives of the study  

i. To determine the relationship between access to e-banking services and improved 

customer satisfaction at CRDB bank. 



6 
 

ii. To determine the relationship between availability of e-banking services and 

improved customer satisfaction at CRDB bank. 

iii. To determine the relationship between reliability of e-banking services and 

improved customer satisfaction at CRDB bank. 

 

1.5. Research questions 

The study was guided by three research questions as follows:  

i. What is the relationship between access to e- banking services and improved 

customer satisfaction at CRDB bank? 

ii. What is the relationship between availability of e banking services and improved 

customer satisfaction at CRDB bank? 

iii. What is the relationship between reliability of e banking services and improved 

customer satisfaction at CRDB bank? 

 

1.6. Significance of the study 

The study has significant to different individuals and authorities in different ways. 

First of all, the study would assist in the clarification of the existing contradiction in 

relation to the impact of e-banking on customer satisfaction. For instance; while 

Wisdom (2012) reported that e-banking had positive impact on customer satisfaction 

in Ghanaian Commercial banks, Jiaqin et al. (2007), on the other hand, had 

contradicting results that adoption e-banking had negligible impact on customer 

satisfaction due to unreliability of internet services.  

 

Next, submission of this dissertation to the bank would assist the bank in evaluating 

the impact of adoption of e-banking on the accessibility, availability and reliability 

of banking services. Also, it would assist in understand what has been the impact of 

adoption of e-banking on customer satisfaction focusing on customer’s point of view 

as (Elumaro, 2018).  

 

Also, study would contribute in improving customer satisfaction with emphasis on 

the enhancing accessibility, availability and reliability banking transactions using 

modern computer (electronic) technologies at the bank.  
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Additionally, e-banking is relatively a new business field in the banking industry. 

Extensive literature review suggests that currently there are no more studies in this 

field particularly in the developing countries like Tanzania. As the result 

academicians are not more exposed on the e-banking and its relationships with other 

business factors such as customer satisfaction. Thus, the study would have useful 

contributions in a stock of knowledge in understanding the impact of e-banking on 

customer satisfaction in Tanzanian banking industry. 

 

Finally, this study would assist own researcher to satisfy a part of the requirement 

for the award of Master of Business Administration of Mzumbe University. 

According to the University academic guidelines and prospectus, student is eligible 

for graduation subject to engagement into research project and submission of the 

dissertation. 

 

1.7. Limitations of the study 

One of the limitations of this study was caused by the selection of research area. 

During selection of the study, CRDB Bank Azikiwe was purposefully selected so as 

to enhance in-depth and detailed inquiry of the impact of the e-banking on customer 

satisfaction. By selecting a single bank while e-banking is a common phenomenon 

among banks nowadays, these findings are not capable for generalisation rather; 

they are specific to the studied bank and the covered branch only that is CRDB Bank 

Azikiwe.  

 

Next, e-banking like other technologies adopted by Tanzanian banks has impact on a 

number of business factors, not only customer satisfaction. Hence, the study is 

capable to provide analytical results on e-banking and customer satisfaction only. 

 

Studies on the bank performance have been focusing on different measures, for 

instance, financial measures such as cost, profit and non-financial measures such as 

customer satisfaction (selected by the current study), quality of the services and 

innovations. None of these measures of performance is influenced by any single 

factor. For instance, customer satisfaction would depend on reputation of the bank, 
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quality of the services, customer relationship management and many others. Hence, 

there was a limitation of the study in terms of control of other factors having impact 

on customer satisfaction. 

 

Nevertheless, the opinions, knowledge and experience of bank stakeholders were 

used by the study so as to analyse the impact of e-banking on customer satisfaction. 

However, researcher had no assurance whether the opinions, knowledge and 

experience would remain consistent over time and if similar results would be 

obtained by studying in the same or different bank. Hence, this study would hold on 

for a while and may not apply over time. 

 

Still, during selection of the samples which contributed their information required to 

answer the research questions, systematic sampling was used. While this technique 

is recommended to avoid biasness and for making statistical tests, researcher was not 

sure whether or not each individual selected had useful information for answering 

the questions. Hence, some opinions would have increased discrepancies of the 

research data and finding results.  

 

1.8. Delimitation of the study 

This study concentrated on analysing the impact of e-banking on bank performance 

focusing on customer satisfaction. CRDB Bank Azikiwe was used as the case and 

areas of the study. To realise the intentions of the study, researcher concentrated on 

three specific objectives namely; to determine the relationship between access to e- 

banking services and improved customer satisfaction at CRDB bank, to determine 

the relationship between availability of e banking services and improved customer 

satisfaction at CRDB bank and to determine the relationship between reliability of e 

banking services and improved customer satisfaction at CRDB bank. 

 

In order to meet the above objective, the researcher was required find answers on 

three research questions namely; What is the relationship between access to e- 

banking services and improved customer satisfaction at CRDB bank? What is the 

relationship between availability of e banking services and improved customer 
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satisfaction at CRDB bank? What is the relationship between reliability of e banking 

services and improved customer satisfaction at CRDB bank? 

The data required to realize the objectives above were gathered essentially by 

administering questionnaires to 100 customers of the bank and reviewing banking 

documents; mainly customers’ satisfaction survey reports, operations reports, 

customers’ files and bank’s annual service delivery reports.  

 

Also, the study utilized both, the Planned Behaviour Theory and Decomposed 

Theory of Planned Behaviour as the analytical tools. The former was utilized under 

the spectrum of assumptions that a person’s intentions when combined with 

perceived behavioural control help to predict behaviour with greater accuracy. The 

later was used under the assumptions that usage of certain technology is determined 

by attitude (perceived usefulness and ease of use), subjective norm and perceived 

behaviour control.  

 

Besides, the study concentrated on one dependent variable that is, customers’ 

satisfaction and three independent variables, that is; availability, accessibility and 

reliability of e-banking services.  

 

1.9. Structure of the dissertation 

This dissertation comprises five chapters. The first chapter covers background to the 

problem, statement of the problem, research questions, research objectives, 

significance of the study, limitations of the study, delimitation of the study, and the 

structure of the study.  

 

The second chapter covers literature review and is organised into two major parts: 

the first part is the theoretical literature which comprises of definition of concepts, 

theoretical framework, and accessibility to banking services, availability of e-

banking services and reliability of e-banking services. The second part is empirical 

literatures which reviews research papers and reports in this research area. This 

chapter concludes by identifying knowledge gap and research model of the proposed 

study.  
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The third chapter is about the research methodology and covers research design, area 

of the study, target population, sampling techniques and sample size, types and 

sources of data, data collection methods, data analysis, operationalisation of research 

questions, validity and reliability issues and ethical consideration.  

 

The fourth chapter makes presentation and discussion of the findings and is 

organised into four subheadings namely; background information of the 

respondents, ways which access to e-banking services has improved customer 

satisfaction at CRDB Bank Azikiwe branch, ways which availability of e-banking 

services has improved customer satisfaction at CRDB Bank Azikiwe branch, ways 

which reliability of e-banking services has improved customer satisfaction at CRDB 

Bank Azikiwe branch and the impact of e-banking on customer satisfaction.  

 

The last, is chapter five which provides the summary of the study, conclusion and 

recommendations. It further states the policy implication of the study and 

recommends areas for further researches. 
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CHAPTER TWO 

  

LITERATURE REVIEW 
 

2.1. Introduction 

This chapter enhances understanding of this research area by reviewing available 

literatures materials about e-banking and customer satisfaction. In order to achieve 

the aim of this chapter, the concepts and variables distilled from literatures are 

organised into two major parts: the first part is the theoretical literature which 

comprises of definition of concepts, theoretical framework, and accessibility to 

banking services, availability of e-banking services and reliability of e-banking 

services. The second part is empirical literatures which reviews research papers and 

reports in this research area. This chapter concludes by identifying knowledge gap 

and research model of the proposed study.  

 

2.2. Definitions of key terms 

2.2.1. E-banking 

E-banking whose prefix ‘E’ abbreviates ‘electronic’, refers to the use of alternative 

banking channels which simplify financial transactions merely because customers 

not forced to have physical visits and contact with the branch staff for financial 

services (Kiunsi, 2013). The e-banking is differentiated from formal banking system 

on a number of dimensions including but not limited to nature of transaction and 

payment performance manly through electronic banking which offers an ease access 

and timely services (Chebit, 2013).  

 

Currently, the banking sector across the globe has been transformed from using 

traditional banking system which was characterised by physical visits and contact 

with the banks and staff among customers during in making any bank transaction to 

the e-banking transactions which uses a number of alternative channels mainly 

Automatic Teller Machine (ATM), Internet banking, mobile banking and Point of 

Sales (Chris et al., 2005).  
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The origin of e-banking dates back to late 20th Century and each alterative banking 

channels seem to emerge in different period of time indicating the level of 

technology and innovations which were in place regarding electronic banking (Tait 

and Davis,1989; Daniel,1998), following the innovation of ATM in 1969 in USA 

(Agarwal and Karahanna, 2000). 

 

The success of ATM in the USA in the provision of accessible, available and 

reliable alterative banking services result into its widespread to Europe and India in 

1980 (Agarwal and Karahanna, 2000). The Internet banking and Point of sales 

started in mid-1990 in USA with the intention of donating better Banking services at 

the high level of customer satisfaction (Chan & Lu, 2004).  

 

As the use of electronic banking among the people around the globe continues to 

take momentum; Internet banking and Point of Sales from USA diffused to India in 

early 2000’s (Sohail and Shanmugham, 2003). Recently, Mobile banking has been 

adopted to assist in money transfer within the same bank between bank accounts and 

United Kingdom was reported the first country in using Mobile Banking (Ahasanul, 

2009). The mobile banking has been achieved fame and spread rapidly among 

mobile user; mobile banking as to date has been used across the globe for basic 

transaction and payment (Kiunsi, 2013).  

 

In African continent, most people adopted e-banking so as to simplify banking 

transactions by saving time as well as convenient but to the developed world it was 

adopted early due to innovation compared to the African countries hence it was 

transferred into Africa for the sake of improving provision of banking services 

(Elumaro and Obamu, 2018). Among the Financial Institutions which adopted early 

electronic banking were Nigerian Banks across the African continent (Elumaro and 

Obamu, 2018). The reason behind adoption was improving customer satisfaction 

and the need to settle transactions with the use of electronic channel-banking 

(Elumaro and Obamu, 2018). 

 



13 
 

According to Bello (2005), the e-banking has improved customer’s satisfaction in 

generally by offering more reliable, accessible and available banking services 

(Puopiel, 2014; Edemivwaye, 2015). In East Africa, attentive banking channels 

firstly adopted in Kenya where the majority of the Commercial banks embrace e-

banking to facilitate deposit, withdrawal and transfer of finances (Mukhongo et al., 

2014).  

 

Tanzania in specific, e-banking has become the language of banking industry since 

number of e-banking devices are evident and are being in uses among bank 

customers. According to Kiunsi (2013), ATMs were firstly introduced and to be 

used by majorities of customers in formal banking system. Next came mobile 

banking which provided access for server computer to be called through using an 

ordinary phone and you perform financial transaction or ask for balance. But the 

adopted electronic banking internet banking transaction enabled which allow 

performing financial transaction at any time without a limit (Kiunsi, 2013). 

 

There are a number of advantages associated with growing use of e-banking to the 

banks, banking staff and bankers/customers as well. According to Kiunsi (2013), e-

banking is convenient since most of its elements are performed using advanced 

technology such as online mobile application and mobile phones. Also, there is 

24hours day services accessibility when using e-banking since most of task are 

performed via online with no limited timeframe. E-banking provides relief to 

customers since service is performed whenever needed by facilitating easy way of 

payment and handling services smartly instead of waiting for certain due dates, you 

can easily pay all your transactions using your computer and in coordination with 

your bank (Kiunsi, 2013) 

 

2.2.1.1. Internet banking 

Internet banking or online banking is the electronic banking which uses. Internet 

banking the delivery channel by which to conduct banking activities like payment of 

bills, transferring money from bank to mobile wallet and vice-versa, inquire balance 

(Elumaro & Obinum, 2018).  
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Additionally, internet banking is that electronic financial transaction provided 

through World Wide Web; (Kiunsi, 2013). Through internet banking, customers 

have abilities to access accounts via internets through company website on World 

Wide Web (Miyazaki & Krishnamurthy, 2002). This involves a person who has an 

internet connection or device with the ability to use browser installed on the device 

whether on smart phone or online internet. In the today banking environment, most 

banks have established their presence online through internets whether in terms of 

informational or interactive web sites. However, a number of banks not yet to offer 

transactional internet banking services on their web sites (Kiunsi, 2013). 

 

2.2.1. 2. Automated Teller Machines  

Automated Teller Machines as already abbreviated (ATM) is among the e-banking 

devices which are computerized telecommunications enabling bank customers to 

perform financial transactions without the help of a bank staff (Atmia, 2013). Since 

inception of ATM among banks across the globe, it is estimated that there are about 

2.2 million of ATM is use across the globe of which each ATM device serves about 

3000 customers (Atmia, 2013). 

 

Earlier, ATMs were used for cash withdrawals and more recently, the number of 

services provided through ATMs has been expanding. The ATMs are capable of 

facilitating deposit, payment, balance enquiry, personal account services, purchases 

of, making donations, processing cheques and transferring money between linked 

accounts (Lynn & Matthew, 2011). 

 

2.2.1. 3. Mobile banking  

Mobile banking as abbreviated ‘M-banking’ constitutes the last device of e-banking. 

It is one of the delivery channels of banking services through mobile phone 

connected to bank account (Meena, 2014). The M-banking offers a comparatively 

more access, available and reliable financial services among mobile users given that 

they have access to network of mobile service providers. Until 2017, was estimated 

that there was more 1 billion people using their mobile phones in M-banking 

(Meena, 2014).  
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2.2.1.4. Point of sales 

A point of sales Terminal is the barware and software device which used for 

checkout and bill payment, cash withdrawal and transaction and mostly kept in 

merchant store (Khumbar, 2009). The device serves the customers with speed, 

efficiency and more secured when providing the services to the customers. The 

establishment traced back from August, 2009. 

 

2.2.2. Concept of customer 

Customer is recognized as an individual, group or companies with demand for 

services from the organization/ provider. Puffit, (1993) argued that in an attempt to 

capture the essential nature of the relationship between customer and organization, a 

language to use is difficult but one fix to the appropriate context under discussion 

whether client, customer, consumer, claimant, beneficiary, target, tenant, user, 

recipient, offender, or citizens. Example, customer in hospital is a patient; in school 

area students and passenger in transportation. That is to say that any persons who are 

asked to accept and adopt an ideas, information, services, or products, policy 

changes, procedures and whether charged for or not, under this context is the 

customer of the provider.  

 

According to Besterfield (2006), there are two types of customers to any 

organization: External customers coming from outside the organization to receive 

/use the service of the organization. In specific context, external customers of CRDB 

bank include all individuals, groups and business entities operating bank account 

with the bank. The other is internal customers who receives and use organization’s 

services whilst found in the organization. In the specific context, internal customers 

of the bank include all bank employees.  

 

2.2.2. 1. Customer satisfaction 

Customer satisfaction is a subjective term derived from personal judgments, 

perceptions and evaluation that services received met to the needs and expected 

standards (Kumar et al., 2006, Kolter & Keller, 2012; ISO 9000, nd). Customer 

satisfaction and service quality are positively related. Keeping providing quality 
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services means keeping satisfying customers (Li, 2010; Reis & Pena, 2000). 

Satisfaction reflects a person’s judgment of a product’s perceived performance in 

relationship to expectations. If the performance falls short of expectations, the 

customer is disappointed.  

 

If it matches expectations, the customer is satisfied. If it exceeds requirements 

and/or expectations of customers, the customer is delighted (Kolter & Keller, 2012). 

The salient feature of satisfied customers is: talking better about the service and 

organisation, coming again and being loyal to the organisation (Mleje, 2007). 

Customer satisfaction has remained in heart and core businesses of highly 

competitive and successful Banks. Without satisfied customers, the business of the 

Banks is in the peril (Reis & Pena, 2000; Kolter & Keller, 2012; Arauno et al., 

2015).  

 

Adoption of e-banking is perceived as the enabling tools to meet and even exceed 

expectations and requirements of customers. Different reports have demonstrated 

that e-banking have improved efficiency and effectiveness in making banking 

transactions (Puopiel, 2014; Edemivwaye, 2015). To the customers, e-banking have 

improved accessibility to banking services, availability of banking services and 

reliability of banking services (Kiunsi, 2013) which are very key determinant factors 

of satisfying customers.  

 

2.2.2.1. Accessibility 

It is an attribute of convenience to the services to the users (Zeithaml et al., 1990). In 

making judgment about accessibility to service, it needs to understand whether or 

not it is convenient for those needing and using the service in different geographical 

locations. Following introduction of e-banking alternatives such as ATM, internet 

banking and mobile banking there is no doubt that accessibility to banking services 

have been improved to customers. Kiunsi (2013) demonstrated that e-banking is a 

convenient way of banking transaction since banking activities are performed using 

advanced technology such mobile applications and specialized machines. Also, 

using e-banking there is 24hours day services accessibility when using e-banking 
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since most of task are performed via online with no limited timeframe (Kiunsi, 

2013). 

 

2.2.2.2. Availability 

It connotes degree of existence and obtainability of the service to users and generally 

affects expectations of using the service (Kotler and Keller, 2012). In determining 

availability of the service, it is to determine where the service user is and if he/she is 

able to obtain the service in particular area (existence). As noted by Kinunsi (2013), 

e-banking provide relief to customers since service is performed wherever and 

whenever they are needed by facilitating easy way of payment and handling banking 

services. Also, bank customers can easily pay transactions using computer 

coordinated with the bank unsteady of waiting for certain due dates (Kiunsi, 2013). 

Also, it has been able for banks to have ATMs is most places where users are found 

which could be difficult to erect banking office there. 

 

2.2.2.3. Reliability 

Reliability implies ability to provide promised service to the customers at the right 

time and all the time (Zeithaml et al., 1990). The determinants of reliability have 

been demonstrated by Kotler and Keller (2012) as to include: providing promised 

services, dependability in handling customers’ problems and providing services at 

the promised time.  The e-banking has gained recognition among banks as the means 

to improve reliability of banking transactions to customers.  

 

The Banks have higher expectations using e-banking would ensure that Bank is able 

to providing service as promised, is dependable in handling customers’ service 

problems, it performs services right all the time and provides services at the 

promised time (Mazwile, 2014). Taking this significance in the minds, it has been 

stressed that there is no Bank may open its presence without engaging in one or 

more of the alterative banking channels in Tanzania; that is because the Banks have 

to satisfy customers by ensuring that banking services are reliable to customers all 

the time.  
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2.3. Theories guiding the study 

The study was guided by two theories namely, the Theory of Planned Baheviour 

(TPB) and the Decomposed Theory of Planned Behaviour (DTPB). These theories 

are nearly related to each other despite the fact there two different theories and they 

are commonly used in the studies aiming to analyse and predict behaviours of 

individuals as a result of being subject to environment change. Hence, these theories 

were helpful to analyse the expected behaviour of customers as the Banks increasing 

planning provision of e-banking transactions. Elaboration of these theories is as 

follows: 

 

2.3.1. Theory of planned behaviour 

This theory was developed by Ajzen in 1988 following development of the theory of 

Reasoned Action. The theory of planned behaviour relies on the major postulates 

that a person’s intention when combined with perceived behavioural control will 

help in predicting behaviour with greater accuracy (Ajzen, 1991). Ajzen explained 

this theory basing on three constructs:  attitude toward the behaviour (AB), 

perceived behavioural control (BC), and subjective norms (SM). 

 

Attitude measures the degree to which a person has a negative or positive evaluation 

toward his/her performance of the behaviour. Perceived behavioural control implies 

one’s perceptions whether or not can perform that specific behaviour and how easy 

it is to perform. Subjective norms refer to constituting one’s belief about how other 

think about whether or not he should perform the behaviour (Knabe, 2009).  

 

The usefulness of Ajzen Theory of Planned Behaviour is reflected in its recent use 

across numerous social scientific disciplines. More recently, the theory of planned 

behaviour has been applied in predicting behaviour associated with technology and 

internet usages. For example, Fortin (2000) used the model to study the behaviour of 

clipping online coupons, and proposed testing of the model’s accuracy with 

structural equation modeling. Also, Robinson and Doverspike (2006) used the 

theory of planned behaviour to see what factors predict students’ decision to take an 

online course instead of a face-to-face course. 
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Equally, the current study wants to join previous academicians by utilizing Ajzen 

Theory of Planned Action to analyse the impact of using e-banking on customer 

satisfaction. In using this theory, researcher is informed that adoption of e-banking 

among banks is a planned action with aims to improve accessibility, availability and 

reliability of banking transactions (Kiunsi, 2013).  

 

In the same veins, utilization of e-banking (example, ATMs) by banks customers is 

perceived to have intentions to simplify banking transactions which form first 

proponent of the theory that is, Behavioural Intentions (BI). Satisfaction as the 

psychological/behavioural state (Kotler and Keller, 2012) is demonstrated by 

customer’s attitude on e-banking, perception of self-satisfying and believe in the 

usage of e-banking which are affected by accessibility, availability and reliability of 

banking transactions.  

 

2.3.2. Decomposed theory of planned behaviour 

Decomposed theory of planned behaviour (DTPB) was developed by Taylor and 

Todd (1995). This theory relies on the postulates that intention to use a certain 

technology is influenced by users’ attitude, subjective norm and perceived behaviour 

control (Taylor & Todd, 1995). They defined attitude as an individual’s positive or 

negative feeling about performing the targeted behaviour. They argued that attitude 

is related to behavioural intention because people form intentions to perform 

behaviours on the things which they have positive feeling (Taylor & Todd, 1995).  

 

Subjective norms imply ones’ perceptions that most people connected to him thinks 

that he/she should or should not perform the behaviour in question. Perceived 

behaviour control is concerning with difficulty especially as it’s related to internal 

constraints is a most important factors (Moga, 2010).  

 

Generally, the dimensions of DTPB have direct connection with ones feeling about 

usefulness of technology, easy to use and security (Moga, 2010). The same 

(usefulness, ease to use and security) have made rapid increasing emphasise and use 

of mobile banking, internet banking and ATMs among Banks and CRDB in 



20 
 

particular. Though, the question remains on what have been their impact on 

customer satisfaction and that is why researcher included this theory to guide an 

analysis of the effects of e-banking on reliability of banking services to customers at 

CRDB Azikiwe looking at the usefulness of technology and ease of use of the e-

banking by CRDB so as to provide service as promised, to becoming dependable in 

handling customers’ service problems, to perform services right all the time and to 

provide services at the promised time.  

 

2.4. Empirical literatures 

The studies constituting the empirical literature are organised into two sub-heading; 

the studies conducted in Tanzania and the studies conducted in the rest part of the 

world. 

 

2.4.1. Studies conducted in Tanzania 

The first study in this category is the research by Kiunsi (2013) which investigated 

the e-banking and customer’s perceptions in Tanzanian Commercial banks drawing 

experience from CRDB. Researcher wanted to realise four objectives, namely the 

factors causes CRDB bank to adopt e-banking, customer’s perception on e-banking 

in CRDB bank, customer’s challenges on e-banking in CRDB bank and ways to 

solve the challenges facing the customers on using e-banking in CRDB bank. The 

sampled comprising 54.4% male and 45.6% females was involved and the required 

data from these sampled were obtained using questionnaires and interviews. The 

research study found that customer’s satisfaction on the needs of e-banking 

technologies was among the factors for adoption of e-banking.  

 

The study revealed that 71.9% of customers were dissatisfied with the security of e-

banking transactions. Also, there were concerns with customer dissatisfaction with 

e-banking due to network problems, higher rate of charges on ATM outlets and 

wrong debits, unreliable source of power and cybercrimes among others.  

 

Kumburu (2015) examined NHIF as a tool for improving universal coverage and 

accessibility to health care services in Dar es Salaam City. The main objective was 
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to explore factors affecting accessibility to health care services and challenges in 

health care delivery by NHIF in Tanzania. A multiple case cross-sectional design 

was employed and a sample of 58 respondents were selected using purposively and 

snowballing techniques in nine (9) NHIF accredited health facilities and NHIF head 

Office. Data were collected using documentary reviews, interview guides, focus 

group discussions (FGD) and questionnaires.  

 

This research found that NHIF helped to improve health care financing system in 

Tanzania, and provided capacity building to its staff, health facility administrators, 

NHIF focal persons as well as raises public awareness. However, the reimbursement 

of NHIF bills to health care providers taken long time contrary to NHIF 

reimbursement policy (within 60 working days) from when complains was tabled. 

Some of the NHIF benefits and packages services which were supposed to be 

provided to NHIF members are not provided. The results showed that among 

challenges faced by the NHIF members include; poor quality health services 

delivered, prolonged registration process, and most of health facilities favoured 

much to the people who paid cash rather than the NHIF members.   

 

Following the above results, researcher recommended that efforts should be made to 

improve quality of health services in the NHIF accredited health facilities. NHIF and 

health facilities providers should ensure that there is equal treatment between NHIF 

members and those who pay by cash. Again, it advised that there was need to review 

benefit and packages services and mechanism of reimbursement of NHIF bills.  

 

In addition, Linje (2015) conducted study on ‘customer satisfaction with National 

Health Insurance Fund services taking public and private hospitals in Moshi 

Municipality, Tanzania for inquiry. Primary data was collected using questionnaires 

and interviews and analyzed using descriptive statistics. This study found that 

customers were not satisfied with the NHIF health care services provided to them. 

They claimed that the provision of health care services was so limited, including: 

poor supportive facilities, absence of specialized health care services, unsatisfactory 
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number of service providers, poor laboratory services as well as the absence of some 

prescribed medicines/drugs from the hospital dispensary desk (Pharmacy). 

According to these result, heath service organization had not fully implemented 

quality management. Also, they had no customer orientation to enhance customer 

satisfaction 

 

Mchomba (2018) examined the impacts of electronic banking on customer 

satisfaction in Tanzania banking industry. NMB was purposefully taken as the case 

of her study. The data required to answers the research questions was obtained using 

questionnaires and the key findings revealed that accessibility, time factor, 

availability, user friendly and security were potential factors affected customer 

satisfaction and e-banking was responsible for improvement of these factors. She 

reported further that, majorities of customers preferred using ATM among other e-

banking technologies due to its ability to improve accessibility, time saving and 

availability to banking services.  

 

2.4.2. Studied conducted in the rest parts of the world 

 Earlier, Jiaqin et al. (2007) conducted a study on new issues and challenges facing 

e-banking in rural areas. The study covered the trend and development of the 

application of e-banking in rural areas and its economic impact on financial 

institution. The required data were obtained through the use of web-based 

questionnaire survey. The researchers reported about unavailability of internet 

services and knowledge for utilization e-banking among customers as the key 

challenges contributed into dissatisfaction with e-banking.   

 

Huang (2009) evaluated users’ perception about online banking and the relative 

importance of perceived ease of use, privacy, and security. His study reported that 

perceived ease of use was of less importance than privacy and security. Security was 

the most important factor-influencing user’s adoption. Also, it was reported that 

there was complains among customers concerning services provided by financial 

Institutions due to risk associated with e-banking like fraudulent act and insecurity.  
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Li (2010) studied internal quality management in service organizations: a theoretical 

approach’. The aim of this study included to help service organizations to implement 

an internal customer-oriented management philosophy. The study found that internal 

quality of service of organizations had significant influences on customers’ 

satisfaction. Satisfying employees by providing internal quality services was 

becoming a part of company’s strategy. He noted that service organizations realized 

that they should be customer orientation by treating their employees as internal 

customers and delivery quality services to them as to external customers. 

 

Araujo et al. (2015) studied the influence of customer oriented behavior on quality 

service. Secondary data was collected through documentary review. This study 

found the importance of the intangible dimensions of service provision in the 

definition of customer satisfaction and creation of customer oriented organization. It 

pointed out that courtesy of staff, understanding and care of employees with 

customers, selecting qualified and attentive staff, plus genuine needs to please and 

take care of customers had significant effect on customer satisfaction and customer 

orientation by the hotel organization. Also, they reported that customer orientation 

and servant behavior appeared to be important factors to consider in developing 

organizational strategies.  

 

Again, Nilson et al. (2001) studied on ‘the impact of quality practices on customer 

satisfaction and business results: product versus service organizations’. The purpose 

of the study was to analyze and investigate how key internal quality practices of 

product versus service organizations (employee management, process orientation, 

and customer orientation) influence customer satisfaction and business results. The 

study used a national quality survey from 482 companies in Sweden. The finding 

results shown that for product organizations, internal quality practices influence 

customer satisfaction and business results primarily through an organization's 

customer orientation. For service organizations, both customer and process 

orientation impact customers directly, and employee management had a direct 

impact on business results. . 
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Also, Wisdom (2012) carried out his study in this reproach area using a descriptive 

case study in Ghana. The study reported that establishments of e-banking, perception 

of customers about bank services were changed. The resulted e-banking services 

were perceived with respect and value (Wisdom, 2012). Additionally, it was 

discovered that e-banking contributed positively in enhancement of the delivery 

timely and reliable banking services.  

 

Juma (2013) studied the influence of e-banking on customer service delivery in 

banking industry. Bungoma Country in Kenya was taken for inquiry. The cross-

sectional design was adopted and researcher was involved to collect data at one 

point in a time rather than following the target population in order to analyse 

changes in behaviour over a long period of time. A total of 308 respondents from 

heads of electronic banking and their immediate reporters in ten commercial banks 

and 174 correspondents who were involved to give data on behalf were used. The 

questionnaires, open-ended and semi-structured interviews and focused group 

discussions were used to obtain required data.  

 

The study found the great influence of e-banking services on customer service 

delivery. The study suggests to the banks to give high priority to customer service 

delivery and consider electronic banking as important key drivers towards successful 

implementation of customer service delivery. Having understood the potentials of e-

banking technologies, researcher recommended among others ensuring users’ 

security while using e-banking services and the use of regular customer service 

surveys to inform the changes in customer satisfaction with e-banking services.  

 

Marete, Gommans and George (2014) conducted an evaluation study on the e-

banking services in customer satisfaction daring experience from National Bank of 

Kenya. A descriptive research design was used and both primary and secondary 

sources of data were employed to obtain data. The study found that more customers 

were satisfied with most dimensions of e-banking service particularly assurance to 

customers in engaging in online transaction of e-banking.  
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Hamid, Alabsy and Mukhatar (2018) carried out the study entitled ‘the impact of 

electronic banking services on customer satisfaction at Sudanese banks. The 

questionnaires were the principal data collection tool from bank customers.  

Researchers reported that there was a statistical significant difference of e-banking 

services and customer satisfaction. Further analysis revealed that among e-banking 

services, internet banking had a positive impact on customer satisfaction. Researcher 

emphasised the importance of the e-banking services by recommending to bank 

management to spread technological awareness among customers and develop 

suitable infrastructure for e-banking services.  

 

Hammoud, Bizri and Baba (2018) engaged into inquiring the impact of e-banking 

services quality on customer satisfaction. Evidences were drawn from the Lebanese 

banking sector. In order to realise the rationale of the study, the researchers 

examined the relationship between the dimensions of e-banking service quality and 

customer satisfaction to determine which dimension can potentially have the 

strongest influence on customer satisfaction. Data were gathered using a survey 

instrument, which was distributed among bank clients in the Lebanese banking 

sector. The findings show that reliability, efficiency, and ease of use; responsiveness 

and communication; and security and privacy had significant impact on customer 

satisfaction, with reliability being the dimension with the strongest impact.  

 

2.5. Knowledge gap 

The empirical review provides understanding that Wisdom (2012) study was had 

close to the current study in terms of contents though it was conducted in Ghana. 

Also, the study conducted by Ishengoma (2011) in Tanzania concentrated on mobile 

banking not commercial banking. The same to Juma (2013) studied in the similar 

research areas though it was conducted in Kenya. The study by Kiunsi (2013) which 

is closed similar to the current study reported that about 71.9% of CRDB customers 

were dissatisfied with the security of e-banking transactions. Also, there were 

concerns with customer dissatisfaction due to network problems, higher rate of 

charges on ATM outlets and wrong debits, unreliable source of power, operational 
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risks, legal risks, reputation risks, and security codes control challenges and 

cybercrimes. 

 

However, the finding results from Kiunsi (2013) were contrary from other studies in 

the similar and related problem. For instance, Mchomba (2018) research on the 

impacts of electronic banking on customer satisfaction in Tanzania banking industry 

at NMB reported that accessibility, time factor, availability, user friendly and 

security were potential factors affected customer satisfaction and e-banking was 

responsible for improvement of these factors.  

 

While the literature reviews not only suggesting on the shortage of literatures on the 

problem in Tanzania, but there has been contradicting results among researchers on 

the similar problem (Jiaqin et al., 2007; Wisdom, 2012; Juma 2013; Kiunsi, 2013 

and Mchoma, 2018). Thus researcher has developed this knowledge gap addressed 

by this study through assessment of the impact of e-banking on customer satisfaction 

drawing experience from CRDB Bank Azikiwe.  

 

2.6. Conceptual framework 

The conceptual framework is a research tool intended to assist a researcher in 

developing an understanding of the situation under investigation (Salum, 2017). The 

study utilized conceptual framework shown by Fig.2.0 in order to meet the 

objectives of the research. Customer satisfaction was conceptualised as being 

dependent on three (3) variables namely; accessibility to e-banking services, 

availability of e-banking service and reliability of e-banking services.  

 



27 
 

Figure 2. 1: Conceptual frameworks on the impact of e-banking on customer 

satisfaction 

 

 
Source: Researcher’s construct 2019 
 

 

Accessibility of e-banking service if it is made convenient to the customer and when 

customer can access e-banking service at different geographical location in a one 

way it will help the customer to be satisfied during performing of financial 

transactions as the service that one needs acquired it right around a particular 

geographical location. 

 

Availability of e-banking service in terms of its existence and obtainability of the 

service wherever and whenever needed it has to be a 24hours kind of service. When 

customers are assured about a 24hours kind of service during performance of 

various financial transactions at any time that one required to do so will led to 

customer satisfaction. 

 

Reliability of e-banking service ability to provide promised service to the customer 

at the right time and at all times when a customer need to perform various financial 

transaction. When customer acquire service as promised without facing any difficult 
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particular in terms of network one will be more comfortable and put more trust in 

the kind of service that one has acquired as a result the customer will be satisfied. 

 

Table 2. 1: Definitions of variables and description 

Variables Definitions Description 
Measuring 

scale 

Accessibility of 

e-banking 

service 

…convenience of e-banking 

services (Zeithaml et al., 

(1990). 

1. Whether or not banking 

transactions have been made more 

convenient to customers; 

2. Whether or not customers access 

the banking services in different 

geographical locations; 

3. Whether or not there is 24hours day 

access to banking services when using 

e-banking 

4. Attitudes, perception and believe 

that using e-banking  offers improved 

access to banking transaction  

Ordinal 

scale 

Availability of 

e-banking 

services 

…degree of existence and 

obtainability of e-banking 

services (Kotler and Keller, 

2012). 

1. Existence and obtainability of 

banking services using e-banking in 

different geographical locations 

2. Whether or not customers make 

banking transactions wherever and 

whenever they are needed 

3. Attitudes, perception and believe 

that using e-banking  offers improved 

availability to banking transaction 

Ordinal 

scale 

Reliability of e-

banking service 

…ability to provide promised 

service to the customers at the 

right time and all the time 

(Zeithaml et al., 1990). 

1. Providing service as promised; 

2. dependability in handling 

customers’ service problems; 

3. Performing services right the first 

time; 

4.  Providing services at the promised 

time. 

5. Attitudes, perception and believe 

that using e-banking  offers improved 

reliability to banking transaction 

Ordinal 

scale 

Customer 

satisfaction  

…a person’s judgment of a 

product’s perceived 

performance in relationship to 

expectations (Kotler & Keller, 

2012).  

1. Whether or not addition of e-

banking meets or exceed the 

expectations and requirements of 

customers 

2. Whether or not making banking 

transaction using e-banking meets or 

even exceed requirements and 

expectations of customers  

Ordinal 

scale 

Source: Researcher’s construct, 2019 
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CHAPTER THREE 

 

RESEARCH METHODOLOGY 
 

3.1. Introduction 

The chapter details the methods and techniques adopted by researcher to analyse the 

impact of e-banking on customer satisfaction at CRDB bank Azikiwe. It covers 

research design, area of the study, unit of analysis, sampling technique and sample 

size, data collection methods, data analysis procedures and research ethical 

standards.  

 

3.2. Research design 

The research design refers to a plan or strategy of shaping the research (Henn, 

Weinstein and Foard, 2015). Hakim (1987) in Henn et al. (2015) defined research 

design as that aspect of research dealing with aim, purposes, intentions and plans 

within the practical constraints of location, time, money and availability of staff. 

 

As the study wanted to analyse the impact of e-banking on customer satisfaction 

among Tanzanian banks, a case study design was used so as to facilitate in-depth 

inquiry of the problem using large sample. Also, selection of case study enabled 

collection of considerable large volume of data so as to inform relationships existing 

among variables. Also, case study enabled to manage the study within a limited 

time, budget and labour by concentrating with one Banks and individuals in definite 

and manageable geographical boundaries. 

 

3.3. Area of the study 

The area of the study refers to a physical place within which researcher intend to 

inquiry the phenomenon (Henn et al., 2015). The area in question must be the one 

which has affected by the problem (Ndunguru, 2007). Also, the researcher must be 

sure that he/she may obtain required information to answers questions underlying 

the study by doing research in particular area.  
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Equally, to carry out the study, CRDB Bank Azikiwe in Dar-es-Salaam was 

purposefully selected as the area of study. Selection of Azikiwe was because CRDB 

Azikiwe is a mother of CRDB Bank branches in Tanzania and hence, e-banking was 

adopted earlier compared with the rest branches and even any other local Bank. The 

e-banking services of the Bank have been used by customers in making different 

bank transactions (Kiunsi, 2013).  

 

Hence, customers of the selected branch were aware and experienced with the 

impact of e-banking on customer satisfaction. Also, CRDB Bank Azikiwe branch is 

serving a very busy and populated city of Dar-es-Salaam. In this way, e-banking 

remains the only means to improve accessibility, availability and reliability of 

banking services (Kiunsi, 2013). 

 

3.4. Target population 

The target population refers to the things or people who the study intends to gather 

required information (Henn et al., 2015). Aligning with this definition, to target 

population required adequate information that the population has been affected by 

the problem under inquiry and capable to provide information describing the 

problem. As the study aimed to analyse the impact of e-banking on customer 

satisfaction, researcher targeted Bank customers. This is because customers were the 

users of e-banking in making various e-banking services and hence, they were rich 

sources of information of satisfaction on the use of e-banking. 

 

One of the challenges encountered in the implementation of this decision of 

targeting bank’s customers was lack of an up-to-date and accurate data on the total 

population of customers because, while some customers open their bank accounts, 

others may wish to close the same without prior notice to the Bank. As noted by 

Isaga et al. (2015) this is a common challenge in most social science researches. To 

deal with the challenge, researcher request printed names of 1,000 Bank customers 

indicating their mobile numbers and e-mail for ease access during execution of 

research.  From the list, a sample frame was constructed and finally used to make 

sampling and sample selection.  



31 
 

3.5. Sampling techniques and sample size 

3.5.1. Sampling techniques 

Sampling techniques refer to the set of methods used to select a portion of the entire 

population for representation during data collection (Ndunguru, 2007). Using 

samples is recommended in research for many reasons such as ensuring that required 

data is gathered from the few members of the whole population but who act as true 

representative of characteristics and behaviour of the population (Isaga et al., 2015). 

 

According to Ndunguru (2007), sampling techniques are of two categories: the 

probability sampling techniques and non-probability sampling techniques. The 

former is recommended for providing equal chances of all members of population to 

form a sample (Ndunguru, 2007). It also suitable with finite population whose 

characteristics and behaviours are highly shared and statistical test is required (Henn 

et al., 2015). The later is suitable when there is no need of providing equal chances 

of all members to participate in the study. Researcher uses own judgments and 

experience or situation to select few members of the population for representation 

(Ndunguru, 2007).  

 

In order to select the sample for analysing the impact of e-banking on customer 

satisfaction, probability sampling technique specifically, systematic sampling was 

used. This technique was suitable in the senses that it provides an equal chance to all 

individuals in the population to form a sample. Since, as all customers were users of 

e-banking in making banking transaction, simple random sampling techniques was 

suitable and there was high degree of homogeneity of customers’ knowledge and 

experience among all who were selected.  

 

Moreover, the technique was more useful as wanted to establish statistical test on the 

impact of each independent variable on customer satisfaction. This was aimed assist 

in demonstrating the nature and level of relationship produced by a unit change of 

accessibility to e-banking, availability of e-banking and reliability of e-banking on 

customer satisfaction on the e-banking services. 
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3.5.2. Sample size 

The sample refers to total sum of individuals selected to represent the whole 

population in the study (Henn et al., 2015). Also, it defined as the representative 

portion of the whole population, using samples is recommended in researches so as 

to assist in making computation, economizing time and resources (e.g., papers). 

Also, it is useful in making generalisation and in ensuring members of required 

population of the population is participating in the study instead of studying the 

whole population unnecessarily (Kombo & Tromph, 2006).  

 

In line with the concepts above, the current study selected a total of 100 samples of 

Bank customers.  As already explained that systematic sampling was used to obtain 

the sample, initially the researcher requested a printed list of 1000 Bank customers 

from the Branch Manager. This list served as the sampling frame from which 

samples of 100 Bank customers were selected for representation during the study 

using an interval of 10.  Following selection of representative customers, researcher 

used mobile numbers, emails and social platforms to reach them. 

 

3.6. Data collection methods 

3.6.1. Questionnaires 

Questionnaires are the common method used to collect primary data from the 

representative population. The questions contained in the questionnaires can be 

asked in either a closed or open format and may employ the use of attitude scale 

(Henn et al., 2015).  

 

As the study wanted to quantify opinions, perceptions and experience of the 

population on the impact of e-banking on customer satisfaction, the closed ended 

questions constructed in scales were formulated and respondents were required to 

choose the correct answers, opinions or statement by ticking in the appropriate 

boxes. The five rating Likert scales were used to construct questions which will 

measure attitude scale of the respondents and the main techniques of constructing 

the questions adopted from Vogt (1999) dictionary of statistics and methodology 

was Highly satisfied [the highest] to Very unhappy [the lowest].  
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The questionnaires were administered to the respondents in two ways: personal 

delivery to those who will be convenient to researcher or e-mail for those who will 

not be convenient. Using mobile numbers availed by Branch Manager, researcher 

communicated with each customer individually to inform about the study and what 

expected of him/her as participants in the study.  

 

3.6.2. Documentary review 

Documentary review was used to collect secondary data and the documents used to 

extract secondary data were obtained by requesting them directly from the Bank’s 

management. Others were accessed directly from the Bank’s website and different 

publications. These documented included customer satisfaction reports of which is 

normally collected, during customer service week, customer tends to hire out their 

views as far as the service is concerned, minutes from management meeting, Banks 

periodic reports, relevant publications periodic reports and Bank’s operational plans.   

 

3.7. Data analysis 

Data analysis refers to the logical and structured way of establishing relationships of 

the diverse opinions into a meaningful way and logical sense with the aid of coding 

and computations (Henn et al., 2015). Henn et al.’s assumption that social studies 

can be observed, recorded and effectively measured employed in the study by 

formulating the close ended and attitude scales used in the questionnaires was used 

to enhance quantitative data analysis in this study. Prior data analysis, the responses 

of the respondents was coded by assigning numbers as the ‘tags’. For instance, sex: 

male =1, female = 2. For the statements describing the characteristics of the variable, 

the points of the Likert scale were used. For instance: Highly satisfied = 5, Satisfied 

= 4, Neither = 3, Unhappy = 2, Very unhappy = 1. The descriptive statistics (tables, 

frequencies and mean) was used to quantify the ways describing the impact of e-

banking on customer satisfaction. The use of mean was suitable due to close 

similarities of data in one observation and distributions of the data relating to the 

variables studied were not normal (Nyaledzigbor, 2015). 
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In order to measure the level of customer satisfaction with the accessibility to and 

availability and reliability of e-banking services, the ordinal scale was used. 

According to Henn et al. (2015), the ordinal scale is a suitable measure of non-

numeric concepts like satisfaction and it orders the values of important and 

significant though the differences between each one is not really known. Using this 

ordinal scale enabled to present the data on each study variable in order of customer 

satisfaction.  

 

The impact of e-banking channels on customer satisfaction assessed using 

correlation analysis so as to establish the direction and strength of the relationship 

between the variables. Next, regression analysis was conducted utilizing the formula 

shown below so as to establish statistical significance of the relationship existing 

between each independent variable and dependent variable and t-value and p- value 

were used to test significance of coefficients.  

 

Y= α + βoA1 + β1A2+ β2R + µ 

Where: 

Y =  Customer satisfaction with banking transactions 

β =  Coefficients 

µ =  Variables contributing in customer satisfaction not included in the model 

α =  Constant 

A1 =  Accessibility to e-banking services  

A2 =  Availability of e- banking services 

R =  Reliability of e-banking services 

 

In order to establish the respondents’ opinions on each variable above from 

indicators from which respondents’ opinions were gathered, mean values of all 

indicators constituting the variable were tallied and variable mean value was 

determined with the aid of Kikwasi (2012) concept. Using this concept, the variable 

mean value would inform whether particular respondent agree or not by referring to 

Kikwasi’s Relative Importance Indices (RII) shown in Table 3.1. 
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Table 3. 1: Determination of the respondents’ opinions on individual variable  

S/N Variable 

Number of 

studied 

indicators (NI) 

Total mean 

values of studied 

indicators (TM) 

Variable 

mean 

value 

Customers’ 

satisfaction level with 

e-banking services  

1 
Customer 

satisfaction 
4 

TM for individual 

respondent 
TM/NI 

5.0 - 3.5 = Satisfied  

3.4 - 2.5= Indifferent  

2.4 – 1.0 = Unhappy 

2 

Customer 

satisfaction 

with 

accessibility 

3 
TM for individual 

respondent 
TM/NI 

5.0 - 3.5 = Satisfied  

3.4 - 2.5= Indifferent 

2.4 – 1.0 = Unhappy 

3 

Customer 

satisfaction 

with 

availability 

3 
TM for individual 

respondent 
TM/NI 

5.0 - 3.5 = Satisfied  

3.4 - 2.5= Indifferent 

2.4 – 1.0 = Unhappy 

4 

Customer 

satisfaction 

with 

reliability  

3 
TM for individual 

respondent 
TM/NI 

5.0 - 3.5 = Satisfied  

3.4 - 2.5= Indifferent 

2.4 – 1.0 = Unhappy 

Source: Adapted from Chileshe, Haupt and Fester (2007) in Kikwasi, 2012 

 

3.8. Validity and reliability 

Accordion to Henn et al. (2015), validity refers to generation of ‘real’, ‘rich’, and 

‘deep’ data. On the other hand, reliability defined as the generalisation of ‘hard’ data 

that is replicable by other researchers. According to them, validity increases with the 

combination of different approaches and methods in the same research project 

through a process commonly such as multiple methods of data collection which 

reduces the impact of personal bias. Also, they informed that enabling others to 

check that data collection tools are appropriate or was consistently applied in a 

professional manner, faithfully and with prime consideration of the voices of 

respondents’ increase reliability.  

 

Equally, to increase validity of the study, researcher triangulated data sources using 

both questionnaires and documentary reviews. The agreements and deviations 

between data were determined and explained. Also, to increase reliability, the whole 

research proposal and questions were subject under peer review and research experts 

for the sake of their opinions, suggestion and areas needing improvements.   
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3.9. Observance on ethical issues 

Krishnaswami and Ranganatham (2009) submitted three basic ethical issues in 

researches. The first is ethical issue relating with sponsorship such as adherence to 

agreed time and resources by the University. The second is ethical issue relating 

with access to information such as seeking permission to access official documents. 

The third is ethical issue relating with consent during interaction with the study 

population requiring researcher to observe willingness of the population to provide 

the needed information. 

 

In order to comply with these ethical issues, researcher conducted study within 

agreed guideline by the University and the Supervisor. Also, researcher obtained 

permission for data collection and introduction letter from the University. Prior data 

collection, researcher wrote a letter to the Bank Director requesting permission for 

data collection. The field data collection followed the grant of permission by the 

Bank Director. 
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CHAPTER FOUR 

 

FINDINGS AND DISCUSSION 

 

4.1. Introduction 

In this chapter, the researcher is presenting the findings and making discussion on 

the impact of e-banking on customer satisfaction at CRDB Bank, Azikiwe. The 

chapter is organised into five subheadings namely; the background of the sampled 

customers of the bank, customer satisfaction with e-banking services, accessibility to 

e- banking services at CRDB bank, availability of e-banking services at CRDB bank 

and reliability of e-banking services at CRDB bank.  

 

4.2. The background of the sampled customers of the bank 

The background of the sampled customers was studied focusing on three variables 

namely; age, sex and years in service with the bank. Each customer in the sample 

was required to tick appropriate answer in the boxes provided. The results were as 

shown in Table 4.1. 

 

4.2.1. Age of the respondents  

The results revealed that majorities of the sampled customers were in mature age 

group between 18 – 45 years old (44.0%) and the few were young below 18 years 

(20.0%). This would be because normally mature age between 18 – 45 years is 

associated with employment and production which would motivate opening of bank 

accounts such as saving account.  

 

Also, the mature age from 18 years and above means that the study included 

mentally matured respondents which have been influenced gathering the opinions, 

perceptions, attitudes and experience on the impact of e-banking on customer 

satisfaction from mentally matured respondents thereby enhancing the accuracy and 

trustworthiness of data.  
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4.2.2. Sex of the respondents  

The results on the sex of the respondents showed that the study comprises more 

females (62.0%) than males (38.0%). A number of factors would account this 

observation and one among them is the increasing female engagement into 

businesses (women owned enterprises [WOE]). Most recent studies in relation to 

WOE in Dar es Salaam are reporting increasing WOE (Haule, 2019; Mbarouk, 

2019). It is from this situation the females would have been operating bank account 

through the CRDB Bank Azikiwe more than males thereby forming largest samples 

in this study. By including both males and females, the study was able to incorporate 

experience, perception, attitude and opinions on the impact of e-banking on 

customers’ satisfaction from multiple perspectives of males and females.   

 

4.2.3. Years in banking service among the sampled customers  

The study found that most of the sampled bank customers had been the customers of 

the bank between 1-10 years. The fewest were between 21-30 years. This result 

would support recently reported phenomenon on increasing WOE in Tanzania which 

might have motivated opening of the banking accounts among females who were 

majorities in the study samples.  

 

Considering that experience plays important role in broadening understanding of 

different things and in mastery of environment, sample with different experience 

with the bank means that researcher was able to obtain answers from different 

experience about the bank which would have enabled to increase trustworthiness of 

research data.  
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Table 4.1: Background information of sampled customers of the bank 

1. Age Frequency Percent  

Young age below 18 years 20 20.0 

Mature age between 18-45 years 44 44.0 

Old age 46 years and above 36 36.0 

Total  100 100.0 

2. Sex Frequency Percent  

Male 38 38.0 

Female 62 62.0 

Total  100 100.0 

3. Years in service with the bank   Frequency Percent  

1-10 years 42 42.0 

11-20 years 22 22.0 

21-30 years 4 4.0 

31-40 years 17 17.0 

41 years and above 15 15.0 

Total  100 100.0 

Source: Field data, 2019 

 

4.3. Customer satisfaction with e-banking services at CRDB bank 

Customer satisfaction with e-banking services at CRDB Bank was analysed by 

gathering opinions of the sampled customers on four statements which stated as 

follows: Normally, e-banking services meet your expectation, normally e-banking 

services exceed your expectations, normally e-banking meet your service 

requirements from the bank and normally e-banking services exceeds your service 

requirements from the bank.  

 

The Likert scale was used to rate the opinions of customers on each statements 

whereas; VS = Very satisfied, S = Satisfied, N = Neither, Uh = Unhappy, VU = 

Very unhappy. The mean score (MS) method recommended by Victor and Linda 

(2017) was chosen to simplify interpretations of the weights give on each rated 

statement whereby 5.0 – 3.5 translated satisfied, 2.5 – 3.4 translated indifferent and 

1.0-2.4 translated unhappy.  A summary of the results is as shown in Table 4.2. 
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Table 4. 1: Customer satisfaction with e-banking services at CRDB bank 

No Statements VS S Uh N VU TS MS RANK 

1 
Normally e-banking services meet your 

expectation 
11 26 34 23 6 313 3.13 1 

2 
Normally e-banking services exceed   

your  expectations 
6 24 28 30 12 282 2.82 3 

3 
Normally e-banking meet your service 

requirements from  the bank 
11 25 25 29 10 298 2.98 2 

4 
Normally e-banking services exceeds your 

service requirements from the bank 
9 16 18 27 30 247 2.47 4 

Source: Field data, 2019 
 

Basing on results in Table 4.2, all the sampled customers were neither satisfied nor 

unhappy with all statement about customer satisfaction. This is supported by MS 

valued of 3.13, 2.82, 2.98 and 2.47 for the statements which stated that; normally e-

banking services meet your expectation, normally e-banking services exceed your 

expectations, normally e-banking meet your service requirements from the bank and 

normally e-banking services exceeds your service requirements from the bank 

respectively.  

 

The results were consistent with report by Kiunsi (2013) which found that 71.9% of 

customers were dissatisfied with the security of e-banking transactions. In the report 

by Kiunsi (2013), a number of factors were responsible for customer dissatisfaction 

with e-banking. These included network problems, higher rate of charges on ATM 

outlets and wrong debits, unreliable source of power, security issues and cyber 

crimes.  

 

Also, the results supported results by Jiaqin et al. (2007) on the observation that e-

banking not realised customer satisfaction due to associated challenges such as 

unavailability of internet services and knowledge for utilization e-banking among 

customers. In the similar context, the e-banking would not have contributed towards 

customer satisfaction at CRDB bank Azikiwe.  

 

Nonetheless, the results translated that adoption of e-banking service by the bank not 

yet to contribute towards higher customer satisfaction. In reflection to the Theory of 

Planned Behaviour this would be because of customers’ attitude toward e-banking 
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that has not yet become positive or negative and customers would perceive 

difficulties to perform financial transaction using e-banking services such as mobile 

banking and Atomic Tellers Machines (ATM) (Ajzen, 1991). 

 

In reflection to the Decomposed theory of planned behaviour (DTPB), the observed 

results explain that usefulness, ease of use and security of e-banking among 

customers not fully recognized probably due to associated difficulties such as 

unreliable internet, network and increasing cybercrimes (Moga, 2010). 

 

4.4. Customer satisfaction with accessibility to e-banking services 

Customer satisfaction with accessibility to e-banking services at CRDB Bank was 

analysed by gathering opinions of the sampled customers on three statements which 

stated as follows: you are satisfied with 24 hours a day access to banking services, 

you are satisfied with accessibility to e-banking in different places in Tanzania; you 

are satisfied with convenience of e-banking services.  

 

The Likert scale was used to rate the opinions of customers on each statements 

whereas; VS = Very satisfied, S = Satisfied, N =Neither, Uh = Unhappy, VU = Very 

unhappy. The mean score (MS) was used to simplify interpretations of the weights 

give on each rated statement whereby 5.0 – 3.5 translated satisfied, 2.5 – 3.4 

translated indifferent and 1.0 – 2.4 translated unhappy.  A summary of results is as 

shown in Table 4.3. 

Table 4. 2: Customer satisfaction with accessibility to e-banking services 

No Statements VS S N Uh VU TS MS RANK 

1 
You are satisfied with convenience of e-

banking services  
10 21 27 31 11 288 2.88 2 

2 
You  are satisfied with accessibility to e- 

banking in different places in Tanzania 
14 20 22 33 11 293 2.93 1 

3 
You  are satisfied with 24 hours a day 

access to banking services  
7 21 15 26 31 247 2.47 3 

Source: Field data, 2018 

 

The results in Table 4.3 revealed that most of the sampled customers of the bank 

were neither dissatisfied nor unhappy with the accessibility to e-banking services 

which was measured using the convenience of e-banking services, access to e- 
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banking in different places in Tanzania and 24 hours a day access to banking 

services. 

 

This means that adoption of e-banking services by CRDB bank was not yet to 

contribute enhancement of accessibility to the banking services among customers. 

The current study disagreed with report by Kiunsi (2013) which demonstrated that e-

banking was a convenient way of banking transactions. It also disagreed with claim 

that using e-banking there would be 24 hours’ day services access to bank service 

(Kiunsi, 2013). 

 

According to Zeithaml et al., (1990) model of customer satisfaction, e-banking 

services would satisfy bank customers if customers’ expectations and need of 

convenience of e-banking services, accessibility to e- banking in different places in 

Tanzania and 24 hours a day access to banking services were met or exceeded which 

for the purpose of this case would have mean values between 3.5 to 5.0.  

 

The results were inconsistent with earlier studies such as Mchomba (2018) which 

reported that e-banking was responsible for improved accessibility which in turn 

increased customer satisfaction with bank services. 

 

Meanwhile, the study mirrored the results in Hamid, et al., (2018) which shown that 

e-banking would have not or very minor impact on customer satisfaction without 

accessibility to reliable internet. Accessibility to electronic banking services have 

remained a big problem in most places in Tanzania and hence, would account why 

customer not yet realised fully the impact of e-banking in making bank transaction.  

 

Also, the results may be supported by observations made by Kiunsi (2013) which 

relates customer dissatisfaction with e-banking to perceived high charges in using e-

banking services. For instance, he reported that higher rate of charges on ATM 

outlets and wrong debits contributed into customer dissatisfaction with e-banking 

services. Still, the results showed disagreement with the study by Mchomba (2018) 

which pointed e-banking technologies to aid accessibility to banking services. The 
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current study would neither agree nor disagree with this claim which means that e-

banking technologies such as mobile banking and ATMs not yet to improve 

accessibility to bang service which would improve customer satisfaction.  

 

4.5. Customer satisfaction with availability of e-banking services 

Customer satisfaction with availability of e-banking services at CRDB bank was 

analysed by gathering opinions of the sampled customers on three statements which 

stated as follows: You are satisfied with existence of electronic banking services in 

different places in Tanzania, you are satisfied with obtainability of banking services 

using e-banking and you are satisfied with opportunity offered by e-banking of 

making banking transactions whenever and wherever needed. 

 

The Likert scale was used to rate the opinions of customers on each statements 

whereas; VS = Very satisfied, S = Satisfied, N = Neither, Uh = Unhappy, VU = 

Very unhappy. The mean score (MS) was used to simplify interpretations of the 

weights give on each rated statement whereby 5.0 – 3.5 translated satisfied, 2.5 – 3.4 

translated indifferent and 1.0 - 2.4 translated unhappy.A summary of results is as 

shown in Table 4.4. 

 

Table 4. 3: Customer satisfaction with availability of e-banking services 

No Statements VS S N Uh VU TS MS RANK 

1 You are satisfied with existence of 

electronic banking services  in different 

places 

13 17 31 26 13 325 3.25 1  

2 You are satisfied with obtainability of 

banking services using  e-banking 

7 18 25 39 11 271 2.71 3 

3 You are satisfied with opportunity  offered 

by e-banking of  making banking 

transactions whenever and wherever 

needed 

14 12 29 36 9 286 2.86 2 

Source: Field data, 2019 

 

From Table 4.4, the results were that most of the sampled customers of CRDB bank 

were neither satisfied nor unhappy with the availability of e-banking services 

because mean score of all factors which were analysed was between 3.25 - 2.71. 
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This translated that adoption of e-banking was not yet to met or exceeded customers’ 

expectations of the availability of banking services.  

 

According to Kotler and Keller (2012), the sampled customers would have been 

satisfied with e-banking services at CRDB bank if customer perceived that adoption 

of e-banking met or exceeded their expectations and needs in terms of existence of 

e-banking services in different places, obtainability of banking services when using 

e-banking and the opportunity of making banking transactions whenever and 

wherever needed which for the purpose of this study mean score would have been 

between 5.0 – 3.5. 

 

The results were consistent with the report by Huang (2009) highlighted that 

complaints associated with adoption of e-banking such as availability of assured 

security and control against fraudulent practices. As a part of addressing the issue, 

the bank was implementing security measures in the e-banking services such as 

access restrictions and confidentiality of one’s banking information (CRDB, 2018).  

 

The above results were contrary with Kiunsi (2013) study which noted that e-

banking provided relief to customers since service were performed wherever and 

whenever they were needed by facilitating easy way of payment. Also, he argued 

that customers were handling banking services smartly instead of waiting for certain 

due dates; they could easily pay all transactions using computers coordinated by the 

bank (Kiunsi, 2013).  

 

Also, it was inconsistent with Mchomba (2018) report on the impacts of electronic 

banking on customer satisfaction in Tanzania banking industry at NMB. In her 

report, Mchoma contented that availability was among the potential e-banking 

factors which improved customer satisfaction. Furthermore, she informed that 

majorities of customers preferred using ATM among other e-banking technologies 

due to its ability to improve availability to banking services.  
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4.6. Customer satisfaction with reliability of e-banking services 

Customer satisfaction with reliability to e-banking services at CRDB Bank was 

analysed by gathering opinions of the sampled customers on three statements which 

stated as follows: You are satisfied the provision of e-banking services on the 

promised time, you are satisfied with dependability of e-banking services, you are 

satisfied with correctness of e-banking services.  

 

The Likert scale was used to rate the opinions of customers on each statements 

whereas; VS = Very satisfied, S = Satisfied, N = Unhappy, Uh = Unhappy, VU = 

Very unhappy. The mean score (MS) was used to simplify interpretations of the 

weights give on each rated statement whereby 5.0 – 3.5 translated satisfied, 2.5 – 3.4 

translated indifferent and 1.0 – 2.4 translated unhappy.  A summary of results is 

shown in Table 4.5. 

 

Table 4. 4: Customer satisfaction with reliability of e-banking services 

No Statements VS S N Uh VU TS MS RANK 

1 You are satisfied the provision of e-

banking services on the promised time  

27 21 20 16 14 325 3.25 1 

2 You are satisfied with dependability of e-

banking services   

11 21 17 35 12 272 2.72 2 

3 You are satisfied with correctness of e-

banking services  

15 10 20 36 13 260 2.60 3 

Source: Field data, 2019 

 

Table 4.5 indicates that all three statements had mean values between 3.15 – 2.60 

which translated that most of the sampled bank customers were neither satisfied nor 

unhappy with reliability of e-banking. Alternatively, the sampled customers would 

have satisfied if the mean score values of the studied statement were between 5.0 – 

5.0 which could translate satisfied.  

 

The results translated that adoption of e-banking not yet to enable the provision of 

promised banking services to the customers at the right time and all the time 

(Zeithaml et al., 1990). It also means that expectations of the Bank of using e-

banking to ensure provision of banking services in a dependable manner not yet 

realised (Mazwile, 2014). The results seem consistent with claims report by Jiaqin, 
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et al. (2007) indicated that e-banking had negligible impact on customer satisfaction 

due to unreliability of internet services. 

 

The results were inconsistent with, Hammoud et al. (2018) report on the impact of e-

banking services quality on customer satisfaction Lebanese banking sector. 

Reporters found that that reliability and responsiveness had significant impact on 

customer satisfaction, with reliability being the dimension with the strongest impact.  

All the same, the results deviated from report by Mchomba (2018) which found that 

following adoption of e-banking, availability to bank services was improving. 

According to him, the banking services were becoming user friend and hence, 

customers were becoming satisfied with bank services that would have attained by 

traditional banking system. For instance, according to him, presence of ATMs alone 

at the bank would indicate improved reliability of banking services. However, this 

was not the same since ATMs were there at CRDB bank customers still neither 

dissatisfied nor unhappy with the bank services.  

 

4.7. Statistical tests on the impact of e-banking on customer satisfaction at 

CRDB bank 

4.7.1. Correlation analysis 

The correlation analysis was conducted using the Spearman's correlation coefficient 

so as to understand the direction and strength of the relationship between 

availability, accessibility and reliability of e-banking and customer satisfaction. Both 

correlation coefficients and fitted plots were used to establish the direction of the 

relationship between the variables. The strength of the correlation coefficients 

ranges between –1 and +1 and the negative and positive values signify the direction 

of the relationship between the variables.  

 

However, a correlation coefficient of 0 (zero) means an insignificant or no 

relationship between the variables (Nyaledzigbor, 2015). Both correlation 

coefficients (Table 4.6 and fitted plots Fig.4.1 – 4.3) indicated existence of positive 

correlation between all independent variables against customer satisfaction. 
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However, there was slightly weak positive correlation between accessibility to e-

banking services and customer satisfaction at coefficient of 0.8472. Meanwhile there 

was slightly strong positive correlation between availability and reliability of e-

banking services and customer satisfaction at correlation coefficients of 0.7247 and 

0.7590 respectively. 

 

Table 4. 5: Coefficients of correlation analysis between variables 

 
Source: Field data, 2019 

 

Figure 4. 1: A fitted plot between accessibility to e-banking services and 

customer satisfaction 

 

Source: Field data, 2019 
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The fitted plot line between accessibility to e-banking services (x-axis) and customer 

satisfaction (y-axis) starts just on the y-axis. The graphs of the particular nature 

indicate existence of positive but weak relationship between the two variables (Henn 

et al., 2015). Also, nature of the graph was consistent with the correlation coefficient 

of accessibility to e-banking services depicted in Table 4.6, that is; 0.8472. Basing 

on this value, the correlation coefficient was getting close to +1 which means that 

existence of positive relationship between accessibility to e-banking services and 

customer satisfaction was becoming weak (Nyaledzigbor, 2015).  

Figure 4. 2: A fitted plot between availability to e-banking services and 

customer satisfaction 

 

Source: Field data, 2019 

 

The fitted plot line between availability of e-banking services (x-axis) and customer 

satisfaction (y-axis) starts just close to zero on the y-axis. The graphs of this nature 

indicate existence of positive and slightly strong relationship between two variables 

(Henn et al., 2015). This was consistent with the correlation coefficient of 

availability of e-banking services depicted in Table 4.6, which was 0.7247. The 

correlation coefficient value was getting to +1 which means existence of slightly 
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strong positive relationship between accessibility to e-banking services and customer 

satisfaction (Nyaledzigbor, 2015) compared with value of correlation coefficient for 

accessibility to e-banking service.   

Figure 4. 3: A fitted plot between reliability to e-banking services and customer 

satisfaction  

 

Source: Field data, 2019 

 

The fitted plot line between reliability of e-banking services (x-axis) and customer 

satisfaction (y-axis) starts just close to zero. The graphs of this nature indicate 

existence of positive and slightly strong relationship between two variables (Henn et 

al., 2015). This was consistent with the correlation coefficient of reliability of e-

banking services depicted in Table 4.6, which was 0.7590. This revealed that 

coefficient was getting to +1 which means the existence of slightly strong positive 

relationship between accessibility to e-banking services and customer satisfaction 

(Nyaledzigbor, 2015) as compared with value of correlation coefficient for 

accessibility to e-banking service.   
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4.7.2. Regression analysis 

This was a statistical tool used to establish statistical significance of the relationship 

existing between each independent variable and dependent variable. During testing, 

both p values and t-value were used. In this model, p value is used to indicate the 

level of significance of the coefficient while the t-value is used to measure the 

statistical significance of individual coefficient or variables. The standard values 

used by researcher to test the level of significance and statistical significance of 

coefficients/variables were as follows: 

 

i. If t-value > 2; means that individual coefficient was statistical significant; 

ii. If p value <1% or 5%; means that the level of significance of individual 

coefficient was high.  

 

The results of regression are as shown in Table 4.7 

Table 4. 6: Regression coefficients  

 

Dep. variable: Customer satisfaction  

Source: Field data, 2019 

 

The evaluation of independent variables was conducted. Using coefficients column, 

the coefficient for the accessibility to e-banking is 0.87. Thus, there was a positive 

relationship between accessibility to e-banking services and customer satisfaction. 

The coefficient of availability to e-banking services is too small decimal number 
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with negative value, that is; -1.22e-14 and hence, logarithm (log -1.22e-14) was used 

to convert it into convenient number which is - 12.1. Therefore, there is a negative 

relationship between availability of e-banking services and customer satisfaction.  

The coefficient of reliability of e-banking services is too small decimal number with 

positive value, that is; 2.01e-14 and hence, (log 2.01e-14) was used to convert this it 

into convenient number which is 13.3. The study concludes that there is a positive 

relationship between perceived reliability of e-banking services and customer 

satisfaction.  

 

The findings in Table 4.7 indicates that only coefficient value for accessibility to e-

banking services was at p-value less than 5% and t- value just above 2%, it means 

that accessibility to e-banking services made statistically significant impact on 

customer satisfaction. Meanwhile, the coefficient values for availability and 

reliability of e-banking services were at p values greater than 5% and t-value just 

below 2%, it means that both would have insignificant statistical impact on customer 

satisfaction.  

 

Also, additionally, evaluation of the model summary presented in table 4.7 indicates 

that coefficient of determination (R –Square) is 0.717, meaning that about 72% of 

variability of the dependent variable (customer satisfaction) is accounted for by the 

three independent variables, that is; accessibility, availability and reliability of e-

banking services while the remaining 28% of variability of the dependent variable is 

accounted for by other factors not considered in the model. 

 

Finally, the regression model of customer satisfaction against the three independent 

variables was presented as follows:  

 

Y= 0.26 + 0.87A1 - 12.1A2+ 13.3R + µ 

Where: 

Y =  Customer satisfaction with banking transactions 

µ =  Variables contributing in customer satisfaction not included in the model 

A1 =  Accessibility to e-banking services  
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A2 =  Availability of e- banking services 

R =  Reliability of e-banking services 

According to regression equation, a unit change of accessibility to e-banking 

services would result into proportionate increase of customer satisfaction. This 

would account for the intentions of the CRDB Bank of making e-banking services 

accessible among local communities whether through ATMs, internet banking or 

mobile banking. By increasing accessibility to the e-banking services, CRDB Bank 

should increase customers’ satisfaction by satisfying their human and psychological 

expectations and needs such as convenience and 24 hours a day banking services.  

 

Basing on the regression analysis, a unit increase in accessibility to the e-banking 

services should lead to proportionate increase in customers’ satisfaction with e-

banking services. These results are consistent with theory of planned behaviour 

which assumes that a person’s intention when combined with perceived behavioural 

control will help predict behaviour with greater accuracy (Ajzen, 1991). 

 

The expectations and needs for accessible banking services among customers 

constitute intentions of banking with CRDB Bank. In order to control and predict 

satisfaction behaviour among bank customers, increasing accessibility to banking 

services through intensive use of e-banking service is very important.   

 

Meanwhile, the results depict that availability and reliability had insignificant impact 

on customer satisfaction; it supported the report by Huang (2009) which concluded 

that availability and reliability of e-banking service would not be a big issue on 

customer satisfaction than privacy of their banking information and security of their 

monies into the Bank and transactions. In the same vein, they would support the 

study by Jiaqin et al. (2007) indicated that e-banking had negligible impact on 

customer satisfaction due to unreliability of internet services which should have 

affected perceptions, feelings and attitudes of customers on the availability and 

reliability of e-banking.  
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CHAPTER FIVE 

 

SUMMARY, CONCLUSION AND RECOMMENDATIONS 

5.1. Introduction  

This chapter provides the summary of the entire study, the conclusion, 

recommendations, policy implication and areas for further researches.  

 

5.2. Summary 

This study was motivated to analyse the impact of e-banking on customer 

satisfaction among Tanzanian Banks drawing experience from CRDB Bank. The e-

banking has been one of widely accepted and used banking alternative in Tanzania. 

The same was claimed to improve accessibility, availability and reliability of 

banking service thereby improving customer satisfaction with bank services 

(Masiime and Malinga, 2011). Unfortunately, studies which explored this subject 

matter were revealing contradicting results. For instance, Wisdom (2012) and Huang 

(2009) reported that e-banking had positive impact on customer satisfaction among 

Commercial Banks. On the contrary, the study by Jiaqin, Mike and Katja (2007) 

indicated that e-banking had negligible impact on customer satisfaction due to 

unreliability of internet services. The study was therefore required to analyse the 

impact of e-banking among Tanzanian banks drawing experience from CRDB Bank 

Azikiwe.  

 

In order to realise the rationale of the study, researcher wanted to fulfill three 

specific objectives namely; to determine the relationship between access to e-

banking services and improved customer satisfaction at CRDB bank, to determine 

the relationship between availability of e-banking services and improved customer 

satisfaction at CRDB bank and to determine the relationship between reliability of e-

banking services and improved customer satisfaction at CRDB bank. The bank 

customers constituted the target population of this study and systematic sampling 

technique was used to select a total of 100 customers from a 1000 customers using 
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sampling interval of 10.  The closed ended questionnaires constructed into five-point 

Likert scale were used to gather data on three research questions:  

How has access to e-banking services improved customer satisfaction at CRDB 

Bank Azikiwe? How has availability of e-banking services improved customer 

satisfaction at CRDB Bank Azikiwe? How has reliability of e-banking services 

improved customer satisfaction at CRDB Bank Azikiwe ? 

 

The data was analysed by the use of descriptive statistics so as to quantify the 

statements and the presentations were made using simple tables, frequencies and 

mean. Also, statistical tests were carried out so as to demonstrate the relationships 

between variables. Both Correlations and Regression analysis were used to this 

endeavor. The results indicated that customers were indifferent on the adoption of e-

banking services at CRDB Bank that means, they were neither satisfied nor unhappy 

against all statements about customer satisfaction whose mean values  were 3.13, 

2.82, 2.98 and 2.47 for the statements which stated that; normally e-banking services 

meet your expectation, normally e-banking services exceed your  expectations, 

normally e-banking meet your service requirements from  the bank and normally e-

banking services exceeds your service requirements from the bank respectively.  

 

Further analysis revealed that adoption of e-banking services by CRDB bank had not 

yet to attribute in enhancing accessibility to the banking services among customers 

because all statements which measured accessibility to e-banking services, that is; 

convenience of e-banking services, accessibility to e- banking in different places and 

24 hours a day access to banking services were met or exceeded were just below 

customer satisfaction line that is; below 5.0 to 3.5. 

 

Also, customers were neither satisfied nor unhappy availability of e-banking 

services at CRDB because mean score of all factors which were analysed was 

between 3.25 - 2.71. According to Kotler and Keller (2012), the sampled customers 

would have been satisfied with e-banking services at CRDB bank if customer 

perceived that adoption of e-banking met or exceeded their expectations and/ or 

needs in terms of existence of electronic banking services in different places, 
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obtainability of banking services when using e-banking and the opportunity of 

making banking transactions whenever and wherever they are needed of which case 

the mean value could be between 5.0 – 3.5. 

 

The similar results were obtained on customer satisfaction with reliability of banking 

services at CRDB Bank Azikiwe. The results indicate that all three statements had 

MS between 3.15 - 2.60 which translated that most of the sampled bank customers 

were indifferent on the reliability of e-banking. Alternatively, the sampled customers 

would have satisfied if the MS values of the studied statement were between 5.0 – 

5.0 which could translate satisfied. Basing on these results, adoption of e-banking 

not yet enabled the Bank to provide promised banking services to the customers at 

the right time and all the time (Zeithaml et al., 1990). It also means that expectations 

of the Bank of using e-banking to ensure provision of banking services in a 

dependably manner not yet realised (Mazwile, 2014). The results seem consistent 

with claims report by Jiaqin, et al. (2007) indicated that e-banking had negligible 

impact on customer satisfaction due to unreliability of internet services. 

 

Complementary analysis was carried out through the use of statistical tests on the 

impact of e-banking on customer satisfaction at CRDB bank. Earlier, the co-

relational analysis coefficients and fitted plots indicated existence of positive 

correlation between all independent variables against customer satisfaction. 

Accordingly, correlation analysis indicated that there was a slightly weak correlation 

between accessibility to e-banking services and customer satisfaction at coefficient 

of 0.8472. Meanwhile there was slightly strong positive correlation between 

availability and reliability of e-banking services and customer satisfaction at 

correlation coefficients of 0.7247 and 0.7590 respectively.  

 

Next, the regression analysis was carried out to establish statistical significance of 

the relationship existing between each independent variable and dependent variable. 

During testing, a particular coefficient was statistically significant following t-test. 

Also, the significant of individual coefficient was strong at p value 5%.  The 

evaluation of independent variables was conducted. Using coefficients column, the 
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coefficient for the accessibility to e-banking was 0.87. Thus, there was a positive 

relationship between accessibility to e-banking services and customer satisfaction. 

The coefficient of availability to e-banking services was -12.1and therefore, there is 

a negative relationship between availability of e-banking services and customer 

satisfaction. The coefficient of reliability of e-banking services was 13.3 and 

therefore the study concludes that there is a positive relationship between perceived 

reliability of e-banking services and customer satisfaction.  

 

Since findings indicated that only coefficient value for accessibility to e-banking 

services was at p value less than 5% and r-value just above 2%, that is 6.91, it means 

that accessibility to e-banking services made statistically significant impact on 

customer satisfaction. Meanwhile, the coefficient values for availability and 

reliability of e-banking services were at p values greater than 5% and t-value just 

below 2%, that is 0.00 it means that both would have insignificant statistical impact 

on customer satisfaction.  

 

Also, additionally, evaluation of the model indicated that coefficient of 

determination (R –Square) was 0.717, meaning that about 72% of variability of the 

dependent variable (customer satisfaction) is accounted for by the three independent 

variables, that is; accessibility, availability and reliability of e-banking services 

while the remaining 28% of variability of the dependent variable is accounted for by 

other factors not considered in the model. 

 

5.3. Conclusion 

The conclusion of this study is that adoption of e-banking by CRDB Bank not yet to 

demonstrated great impact on customer satisfaction on the e-banking services. This 

is because mean values of all indicators analysed customer satisfaction with e-

banking services which stated that; normally e-banking services meet your 

expectation, normally e-banking services exceed your expectations, normally e-

banking meet your service requirements from the bank and normally e-banking 

services exceeds your service requirements from the bank were just below 

satisfaction lines, that is; between 5.0 – 3.5, most of the sampled customers were 
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neither satisfied nor unhappy with all three indicators of customer satisfaction 

adapted from Zeithaml et al. (1990) and Kotler and Keller (2012), that is; 

accessibility to e-banking, availability of e-banking services and reliability of e-

banking services.  

 

However, regression analysis indicates that only coefficient value for accessibility to 

e-banking services was at p value less than 5% and t-value was just above 2%, 

which means that accessibility to e-banking services made statistical significant 

impact on customer satisfaction. Meanwhile, the coefficient values for availability 

and reliability of e-banking services were at p value values greater than 5% and r-

value just below 2% which means that both would have insignificant statistical 

impact on customer satisfaction. This would account for the intentions of the CRDB 

Bank of making e-banking services accessible among local communities whether 

through ATMs, internet banking or mobile banking. By increasing accessibility to 

the e-banking services, CRDB Bank should increase customers’ satisfaction by 

satisfying their human and psychological expectations and needs such convenience 

and 24hours a day banking services (Kiunsi, 2013). 

 

On the other hand, concerns have remained on the availability and reliability of e-

banking services. Basing on the results whether e-banking improves availability of 

banking services among customers in different places and opportunities of 

customers to make bank transactions wherever and whenever they are needed or 

improved reliability of banking services by increasing dependability of the Bank in 

handling customers’ service problems, performing services right the first time and 

providing services at the promised time, all of them would have insignificant impact 

on customer satisfaction. Hence, the reports by Huang (2009) who concluded that 

availability and reliability of e-banking service would not be a big issue on customer 

satisfaction than privacy and security and that of Jiaqin, et al. (2007) which indicated 

that e-banking had negligible impact on customer satisfaction due to unreliability of 

internet was supported.  
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5.4. Recommendations 

Basing on this study, in order CRDB Bank to reap high customer satisfaction 

through adoption and implementations of e-banking, concentration should be made 

on increasing accessibility to banking services. Hence, efforts are recommended on 

increasing convenience of banking services among bank customers by ensuring that 

access to e-banking services such as ATMs, mobile banking and internet banking in 

different geographical locations. Also, there should be enabling mechanisms on 

access to bank services through the use of e-banking such as ATMS in 24hours a 

day services by addressing claims raised by Jiaqin, et al. (2007) on unavailability of 

internets and even moneys into ATM sometimes.  

 

Also, the Bank would need more efforts of improving availability and reliability of 

e-banking services by ensuring that the same meet and even exceed expectations 

and/or requirements of customers. However, availability and reliability of the e-

banking services, such as ATMs and mobile banking supported facilities like 

internets should be well supported and regular checked against privacy of 

customer’s banking information and security of customers’ moneys.  

 

5.5. Policy implications  

These results imply that e-banking would contribute towards improving customer 

satisfaction not only by committing efforts in improving accessibility to e-banking 

among customers as well as solving problems with availability and reliability of e-

banking services to customers, but also efforts are required to enhance awareness 

about e-banking services and their potential value in making bank transactions.  

 

5.6. Areas for further research 

Basing on this study, adoption of e-banking by CRDB bank not yet to yield great 

impact on customer satisfaction because mean values of all indicators analysed 

customer satisfaction with e-banking services which stated that; normally e-banking 

services meet your expectation, normally e-banking services exceed your 

expectations, normally e-banking meet your service requirements from the bank and 

normally e-banking services exceeds your service requirements from the bank were 
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just below satisfaction lines, that is; between 5.0 – 3.5. Also, most of the sampled 

customers were neither satisfied nor unhappy accessibility to e-banking, availability 

of e-banking services and reliability of e-banking services.  And hence, researches 

are recommended to see whether the results remain consistent over time with the 

Bank and if they would be the same in other banks.  

 

Also, also, coefficient of determination (R –Square) of the entire model of linear 

regression was 0.717, meaning that about 72% of variability of the dependent 

variable (customer satisfaction) is accounted for by the three independent variables, 

that is; accessibility, availability and reliability of e-banking services while the 

remaining 28% of variability of the dependent variable is accounted for by other 

factors not considered in the model. 

 

 Hence, researcher suggests researches on those factors including but not limited to 

perceived ease of use, privacy and security (Huang, 2009). Next factors include 

network problems, higher rate of charges on ATM outlets and wrong debits, 

unreliable source of power, operational risks, legal risks, reputation risks, and 

security codes control challenges, cybercrimes, a legislative framework, traditional 

market and convertibility of electronic (Kiunsi, 2013). The other factors would be 

time factor, user friendly and security (Mchomba, 2018). 
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