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Abstract - The usage of online payment is increasing rapidly worldwide. The increasing 

digitalization has led to the gradual integration of online banking services into the modern 

marketplace, catering to customer needs. The study aims to understand the impact of e-banking 

service quality on e-banking satisfaction and e-banking loyalty. Researching how e-banking 

satisfaction and e-banking loyalty can be achieved through e-banking service quality will help 

banking sectors survive in competitiveness. A quantitative methodology was used as a research 

design. The propositions of the study were tested using Structural Equation Modelling-Partial 

Least Squares (SEM-PLS). Google Form with 157 respondents was used to collect the data. 

The study found that there’s a positive significant influence between privacy & security, as 

well as a positive significant influence between website/app design with e-banking satisfaction. 

However, there’s no significant influence between reliability and customer service & support 

with e-banking satisfaction. Findings indicate that privacy & security and website/app design 

play a very important role in achieving customer satisfaction as it has become the basis of 

customers interpret and interacts with online banking. This research adds up considerably to 

the literature of bank marketing, and also academicians since it demonstrates the way internet 

banking service quality determinants predict e-satisfaction which ultimately raises the e-loyalty 

of users. This study contributes to the existing literature on e-banking service quality and 

provide valuable insights for e-banking businesses in Indonesia. 

Keywords: Cognitive Motivational Relational Theory (CMR); Customer Service & 

Support; e-Banking Loyalty; e-Banking Service Quality; e-Banking Satisfaction; 

Reliability; Privacy/Security; Website/App Design 
 

 

1. INTRODUCTION 

1.1 Research Background 

The rise of competition has compelled firms to continuously endeavor to enhance their 

production and minimize their expenses in the present era. The rapid expansion of electronic 

technology systems, particularly those associated with the Internet and personal computers, has 

caused a significant change in the trade of goods and services overall, including financial 

services. Technology serves as a means of connecting and facilitating information and 

corporate operations. Technological improvements have provided people with the ability to 

stay informed about global events with a simple touch. The conventional physical retail system 

has been replaced by an online platform that allows for customized services to be provided to 

customers.(Shaikh & Karjaluoto, 2015). 

 The expansion of information technologies in the banking and other industries according 

to Omotayo (2020) has led to the mechanization of banking transactions and other firm 
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activities. Raza et al., (2020) stated the emergence of information technology has enabled new 

forms of contact between business entities and their customers, hence improving banking and 

financial services. According to Ayinaddis et al., (2023) e-banking transforming the financial 

services industry by promoting innovations, fostering growth, and improving both internal and 

external competitiveness. There have been frequent changes in the banking systems leading to 

a decline in a traditional banking. Currently, individuals who have bank accounts regularly 

prefer digital banking (Singh et al., 2017). Getting information from the consumers’ opinions 

is essential for a company to ensure the provision of e-service in line with customer expectancy.  

 According to Firdous & Farooqi (2017) the increasing quality of online banking 

services improves customer satisfaction by providing banking customers with simple access to 

a wide range of financial transaction. The company provides a variety of services to its users, 

including checking their account balances, transferring monies between accounts, paying bills, 

making purchases without physical currency, and sending checks by mail (Chou & Chou, 

2000). In today’s dynamic and fiercely competitive business landscape, retail banks can ensure 

client loyalty by delivering great service quality to ensure the utmost level of customer 

satisfaction (Khan & Fasih, 2014). George & Kumar (2014) stated the banking sector has taken 

advantage of this growth by creating various channels to appeal to technologically proficient 

clients, enhance commercial opportunities, and protect customer loyalty. In recent times, 

technology has been a crucial component in managing various elements of human existence 

across all sectors. Particularly, in the banking industry, e-services has revolutionized the way 

financial activities, are conducted. E-banking offers advantages to both banks and their 

consumers by facilitating the promotion and provision of services or goods online in a cost-

effective, efficient, and user-friendly manner. It enables users to carry out financial transactions 

from any location worldwide. 

 There is a significant increase in the need for a smooth and uninterrupted digital 

experience in Indonesia. The digital realm has become an integral part of everyday life, 

encompassing activities such as online meal ordering, purchasing cosmetics, and finding new 

interests. These digital platforms offer the convenience of doorstep delivery for all our daily 

necessities. Bank Central Asia (BCA) is a notable commercial bank in Indonesia that primarily 

specializes in conducting transactional activities. BCA currently caters to around 39 million 

user accounts and manages around 81 million transactions on a daily basis as of September 

2023. They operate through a network of 1,252 branches, 18,705 ATMs, and offer 24-hour 

internet and mobile banking systems. Additionally, they have a 24/7 Halo BCA contact center 

available at bca.co.id. BCA Mobile is a mobile banking service provided by BCA bank. It 

allows users to do non-cash transactions using the BCA mobile app, which includes both m-

BCA and KlikBCA smartphone features. Users can access these services anytime and 

anywhere. Top Brand Index results indicate that among the surveyed banks, the best e-channel 

is m-BCA which holds the first position with a significant share of 47,9%. (Source: topbrand-

award.com2023). 

The objective of this study is to analyze the dimensions of e-banking service quality 

elements that influence e-banking satisfaction and e-banking loyalty. This study has both 

academic and practical implications. This study contributes useful insights to the current 

understanding of e-banking service quality, e-banking satisfaction, and e-banking loyalty, 

specifically within the context of bank marketing and financial services marketing. This study 

determines the specific EBSQ dimensions that bank should focus to enhance customer 

satisfaction and cultivate loyalty towards e-banking services. While this research primarily 

examines the Indonesian context, it is anticipated that the knowledge gathered can contribute 

to a more comprehensive understanding of e-banking phenomena. 
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1.2 Literature Review 

1.2.2 Cognitive-Motivational-Relational (CMR) Theory  

CMR theory which was developed by Lazarus (1991) provide theoretical support for the 

association between e-banking service quality (EBSQ) and customer loyalty. This theory is 

used as it connects the process of analyzing different perspectives and emotional responses of 

humans toward evaluation (Ul Haq & Awan, 2020). This CMR theory suggests the relationship 

between cognitive evaluation and emotional response. According to Mansoor et al., (2020), 

almost all the events and how to respond to them which are significant in our lives are 

stimulated by emotions. Some researchers like Shankar & Jebarajakirthy (2019), Mansoor et 

al., (2020), Ul Haq & Awan (2020), have used CMR theory to explain the relationship between 

service quality and customer responses, for instance customer satisfaction, purchase intention, 

and customer loyalty. They suggest that service quality is closely associated with cognitive 

evaluation of services, while customer response, such as purchase intention and customer 

loyalty are associated with emotional response. 

 

1.2.2 e-Banking Service Quality 

According to Muslim (2016), offering superior quality on delivery platforms is a key 

strategy to gain a competitive advantage. Service quality has a crucial role in distinguishing 

organizations and is a key factor that influences service-based companies (Zhao & Di 

Benedetto, 2013). Service quality has a substantial influence on the operational efficiency and 

financial success of enterprises, as well as on customer satisfaction and loyalty (Malik et al., 

2011). Over time, customers’ view of service quality has changed. Therefore, the standard of 

services in the online banking sector is necessary to do (Choudhury 2013). As stated by 

Polatoglu & Ekin (2003), e-banking offers two main benefits. Firstly, banks can utilize a more 

efficient and cost effective method to advertise and deliver services and products online. 

Secondly, customers have the convenience of conducting banking transactions through the 

internet at any time and from anywhere. Kassim & Abdullah (2010) highlighted the potential 

of utilizing business organizations to generate additional income through online platforms, 

enhance customer satisfaction by offering new and improved services, and foster increased 

interaction between firms and customers. Muslim (2016) stated that understanding the way 

clients assess automated online banking and assessing the quality of online banking services 

are both significant. 

 

1.2.3 Reliability 

Reliability refers to the capacity to fulfill commitments and provide precisely as promised 

(Raza et al., 2020). Reliability refers to consistently and accurately accomplishing a task as 

agreed upon. Singh & Kaur (2013) stated that reliability and consistency in carrying out 

financial duties.is fundamental in the banking sector. However, it is imperative to exhibit this 

reliability through online platforms as well. Chemingui & Lallouna (2013) asserted that 

ensuring reliability in online tasks can enhance user engagement with the service and motivate 

them to utilize the service again. Reliability refers to consistently and accurately providing the 

service that was promised (Parasuraman et al., 1988). Wolfinbarger & Gilly (2003) and Blut et 

al., (2015) stated that reliability is a crucial determinant in e-banking service quality (EBSQ). 

 

1.2.4 Privacy & Security 

As defined by Hussien & El Aziz (2013), privacy and security refer to customers’ trust 

that a website can prevent unauthorized access and protect their personal information shared 

on the platform. Security refers to the extent to which a consumers perceive a transaction as 
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being safe, including the payment methods and the transmission of personal information 

(Thaichon et al., 2014). According to Sakhaei et al. (2014) privacy is the state in which personal 

information is kept confidential and the protection of credit or debit card information is 

guaranteed. This component relates to the website’s reputation in building trust with its 

customers. Suhartanto et al., (2019) stated online security pertains to the degree of trust 

customers have in the website’s ability to prevent illegal access by hackers and third parties, 

as well as the decreased likelihood of financial loss due to transaction or server faults. Security 

refers to the characteristics of a website that protect personal data and information from 

unwanted access during transactions (Guo et al., 2012). Eid (2011) asserts that consumers 

prioritize security when making online transactions. Customers of high-tech services often 

voice privacy concerns, which pertain to how customers view the efficacy of procedures 

involved in transferring and preserving personal information (Özgüven, 2011). Rita et al., 

(2019), found that when personal information is disclosed, consumers become concerned about 

the protection of their private data on websites and the possibility of being misused. Therefore, 

guaranteeing security and privacy is crucial in assessing the excellence of e-services. 
 

1.2.5 Website Design 

According to Maiyaki & Mokhtar (2016), website design encompasses the visual 

presentation of a graphical interface that is specifically tailored for users. Zhou et al., (2009) 

define website design as the systematic creation of web page layout, content production, and 

graphic design to encourage positive user interaction with the website. Website design 

encompasses several elements to interact with the site, including navigation, detailed 

information, and transaction processing (Wolfinbarger & Gilly, 2003). Nam et al. (2021) stated 

that website design is the determinant that online users consider of making online purchases.  
 

1.2.6 Customer Service & Support 

According to Blut et al (2015), customer service and support involve providing services 

to clients to meet their needs and focus to their problems. In a study conducted by Aydin & 

Özer (2005) in the Turkish telecom business, it was shown that properly addressing customers’ 

issues had a beneficial influence on the overall quality of e-service. Customer service and 

support is the act of providing aid by a company to solve the needs or worries of customers 

(Kim et al., 2016). 
 

1.2.7 e-Banking Satisfaction 

According to Jameel et al., (2021), satisfaction is a psychological state that arises from 

the evaluation of a transaction based on both emotional and cognitive factors. Customer 

satisfaction, defined as the evaluation of emotions, is commonly used over some time. In the 

service industry, ensuring customer happiness is paramount importance (Pooya et al., 2020). 

Ling et al., (2016) stated that customer satisfaction is affected by the individuals who make 

payments for products or services and how they use these items. E-customer satisfaction refers 

to the experience attainment of customer satisfaction using electronics or online platforms 

(Zeithaml, 2002). The evaluations of attitude, known as customer satisfaction, are commonly 

used over time.  Li & Suomi (2009) define client satisfaction as how effectively the services 

provided by online banking meet the expectations of customers. Osman (2014) stated that 

building a strong reputation, expanding the user base, and attracting new potential users to the 

cyber bank website is crucial for online banking to deliver outstanding service. Anderson & 

Srinivasan (2003) defined e-satisfaction as measure of consumer happiness determined by their 

past transactions or interactions. Therefore, since customers have become discerning in 
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defining their expectations, it is imperative for online banking to not only meet but also exceed 

customer satisfaction standards. 
 

1.2.8 e-Banking Loyalty 

According to Bowen & Chen (2001), consumer retention is essential process for the 

success of a firm. Loyal consumers exhibit a lower level of responsiveness towards price 

adjustments (Akbar & Parvez 2009). The main focus of consumer loyalty was to retain 

customers by effectively answering their inquiries and concerns related to internet banking. 

Participating in online banking, users immediately receive a higher level of customer service 

that aligns with their preferences. Therefore, loyal clients are seen as great asset for a firm. 

According to Bhatty et al., (2001), a strong and trustworthy rapport between a customer and 

the company shapes customer loyalty. Internet banking enables users to have greater flexibility 

by providing 24/7 access to products and services without any inconvenience (Raza et al., 

2020). Gera (2011) emphasized that the quality of the interaction experience with a website is 

crucial in determining whether customers will return to the site and recommend it to others. 

According to Shankar & Jebarajakirthy (2019), loyalty refers to frequently visiting the bank’s 

website, regularly utilizing e-banking services, and actively promoting positive comments 

about e-banking to others. All the criteria used in our study are essential for establishing 

customer loyalty. Therefore, it is imperative for online banking to provide utmost importance 

on e-customer loyalty to sustain their relationship with clients. 

 

1.2.9 Hypothesis & Research Model  

This section outlines the formulation of the hypotheses in the following order: reliability, 

privacy & security, website/app design, customer service & support, e-customer satisfaction, 

and e-customer loyalty.  

 

Reliability and e- Banking Satisfaction 

In their study, Liao & Cheung (2002) found a positive relationship between the reliability 

of e-banking and its usage. The more clients use the e-banking services, their satisfaction and 

trust in e-banking also increase. The reliability of the banking sector is closely correlated with 

the degree of trust. Siddiqi (2011) has found a direct relationship between the level of trust in 

a bank and the quality of service it provides. Reliability in e-commerce refers to the ability of 

an online shopping website to meet the diverse needs of buyers while ensuring the security of 

their personal information (Ashiq & Hussain, 2023). The studies done by Ul Haq & Awan, 

(2020); Raza et al., (2020); Khatoon et al., (2020); Haron et al., (2020); Mwiya et al., (2022) 

have demonstrated that reliability exerts a favorable impact on customer satisfaction. Thus, to 

assess the impact of reliability on the development of EBSQ, we propose the following 

hypothesis: 

H1: Reliability in e-banking service has a positive effect on e-banking satisfaction. 

 

Privacy and Security and e-Banking Satisfaction 

The primary characteristic of an online retailer that is acknowledged for giving customers 

information to make decisions is the assurance of security and privacy in online transactions  

(Martín & Camarero, 2009). According to Thaichon et al., (2014) and Shankar & Kumari 

(2016), when online banking ensures secure transactions and upholds the confidentiality of 

personal information, consumers more inclined to use the services. Orel & Kara (2014) stated 

that the service provider’s adherence to explicit privacy and security measures positively 

influences consumer response. The research undertaken by Irgui & Qmichchou (2023); Ul Haq 
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& Awan, (2020); Ahmed et al., (2021); Khatoon et al., (2020) have repeatedly demonstrated 

that privacy and security are essential factors in enhancing e-customer satisfaction. Thus, to 

assess the impact of privacy and security on the development of EBSQ, we propose the 

following hypothesis: 

H2: privacy and security in e-banking service has a positive effect on e-banking satisfaction 

 

Website/App Design and e-Customer Satisfaction 

E-service providers typically structure their websites to offer comprehensive 

information, minimize the need for extensive searching, and improve user contact (Kim et al., 

2009). According to Kim et al., (2009); Vera & Trujillo (2013), and Muslim (2016), an 

advanced and user-friendly e-banking website interface enhances client satisfaction and boosts 

the propensity to use online banking services more frequently (Li & Yeh, 2010). The studies 

conducted by Giao et al., (2020) and Kim et al., (2009) have demonstrated that the design of a 

website significantly influences consumer loyalty, trust, satisfaction, and perception of the 

quality of an internet store. Furthermore, Wardhani (2020)stated website design significantly 

influences the likelihood of a purchase being made. The visually appealing and innovative 

website design enhances favorable customer interaction with the store. According to a study by 

Wolfinbarger & Gilly (2003), website design had a positive effect on customer satisfaction. 

Thus, in order to examine the impact of website design on the development of EBSQ, we 

propose the following hypothesis: 

H3: Website design in e-banking service has a positive effect on e-banking satisfaction 

 

Customer Service & Support and e-Customer Satisfaction  

Customer service and support provide assistance to customers in resolving issues or 

difficulties they have encountered. Within the domain of e-banking, clients actively seek expert 

support and help when encountering any challenges when using internet banking. Thaichon et 

al., (2014) stated that client often seek technical support when e-banking enhances their 

technologies and websites. Customers are more inclined to trust service providers when the 

online customer care support team rapidly addresses difficulties and transparent recovery 

approach (Blut et al., 2015); (Quach et al., 2016). Customer service and support were found to 

have a favorable impact on customer satisfaction (Wolfinbarger & Gilly, 2003). However, Ul 

Haq & Awan (2020) contended that customer service and support has no positive relationship 

with e-banking satisfaction.  Therefore, to test the contribution of customer service & support 

in developing EBSQ, we propose the following hypothesis: 

H4: Customer service and support in e-banking service have a positive effect on e-banking 

satisfaction. 

 

e-Banking Satisfaction and e-Banking Loyalty  

Customer satisfaction is vital for the service sector. As stated by Raza et al., (2020), 

customer satisfaction is the measure of how well a user perceives that a facility meets or 

exceeds their expectations by fulfilling their criteria. Researchers have found that the degree of 

enjoyment that online clients experience has a direct impact on their loyalty to the online 

platform. A significant influence between e-customer satisfaction and e-customer loyalty was 

identified by Ramseook-Munhurrun & Naidoo (2011). Banks should acknowledge that 

customer satisfaction with e-services leads to increased e-loyalty (Ahangar, 2011).  Kim et al., 

(2009) stated when clients are satisfied with the goods and services provided by the firm or a 

bank, they exhibit more pleasure and a greater sense of security when doing transactions. When 

customers experience higher satisfaction on online platforms, they are more likely to exhibit 
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loyalty towards the business Gautam & Sah (2023); (Irgui, A., & Qmichchou, 2023); Ashiq & 

Hussain (2023); and Ul Haq & Awan (2020). Thus, to evaluate the impact of website design 

on the development of EBSQ, we propose the following hypothesis: 

H5: e-banking satisfaction has a positive effect on e-banking loyalty 

 

Based on the foregoing hypotheses, the conceptual model in Figure 1 reflects the direction of 

influence in the relationships being explored. 

 

 
 

2. RESEARCH METHODOLOGY 

2.1 Research Design  

A quantitative research methodology is used in this study. Nonprobability sampling is 

used as a sampling technique. The study focused on the entire group of users who utilize BCA 

mobile banking. Nonprobability sampling is used in the sampling technique.  A five-point 

Likert Scale is used in assessing the research variables with a score of 1 representing strongly 

disagree and 5 representing strongly agree. In addition, purposive sampling was employed in 

the sample design. The research requires the samples to meet specific requirements. The 

sampling criteria in this study consist of two groups, the first group includes the customers of 

BCA, while the second group comprises active users of BCA e-banking service, which 

encompasses both online banking and mobile banking. The Reliability of the study was 

measured by four items that were previously used by Jayawardhena (2004) and Haq & Awan 

(2020). The assessment of Privacy and security was carried out with three items that were 

previously utilized by Quach et al., (2016) and Haq & Awan (2020). Four items for evaluating 

website design were adopted by Jayawardhena (2004) and Ul Haq & Awan (2020). Five items 

for evaluating customer service and support were selected from the studies conducted by Quach 

et al., (2016) and Ul Haq & Awan (2020). The e-customer satisfaction was assessed with five 

items that were previously used by Ramseook-Munhurrun & Naidoo (2011) and Muslim 

(2016). The e-customer loyalty measurement comprised five items that were adapted and 

modified from the studies conducted by Amin & Nasharuddin (2013), Ramseook-Munhurrun 

& Naidoo (2011), and Muslim (2016). The questionnaire was created in both Bahasa Indonesia 

and English to ensure clarity, and its content validity was meticulously validated by two 

Indonesian experts. 
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2.2 Data Collection 

The data collection method used was a questionnaire consisting of inquiries provided to 

participants to complete based on their current circumstances. The questionnaire is a 

methodological approach to gathering data, involving a sequence of written or spoken 

questions that are responded to by the participants (Malhotra, 2020). There were 157 

participants involved in this study. The survey was distributed from 10 January 2024 to 9 

March 2024. Google Form is used to collect the data for 60 days. Structural Equation 

Modeling-Partial Least Square (SEM-PLS) examined the causal link among variables. This 

study examines the exogenous latent factors of reliability, privacy/security, website/app design, 

and customer service & support, e-banking satisfaction is a mediating variable, and e-banking 

loyalty is the endogenous latent variable. This research used multiple stages: (1) developing a 

questionnaire instrument; (2) selecting a sample of respondents; (3) administering the online 

survey; (4) utilizing SEM-PLS survey to process the data; and (5) interpreting and evaluating 

the data. 

 

3. RESULT AND DISCUSSION  

3.1 Respondents’ Profile  

The respondents exhibited a higher proportion of females (51.59%) in comparison to 

males (48.41%). The majority of the participants (73) were young adults, aged between 20-30 

years, accounting for 46.50% of the total.  The next largest age group was 20 years or below, 

comprising 20.38% of the participants. The age range of 40-50 years accounted for 12.74%, 

followed by 30-40 at 11.46% and the smallest group was 50 years or more, making up 8.92%. 

The monthly income varied between 2.500.000 to a maximum of 20.000.000. Approximately 

38.22% of the respondents had a salary equal to below 2.500.000. Only a small fraction 

(12.10%) of them have an income ranging from 5.000.000 to 10.000.000. The majority of the 

respondents (56.69%) are students, while 20.38% are working in the private sector. The 

majority of the bank account holders (50.96%) possessed a bachelor’s degree, while 24.20% 

of the respondents had achieved a level of education beyond a bachelor’s degree. Table 1 

presents the extensive demographic information of the sample. 

 

 
Table 1. Respondents’ Profile  

Category No. of Respondents (%) 

Gender 

Male 76 48.41% 

Female 81 51.59% 

Age 

20 or Below 32 20.38% 

20-30 73 46.50% 

30-40 18 11.46% 

40-50 20 12.74% 

50 or Over 14 8.92% 

Monthly Income (IDR) 

2,500,000 or Less 60 38.22% 

2,500,000 - 5,000,000  32 20.38% 

5,000,000 - 10,000,000  19 12.10% 
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Category No. of Respondents (%) 

10,000,000 - 20,000,000  25 15.92% 

20,000,000 or Higher 21 13.38% 

Profession 

Advocate 1 0.64% 

Civil Servant 4 2.55% 

Entrepreneur 13 8.28% 

Housewife 11 7.01% 

Lecturer 6 3.82% 

Private Employee 32 20.38% 

Student 89 56.69% 

Self Employed 1 0.64% 

Education Level 

High school 24 15.29% 

Diploma I - Diploma III 15 9.55% 

Bachelor's Degree 80 50.96% 

Higher than Bachelor's Degree  

(Magister or Doctorate) 
38 24.20% 

Source: Data Processing (2024) 
 

3.2 Measurement Model Assessment   

Measurement analysis is advisable to ensure the reliability and validity among constructs 

(Hair et al., 2010). The examination of convergent and discriminant validity involved analyzing 

factor loadings, average variance extracted (AVE), and composite reliability (CR) values 

(Cheah et al., 2018). The loading value must be equal to or more than 0.70 or 0.50. 

Additionally, Cronbach’s alpha and CR values falling between 0.60 and 0.70 are considered 

acceptable (Hair et al., 2010). The appropriate values for AVE values should be equal to or 

greater than 0.50 as determined by comparing the diagonal values with the correlation 

coefficients for each construct in the corresponding relevant rows and columns Cheah et al., 

2018). Table 2 shows that all the values are in a specified range. Figure 2 displays the graphical 

depiction of the assessment of the measurement model. The discriminant validity was assessed 

by calculating the Hetrotrait-Monotrait (HTMT) according to the specified criteria outlined 

(Sarstedt et al., 2019). According to the data presented in Table 3, all of the ratios are within 

the specified range. The convergent validity was verified using the Fornell-Lacker criterion 

and all the values were within the specified range and criteria. The values were discovered 

within the specified range and are presented in Table 4. 

 
Table 2. Cronbach’s Alpha, AVE, and CR Values 

Items Statements FL 

Reliability AVE 

(0.62), CR (0.87)  

 (0.80)  

Application/E-banking website provides the services exactly as promised 0.805 

E-banking always provides the services at the promised time 0.764 

Using e-banking. I can retrieve the transaction details on my account 0.791 

The information provided over the application/e-banking website is accurate 0.787 

Privacy and Security 

AVE (0.78), CR 

(0.92)  

 (0.86)  

My personal information is protected on the e-banking platform 0.897 

My financial information is protected on the e-banking platform 0.922 

The transactions over the e-banking website are secure 0.835 
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Items Statements FL 

 

Website/App Design 

AVE (0.64), CR 

(0.87)  (0.81)  

The application/e-banking website is updated regularly 0.710 

The application/e-banking website is well organized 0.862 

The application/e-banking website includes interactive features 0.808 

The application/e-banking website is easy to use 0.804 

 

Customer Service 

and Support AVE 

(0.71), CR (0.93)  

 (0.90)  

Customer service personnel are knowledgeable of e-banking services 0.882 

Customer service personnel are always willing to help me with matters 

relating to e-banking 
0.879 

My queries relating to e-banking are answered promptly 0.822 

E-banking customer care team has customers’ best interests at heart 0.885 

E-banking customer care team can be accessed at any time (24/7 operating 

hours) 
0.746 

E-banking 

Satisfaction AVE 

(0.72), CR (0.93)  

 (0.90)  

I am generally pleased with this bank’s online services 0.818 

I am very satisfied with this bank’s online services 0.874 

I am happy with this bank 0.860 

The website of online bank is simple to use 0.830 

I am satisfied with overall online bank’s products and services 0.862 

E-banking Loyalty 

AVE (0.74), CR 

(0.93)  (0.91)  

I will recommend the online banking to other people 0.849 

I prefer this online banking above others 0.825 

I would like to say positive things about online banking to other people 0.888 

I would recommend online banking to someone who seeks advice 0.896 

I intend to continue using the online banking platform 0.843 

Source: Data Processing (2024) 

 
Table 3. Discriminant Validity (HTMT Ratios) 

    1 2 3 4 5 6 

1 Customer Service & Support       

2 E-Banking  Satisfaction 0.852      

3 E-Banking Loyalty 0.758 0.883     

4 Privacy & Security 0.623 0.715 0.583    

5 Reliability 0.743 0.741 0.677 0.741   

6 Website/App Design 0.808 0.763 0.638 0.693 0.786   

Source: Data Processing (2024) 

 

Table 4. Convergent validity (Fornell–Lacker Criterion) 

    1 2 3 4 5 6 

1 Customer Service & Support 0.845      

2 E-Banking  Satisfaction 0.770 0.849     

3 E-Banking Loyalty 0.689 0.805 0.861    

4 Privacy & Security 0.546 0.632 0.519 0.885   

5 Reliability 0.626 0.632 0.583 0.620 0.787  

6 Website/App Design 0.692 0.664 0.564 0.584 0.632 0.798 

Source: Data Processing (2024) 

 

3.3 Structural Model Assessment  

Table 5 provides a summary of the hypothesis tests conducted after performing statistical 

analysis. It includes the information about the paths, the T indicators obtained via 

bootstrapping, and the significance of the results for these paths. 
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Figure 2. Measurement Model Assessment 

Source: Data Processing (2024) 

 
Table 5. Hypothesis Test Result 

 Hypothesis Std. Beta Std. Error t-value p-value Discussion 

H1 R → EBCS 0.104 0.097 1.073 0.284 Not Supported 

H2 P&S → EBCS 0.224 0.075 2.988 0.003 Supported 

H3 WD → EBCS 0.498 0.101 4.936 0.000 Supported 

H4 CSS → EBCS 0.123 0.164 0.753 0.451 Not Supported 

H5 EBCS → EBL 0.805 0.037 21.472 0.000 Supported 

Source: Data Processing (2024) 

 

3.4 Discussion 

The purpose of this study is to analyze the impact of e-banking service quality on e-

banking satisfaction and e-banking loyalty within the framework of BCA internet banking in 

Indonesia. H1 reveals that reliability had no positive influence on e-banking satisfaction. The 

result of this study is inconsistent with the previous findings of Liao & Cheung (2002), Ul Haq 

& Awan (2020), Raza et al., (2020), Khatoon et al., (2020), Haron et al., (2020) and Mwiya et 

al., (2022). They argued that reliability had a positive and significant influence on e-banking 

satisfaction. This study indicates that users of BCA’s e-banking service do not view reliability 

as a factor that affects their satisfaction level. Similar results were found in a study by Kaur & 

Kaur (2014), because of internet services lack face to face interaction, this dimension may not 

be significantly necessary for customer satisfaction. Another finding by Stevano et al., (2018) 

argued that respondents believe that internet banking must consistently offer services, so it does 

not significantly enhance customer satisfaction. H2 stated that privacy & security had a positive 

influence with e-banking satisfaction. Research revealed that a higher degree of privacy & 

security has a major impact on the overall happiness of e-banking users. In addition to links 
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between privacy & security and e-banking satisfaction, the prior study conducted by Irgui & 

Qmichchou (2023), Ul Haq & Awan (2020), Wolfinbarger & Gilly (2003), Khatoon et al., 

(2020) demonstrated that privacy & security had a positive influence with e-banking 

satisfaction. The privacy & security is demonstrated by protecting BCA user’s personal and 

financial information, as well as securing their transactions.   

H3 stated that website/app design had a positive influence on e-banking satisfaction. The 

finding is consistent with the prior studies by Kim et al., (2009), Vera & Trujillo (2013), 

Muslim (2016), and  Giao et al., (2020). They argued that website/app design had a positive 

and significant influence on e-customer satisfaction. Website/app design is demonstrated by 

the website/app is updated regularly, well organized, and easy to use. H4 revealed that customer 

service & support had no positive influence on e-banking satisfaction. The result in this study 

is inconsistent with previous findings of  Thaichon et al., (2014), Blut et al., (2015), Quach et 

al., (2016), and Wolfinbarger & Gilly (2003). They concluded that customer service & support 

had positive and significant influence on e-banking satisfaction. However, the present research 

finding is consistent with the finding by Ul Haq & Awan (2020) that confirmed there is no 

positive relationship between customer service & support on e-banking customer satisfaction. 

In this study, customer service & support was not relevant to form the e-banking service quality 

perception for BCA online banking users. According to Wolfinbarger & Gilly (2003), not every 

customer requires assistance every time they make a transaction, so the connection between 

customer service & support with e-banking service quality is minimal.  

H5 stated that e-banking satisfaction had a positive influence on e-banking loyalty.  In 

addition to relationships between e-banking satisfaction and e-banking loyalty, this study is 

consistent with the findings of Gautam & Sah, (2023), Irgui,& Qmichchou (2023), Garcia et 

al., (2020), Ashiq & Hussain (2023), Ul Haq & Awan (2020), Muslim (2016), Raza et al., 

(2020), Haron et al., (2020) and (Mwiya et al., 2022). They argued that e-banking satisfaction 

had positive and significant influence on e-banking loyalty. This study shows that the 

satisfaction of BCA’s e-banking users will result in their continued loyalty to the service over 

time. Customer satisfaction is contemplated by the happiness customers feel when they receive 

banking services that fulfill their financial needs. While customer loyalty is indicated by their 

recommendation of online banking to others, telling positive things, and their intention of 

continue using the online banking. According to Gautam & Sah (2023), customer loyalty is 

significantly impacted by how satisfied customers with the quality of e-banking service 

In this study, website/app design is found to be the key factor of e-banking service quality 

it means that BCA’s e-banking users are looking for the website/app that have interactive 

features, well organized and easy to use. In other words, BCA’s e-banking users are paying 

more attention into website/app design than other dimensions as the main factor in developing 

the connection with the bank. Apart from website/app design, privacy & security factor is also 

the concerned of BCA’s e-banking users. They want their personal information, financial 

information and their transaction are protected and secured. Theoretical and practical 

implications related with e-banking service quality factors is provided in this study. Empirical 

evidence can be used as a finding of this study that explains the positive influence of 

website/app design and privacy/security on e-customer satisfaction and the positive influence 

of e-customer satisfaction on e-customer loyalty. On the contrary, there is no significant 

influence between reliability and customer service & support on e-customer satisfaction. 

Therefore, based on the findings in this study, it is suggested that BCA policymakers should 

focus on the factors related with website/app design and privacy & security to gain customer 

satisfaction and enhance customer loyalty.  
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4. CONCLUSION  

This study investigates the impact of e-banking service quality on e-banking satisfaction 

and e-banking loyalty. E-banking satisfaction served as a mediator to highlight the connection 

between e-banking service quality and e-banking loyalty. The findings have confirmed that 

privacy & security, as well as website/app design have a significant impact on e-banking 

satisfaction. However, the factors of reliability, and customer service & support do not have a 

significant impact on e-banking satisfaction. Additionally, it has been discovered that e-

banking satisfaction plays a vital role as a mediator and predictor of e-banking loyalty. This 

study contributes to the scholarly literature on bank marketing. Furthermore, it gives insights 

for strategic decision making and improvements in digitalization. 

 

5. LIMITATION  

This study has some limitations. To get accurate results, it is necessary to increase the 

total number of internet banking users, expand the sample size, and include a wider range of 

locations in the study. Future researchers may include examining additional dimensions of 

internet service quality, such as interactivity and website services ability (Muslim, 2016). In 

addition, Dahlstrom et al. (2014) and Yu et al., (2015) suggested that perceived risk and trust 

constructs as determinant of e-customer satisfaction and loyalty should be considered for future 

research. 

 

6. REFERENCES 

Ahangar, R. G. (2011). An Investigation into the Determinants of Customers’ Preferences and 

Satisfaction of Internet Banking (Empirical Study of Iranian Banking Industry). Journal 

of Applies Sciences, 11(3), 426–437. 

Ahmed, R. R., Streimikiene, D., Channar, Z. A., Soomro, R. H., & Streimikis, J. (2021). E-

Banking Customer Satisfaction and Loyalty: Evidence from Serial Mediation through 

Modified E-S-QUAL Model and Second-Order PLS-SEM. Engineering Economics, 

32(5), 407–421. https://doi.org/10.5755/J01.EE.32.5.28997 

Akbar, M. M., & Parvez, N. (2009). Impact of service quality, trust, and customer satisfaction 

on customers loyalty. ABAC Journal, 29(1). 

Amin, M., & Nasharuddin, S. Z. (2013). Hospital service quality and its effects on patient 

satisfaction and behavioural intention. Clinical Governance, 18(3), 238–254. 

https://doi.org/10.1108/CGIJ-05-2012-0016 

Anderson, R. E., & Srinivasan, S. S. (2003). E-Satisfaction and E-Loyalty: A Contingency 

Framework. Psychology and Marketing, 20(2), 123–138. 

https://doi.org/10.1002/mar.10063 

Ashiq, R., & Hussain, A. (2023). Exploring the effects of e-service quality and e-trust on 

consumers’ e-satisfaction and e-loyalty: insights from online shoppers in Pakistan. 

Journal of Electronic Business & Digital Economics. https://doi.org/10.1108/jebde-09-

2023-0019 

Aydin, S., & Özer, G. (2005). The analysis of antecedents of customer loyalty in the Turkish 

mobile telecommunication market. European Journal of Marketing, 39(7/8), 910–925. 

Ayinaddis, S. G., Taye, B. A., & Yirsaw, B. G. (2023). Examining the effect of electronic 

banking service quality on customer satisfaction and loyalty: an implication for 

technological innovation. Journal of Innovation and Entrepreneurship, 12(1). 

https://doi.org/10.1186/s13731-023-00287-y 



  

 

 
 
 

| 163 | Vol. 16, No. 1 | Juni 2024 

 

ULTIMA Management | ISSN 2085-4587 

 
Bhatty, M., Skinkle, R., & Spalding, T. (2001). Departments-Headstart-Retaining customer 

loyalty, the customer’s way. Ivey Business Journal, 65(3), 8–17. 

Blut, M., Frennea, C. M., Mittal, V., & Mothersbaugh, D. L. (2015). How procedural, financial 

and relational switching costs affect customer satisfaction, repurchase intentions, and 

repurchase behavior: A meta-analysis. International Journal of Research in Marketing, 

32(2), 226–229. https://doi.org/10.1016/j.ijresmar.2015.01.001 

Cheah, J. H., Sarstedt, M., Ringle, C. M., Ramayah, T., & Ting, H. (2018). Convergent validity 

assessment of formatively measured constructs in PLS-SEM: On using single-item 

versus multi-item measures in redundancy analyses. International Journal of 

Contemporary Hospitality Management, 30(11), 3192–3210. 

https://doi.org/10.1108/IJCHM-10-2017-0649 

Chemingui, H., & Lallouna, H. Ben. (2013). Resistance, motivations, trust and intention to use 

mobile financial services. International Journal of Bank Marketing, 31(7), 574–592. 

https://doi.org/10.1108/IJBM-12-2012-0124 

Chou, D. C., & Chou, A. Y. (2000). A guide to the internet revolution in banking. Information 

Systems Management, 17(2), 47–53. 

https://doi.org/10.1201/1078/43191.17.2.20000301/31227.6 

Choudhury, K. (2013). Service quality and customers’ purchase intentions: An empirical study 

of the Indian banking sector. International Journal of Bank Marketing, 31(7), 529–543. 

https://doi.org/10.1108/IJBM-02-2013-0009 

Dahlstrom, R., Nygaard, A., Kimasheva, M., & Ulvnes, A. M. (2014). How to recover trust in 

the banking industry? A game theory approach to empirical analyses of bank and 

corporate customer relationships. International Journal of Bank Marketing, 32(4), 268–

278. https://doi.org/10.1108/IJBM-03-2014-0042 

Demirci Orel, F., & Kara, A. (2014). Supermarket self-checkout service quality, customer 

satisfaction, and loyalty: Empirical evidence from an emerging market. Journal of 

Retailing and Consumer Services, 21(2), 118–129. 

https://doi.org/10.1016/j.jretconser.2013.07.002 

Dwi Suhartanto, Mohd Helmi Ali, Kim Hua Tan, F. S. &, & Kusdibyo, L. (2019). Loyalty 

toward online food delivery service: the role of e-service quality and food quality. 

JOURNAL OF FOODSERVICE BUSINESS RESEARCH, 22(1), 81–97. 

Eid, M. I. (2011). Determinants of e-commerce customer satisfaction, trust, and loyalty in 

Saudi Arabia. Journal of Electronic Commerce Research, 12(1), 78–93. 

Firdous, S., & Farooqi, R. (2017). Impact of internet banking service quality on customer 

satisfaction. Journal of Internet Banking and Commerce. 

Garcia, J. M., Freire, O. B. D. L., Santos, E. B. A., & Andrade, J. (2020). Factors affecting 

satisfaction and loyalty to online group buying. Revista de Gestao, 27(3), 211–228. 

https://doi.org/10.1108/REGE-02-2018-0037 

Gautam, D. K., & Sah, G. K. (2023). Online Banking Service Practices and Its Impact on E-

Customer Satisfaction and E-Customer Loyalty in Developing Country of South Asia-

Nepal. SAGE Open, 13(3), 1–14. https://doi.org/10.1177/21582440231185580 

George, A., & Kumar, G. S. G. (2014). Impact of service quality dimensions in internet banking 

on customer satisfaction. Decision, 41(1), 73–85. https://doi.org/10.1007/s40622-014-

0028-2 

Gera, R. (2011). Modelling e-service quality and its consequences in India: An SEM approach. 



  

 

 
 
 

| 164 | Vol. 16, No. 1 | Juni 2024 

 

ULTIMA Management | ISSN 2085-4587 

 
Journal of Research in Interactive Marketing, 5(2), 203–225. 

https://doi.org/10.1108/17505931111187811 

Giao, H. N. K., Vuong, B. N., & Quan, T. N. (2020). The influence of website quality on 

consumer’s e-loyalty through the mediating role of e-trust and e-satisfaction: An 

evidence from online shopping in Vietnam. Uncertain Supply Chain Management, 8(2), 

351–370. https://doi.org/10.5267/j.uscm.2019.11.004 

Guo, X., Ling, K. C., & Liu, M. (2012). Evaluating factors influencing consumer satisfaction 

towards online shopping in China. Asian Social Science, 8(13), 40–49. 

https://doi.org/10.5539/ass.v8n13p40 

Hair, J. F., Anderson, R. E., Babin, B. J., & Black, W. C. (2010). Multivariate data analysis: 

A global perspective. 

Haron, R., Abdul Subar, N., & Ibrahim, K. (2020). Service quality of Islamic banks: 

satisfaction, loyalty and the mediating role of trust. Islamic Economic Studies, 28(1), 3–

23. https://doi.org/10.1108/ies-12-2019-0041 

Hussien, M. I., & El Aziz, R. A. (2013). Investigating e-banking service quality in one of 

Egypt’s banks: A stakeholder analysis. TQM Journal, 25(5), 557–576. 

https://doi.org/10.1108/TQM-11-2012-0086 

Irgui, A., & Qmichchou, M. (2023). Contextual marketing and information privacy concerns 

in m- commerce and their impact on consumer loyalty. Arab Gulf Journal of Scientific 

Research. 

Jameel, A. S., Hamdi, S. S., Karem, M. A., Raewf, M. B., & Ahmad, A. R. (2021). E-

Satisfaction based on E-service Quality among university students. Journal of Physics: 

Conference Series, 1804(1). https://doi.org/10.1088/1742-6596/1804/1/012039 

Jayawardhena, C. (2004). Measurement of Service Quality in Internet Banking: The 

Development of an Instrument. Journal of Marketing Management, 20(1–2), 185–207. 

https://doi.org/10.1362/026725704773041177 

John T. Bowen, & Shiang‐Lih Chen. (2001). The Relationship Between Customer Loyalty and 

Customer Satisfaction. International Journal of Contemporary Hospitality Management, 

5(13), 213–217. 

Kassim, N., & Asiah Abdullah,  nor. (2010). The effect of perceived service quality dimensions 

on customer satisfaction, trust, and loyalty in e-commerce settings: A cross cultural 

analysis. Asia Pacific Journal of Marketing and Logistics, 22(3), 351–371. 

https://doi.org/10.1108/13555851011062269 

Kaur, J., & Kaur, B. (2014). Determining Internet Banking Service Quality and Customer 

Satisfaction in India. Apeejay’s Commerce & Management Journal, 03(01), 21–29. 

Khan, M. M., & Fasih, M. (2014). Impact of service quality on customer satisfaction and 

customer loyalty: Evidence from banking sector. Pakistan Journal of Commerce and 

Social Sciences (PJCSS), 8(2), 331–354. 

Khatoon, S., Zhengliang, X., & Hussain, H. (2020). The Mediating Effect of Customer 

Satisfaction on the Relationship Between Electronic Banking Service Quality and 

Customer Purchase Intention: Evidence From the Qatar Banking Sector. SAGE Open, 

10(2). https://doi.org/10.1177/2158244020935887 

Kim, J., Jin, B., & Swinney, J. L. (2009). The role of etail quality, e-satisfaction and e-trust in 

online loyalty development process. Journal of Retailing and Consumer Services, 16(4), 

239–247. https://doi.org/10.1016/j.jretconser.2008.11.019 



  

 

 
 
 

| 165 | Vol. 16, No. 1 | Juni 2024 

 

ULTIMA Management | ISSN 2085-4587 

 
Kim, M. K., Wong, S. F., Chang, Y., & Park, J. H. (2016). Determinants of customer loyalty 

in the Korean smartphone market: Moderating effects of usage characteristics. 

Telematics and Informatics, 33(4), 936–949. https://doi.org/10.1016/j.tele.2016.02.006 

Lazarus, R. S. (1991). Progress on a cognitive-motivational-relational theory of emotion. 

American Psychologist, 46(8), 819–834. https://doi.org/10.1037/0003-066X.46.8.819 

Li, Y. M., & Yeh, Y. S. (2010). Increasing trust in mobile commerce through design aesthetics. 

Computers in Human Behavior, 26(4), 673–684. 

Li, H., & Suomi, R. (2009). A Proposed Scale for Measuring E-service Quality. International 

Journal of U- and e-Service, Science and Technology, 2(1), 1–10. 

Liao, Z., & Cheung, M. T. (2002). Internet-based e-banking and consumer attitudes.pdf. 

Information and Management Journal, 39, 283–295. 

Ling, G. M., Fern, Y. S., Boon, L. K., & Huat, T. S. (2016). Understanding Customer 

Satisfaction of Internet Banking: A Case Study In Malacca. Procedia Economics and 

Finance, 37(16), 80–85. https://doi.org/10.1016/s2212-5671(16)30096-x 

Maiyaki, A. A., & Mokhtar, S. S. M. (2016). Correlates of consumer online buying behavior. 

In KODISA ICBE. International Conference on Business and Economics, 2016(1), 497–

499. 

Malhotra, N. K. (2020). Marketing research: an applied prientation. 

Malik, M. N. B. A. Z. (2011). Impact of perceived service quality on banking customers’ 

loyalty. Interdisciplinary Journal of Contemporary Research in Business, 3(8), 637–645. 

Mansoor, M., Awan, T. M., & Alobidyeen, B. (2020). Structure and Measurement of Customer 

Experience Management. International Journal of Business and Administrative Studies, 

6(4). https://doi.org/10.20469/ijbas.6.10001-4 

Muslim, A. (2016). Internet banking service quality and its implication on e-customer 

satisfaction and e-customer loyalty. International Journal of Bank Marketing, 34(1), 1–

5. 

Mwiya, B., Katai, M., Bwalya, J., Kayekesi, M., Kaonga, S., Kasanda, E., Munyonzwe, C., 

Kaulungombe, B., Sakala, E., Muyenga, A., & Mwenya, D. (2022). Examining the 

effects of electronic service quality on online banking customer satisfaction: Evidence 

from Zambia. Cogent Business and Management, 9(1). 

https://doi.org/10.1080/23311975.2022.2143017 

Nam, C., Cho, K., & Kim, Y. Do. (2021). Cross-cultural examination of apparel online 

purchase intention: S-O-R paradigm. Journal of Global Fashion Marketing, 12(1), 62–

76. https://doi.org/10.1080/20932685.2020.1845766 

Omotayo, F. O. (2020). Use and non-use of internet banking among elderly people in Nigeria. 

International Journal of Social Sciences and Management, 7(2), 42–54. 

Osman, Z. (2014). Conceptual framework development for customer loyalty in Malaysian 

commercial banking industry. International Journal of Management, IT and 

Engineering, 4(2), 197–214. 

Özgüven, N. (2011). Analysis of the Relationship Between Perceived Security and Customer 

Trust and Loyalty in Online Shopping. Chinese Business Review, 10(11), 990–997. 

https://doi.org/10.17265/1537-1506/2011.11.004 

Parasuraman, A. B. L. L., Zeithaml, V. A., & Berry, L. (1988). SERVQUAL: A multiple-item 

scale for measuring consumer perceptions of service quality. Journal of Retailing, 64(1), 



  

 

 
 
 

| 166 | Vol. 16, No. 1 | Juni 2024 

 

ULTIMA Management | ISSN 2085-4587 

 
12. 

Polatoglu, V. N., & Ekin, S. (2003). An Empirical Investigation of the Determinants of User 

Acceptance of Internet Banking. Journal Of Organizational Computing And Electronic 

Commerce, 13(2), 123–145. http://hdl.handle.net/10722/43542 

Pooya, A., Abed Khorasani, M., & Gholamian Ghouzhdi, S. (2020). Investigating the effect of 

perceived quality of self-service banking on customer satisfaction. International Journal 

of Islamic and Middle Eastern Finance and Management, 13(2), 263–280. 

https://doi.org/10.1108/IMEFM-12-2018-0440 

Quach, T. N., Thaichon, P., & Jebarajakirthy, C. (2016). Internet service providers’ service 

quality and its effect on customer loyalty of different usage patterns. Journal of Retailing 

and Consumer Services, 29, 104–113. https://doi.org/10.1016/j.jretconser.2015.11.012 

Ramseook-Munhurrun, P., & Naidoo, P. (2011). Customers’ perspectives of service quality in 

Internet banking. Services Marketing Quarterly, 32(4), 247–264. 

https://doi.org/10.1080/15332969.2011.606753 

Raza, S. A., Umer, A., Qureshi, M. A., & Dahri, A. S. (2020). Internet banking service quality, 

e-customer satisfaction and loyalty: the modified e-SERVQUAL model. TQM Journal, 

32(6), 1443–1466. https://doi.org/10.1108/TQM-02-2020-0019 

Rita, P., Oliveira, T., & Farisa, A. (2019). The impact of e-service quality and customer 

satisfaction on customer behavior in online shopping. Heliyon, 5(10), e02690. 

https://doi.org/10.1016/j.heliyon.2019.e02690 

Sakhaei, S. F., Afshari, A. J., & Esmaili, E. (2014). The Impact Of Service Quality On 

Customer Satisfaction In Internet Banking. Journal of Mathematics and Computer 

Science, 09(01), 33–40. https://doi.org/10.22436/jmcs.09.01.04 

San Martín, S., & Camarero, C. (2009). How perceived risk affects online buying. Online 

Information Review, 33(4), 629–654. 

Sarstedt, Marko,  et al. (2019). How to specify, estimate, and validate higher-order constructs 

in PLS-SEM. Australasian Marketing Journal, 27(3), 197–211. 

Shaikh, A. A., & Karjaluoto, H. (2015). Mobile banking adoption: A literature review. 

Telematics and Informatics, 32(1), 129–142. https://doi.org/10.1016/j.tele.2014.05.003 

Shankar, A., & Jebarajakirthy, C. (2019). The influence of e-banking service quality on 

customer loyalty: A moderated mediation approach. International Journal of Bank 

Marketing, 37(5), 1119–1142. 

Shankar, A., & Kumari, P. (2016). actors affecting mobile banking adoption behavior in India. 

Journal of Internet Banking and Commerce, 21(1), 1. 

Siddiqi, K. O. (2011). Interrelations between Service Quality Attributes, Customer Satisfaction 

and Customer Loyalty in the Retail Banking Sector in Bangladesh. International Journal 

of Business and Management, 6(3), 12–36. https://doi.org/10.5539/ijbm.v6n3p12 

Singh, J., & Kaur, P. (2013). Customers’ attitude towards technology based services provided 

by select indian banks: Empirical analysis. International Journal of Commerce and 

Management, 23(1), 56–68. https://doi.org/10.1108/10569211311301439 

Singh, N., Srivastava, S., & Sinha, N. (2017). Consumer preference and satisfaction of M-

wallets: a study on North Indian consumers. International Journal of Bank Marketing, 

35(6), 944–965. https://doi.org/10.1108/IJBM-06-2016-0086 

Stevano, S., Andajani, E., & Rahayu, S. (2018). Influence  Service Quality to Customer 



  

 

 
 
 

| 167 | Vol. 16, No. 1 | Juni 2024 

 

ULTIMA Management | ISSN 2085-4587 

 
Satisfaction and Customer Loyalty Using Self Service Technology Internet Banking. In 

5th International Conference on Business, Economic and Social Sciences (ICBESS), 22. 

Thaichon, P., Lobo, A., Prentice, C., & Quach, T. N. (2014). The development of service 

quality dimensions for internet service providers: Retaining customers of different usage 

patterns. Journal of Retailing and Consumer Services, 21(6), 1047–1058. 

https://doi.org/10.1016/j.jretconser.2014.06.006 

Ul Haq, I., & Awan, T. M. (2020). Impact of e-banking service quality on e-loyalty in pandemic 

times through interplay of e-satisfaction. Vilakshan - XIMB Journal of Management, 

17(1/2), 39–55. https://doi.org/10.1108/xjm-07-2020-0039 

Vera, J., & Trujillo, A. (2013). Service quality dimensions and superior customer perceived 

value in retail banks: An empirical study on Mexican consumers. Journal of Retailing 

and Consumer Services, 20(6), 579–586. 

https://doi.org/10.1016/j.jretconser.2013.06.005 

Wardhani, A. K. (2020). Identifying consumer review through web design and online 

advertisement in online shop. International Journal of Data and Network Science, 4(3), 

289–296. https://doi.org/10.5267/j.ijdns.2020.6.004 

Wolfinbarger, M., & Gilly, M. C. (2003). eTailQ: Dimensionalizing, measuring and predicting 

etail quality. Journal of Retailing, 79(3), 183–198. https://doi.org/10.1016/S0022-

4359(03)00034-4 

Yu, P.L., Balaji, M. and Khong, K. W. (2015). “Building trust in internet banking: a 

trustworthiness perspective”,. Industrial Management & Data Systems, 115(2), 235–252. 

Zeithaml, V. A. (2002). Service excellence in electronic channels. Managing Service Quality. 

Managing Service Quality: An International Journal, 12(3), 135–139. 

Zhao, Y. L., & Di Benedetto, C. A. (2013). Designing service quality to survive: Empirical 

evidence from Chinese new ventures. Journal of Business Research, 66(8), 1098–1107. 

https://doi.org/10.1016/j.jbusres.2012.03.006 

Zhou, T., Lu, Y., & Wang, B. (2009). The relative importance of website design quality and 

service quality in determining consumers’ online repurchase behavior. Information 

Systems Management, 26(4), 327–337. https://doi.org/10.1080/10580530903245663 

 


