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Abstract
The fast growing pace of information technology and its penetration in various business activities is a common phenomenon in present day.
Service industries are far ahead in wise use of information technology. Service providers are now using information technology for
providing the services to customers with high pace and great convenience. Banking sectors are one of major beneficiaries to it. E-banking
is grabbing a major portion of banking transactions which is bringing convenience to both the e-banking service providers as well to the
customers. But at the same time high use of information technology in banking services is leading to a big challenge for banking firms in
terms of understanding customers’ expectations and meeting them. This research work is an effort to measure the customers’ satisfaction in
e-banking services in the Sultanate of Oman. This study also emphasizes on establishing relationship of customer satisfaction with
perceived customer expectations and perceived service levels of e-banking service providers. 96 respondents who are users of e-banking
services in Oman were surveyed using a five-item Likert Scale questionnaire prepared on the basis of e-service quality scale (E-S-QUAL)
and satisfaction scale. Through literature review and data analysis, this research study concludes that though use of technology while
providing e-banking services is low in Oman as compared to other nations but customers’ perceptions are positive.
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1. Introduction
The business environment is changing rapidly in view of fast changing technological environment. Many activities are nowadays handled
electronically as it brings convenience to the people. Banking services are also not untouchable to information technology. Rather, banking
sector is one of the major beneficiaries of it. Convenience such as getting rid of waiting in queue for availing services or banking from
home or work place, gave a new dimension to the acceptability of Information technology in baking sector. It is well understood that
increasing use of information technology in a service organization leads to reduced cost and improve service delivery (Lee & Allaway,
2002).

The characteristics of services are unique and different than characteristics of physical products. Its unique characteristics such as
intangibility, inseparability, heterogeneity, and perish ability (Hoffman & Bateson, 2008) make measuring customer perception a
challenging task for the firms offering services. Parasuraman, Zeithaml, & Berry (1988) first developed the SERVQUAL model as a tool to
measure customer perception of service quality. E-banking provides higher degree of convenience that enables customers to access internet
bank at all times and places (Poon, 2008). E-banking is an umbrella term for the process by which a customer may perform a number of
banking transactions electronically through the internet without visiting a traditional brick-and-mortar institution (Al Hinai, Al Badi, & Al
Shihi, 2013). It may use ATM, telephone, internet, cell phone etc for delivery of banking services. It facilitates an effective payment and
accounting system thereby enhancing the speed of delivery of banking services considerably (Baral, 2012). Measuring customers’
perception and satisfaction of banks’ electronic services are difficult to explain and measure (Cronin & Taylor, 1992).

In brief, increasing usage of online banking and other electronic resources are compelling banks to study the usage pattern of e-banking.
Banks are now on toe in communicating e-banking services, providing fast assistance to problems of e-banking users, collecting users’
feedback and their perception, and design suitable e-banking services as per feedback. This research study is an insight to available e-
banking services in the Sultanate of Oman. And, primarily this study attempts to understand the customers’ perception regarding usage of
e-banking in Sultanate of Oman.

2. Literature Review
2.1 Customer Satisfaction
Customer satisfaction is typically defined by Gundersen (1996) as a post consumption evaluative judgment concerning a specific product or
service. Homburg (2007) concluded that customer satisfaction positively affects business profitability. Customer satisfaction is increasingly
becoming a corporate goal as more and more companies strive for quality in their products and services (Hubbert, 1994). Customer
satisfaction is a major outcome of marketing activity and serves as a link between various stages of consumer buying behaviour. Satisfied
customers are also likely to tell others about their favourable experiences and thus engage in positive word-of-mouth advertising(Jamal &
Naser, 2002).

The most widely accepted conceptualization of customer satisfaction concept is the expectancy disconfirmation theory (McQuitty, Finn, &
Wiley, 2000). The theory was developed by Oliver (1980)who proposed that satisfaction level is a result of the difference between expected
and perceived performance. Continuing with this theory, Parasuraman et al. (1988) developed most widely accepted tool for measuring
perceived service quality which is the result of the difference between customer expectations and his perception of the actual performance
of the service. Murthy(2010) highlighted that the banks should not only satisfy the routine functions of the customers but also think of
innovative ideas of new services to retain the existing customers. Jayachand (2008) said that the adoption of advanced technologies is the
need of present banking business to retain the customers’ positive attitude towards banking services.

2.2 Customer Satisfaction in E-Banking
There are many prominent research activities have been carried out in the field of customer perception in e-banking. Prior researches have
empirically shown that measuring customers’ perception has been a very key area for researchers and players of banking sectors.
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Durkin et al., (2007) stated that use of information technology in banking sector can serve to reduce costs and improve service reliability.
The study was to examine customer communication preferences when interacting with their bank.Lowis (1991) reviewed the importance of
satisfying the existing customers for establishing long term customer relationship and insisted that the satisfaction of present customers is
the prerequisite for any service producing organization including banks. Uppal & Chawla, (2009) studied the customer perceptions
regarding e-banking services by investigating its necessity for quality of e-banking services, bank frauds, preference of customers regarding
banks, and problems faced by customers in operating e-banking. Yibin (2003) analyzed the status, trends, challenges and implications of E-
banking and concluded that E-banking could not only improve the access to finance but also with better and more competitive rates.
Sali(2004) studied customers’ satisfaction about ATM cards and concluded that to provide better services, banks need superior customer
service along with good quality products and assets. Shajhan (2005) measured the level of customer’s satisfaction on various modes of
banking services such as internet, phone, and ATMs in India and also anticipated the frequency of visits by customers to banks for various
needs. Jain & Hundal (2006) articulated the stimulating and inhibiting attributes in the adoption of mobile banking and outlined some
managerial applications.

2.3 Customer Satisfaction in E-Banking in Oman
Literature review shows that there are many research work carried out in customer satisfaction in banking sectors in Oman, but few in e-
banking areas. The banking sector has developed at par with some international banks in the Sultanate of Oman (Azad, Sadi, & Faiyaz,
2011).

Sadiet al.(2010) investigated the level of Information and Communication Technology (ICT) adoption in the banking sector in Oman.
Specifically, it was also an effort to assess the prospects of M-Banking in Oman. This research concluded that level of patronage among the
customers in Oman is low which is expected to improve with boost of newer technology in mobile networks in the Sultanate. Ahmed
(2009) measured the consumers’ perception of satisfaction and/or dissatisfaction of e-banking services in the UAE and Oman. Through this
research it was found that customers in the UAE are more satisfied with e-banking services than the customers in Oman. Al-Hajri (2008) in
his research paper mentioned that still in the era of advanced technology, most of banks in Oman are conducting banking transactions using
traditional methods. This research article studied the customers’ perception regarding e-banking in Oman using four dimensions: relative
advantage, organizational performance, customer relationship, and ease of use.

3. Research Aims and Hypothesis
Through literature review, two conclusions can be drawn when it comes to measuring customer satisfaction while delivering e-banking
services to customers. Firstly, it can be concluded that meeting customers’ perceived expectation while delivering e-banking services in a
fast growing technological environment is a big challenge for players of e-banking. And secondly, the other challenging job for banking
service providers is keeping the perceived service level higher in order to satisfy the customers.

Purpose of this study is to find out the relationship between customers’ satisfaction with customers’ perceived expectations while using e-
banking services in the Sultanate of Oman. This study is also an effort to establish the relationship between customers’ satisfaction and
perceived service levels of e-banking services in Oman.

The above said purpose led to the formulation of the following two research hypotheses:
H1: Customer satisfaction from service delivery is higher (lower) when the perceived expectations are higher (lower).
H2: Customer satisfaction from service delivery is higher (lower) when the perceived service levels are higher (lower).

4. Research Methodology
The research design used in conducting this research is descriptive and analytical in nature. The total number of 96 respondents, who were
above 20 years of age, was surveyed for conducting this research study. 53 respondents were the customer of Bank Muscat and 43 were the
customer of HSBC using e-banking services. The respondents were selected using convenience sampling method of non-probability
sampling.

Data was collected through a survey using a five-item Likert Scale questionnaire prepared on the basis of e-service quality scale (E-S-
QUAL) given by Parasuraman, Zeithaml, & Malhotra (2005)and satisfaction scale proposed by Gustafsson, Johnson, & Roos (2005).

Table 1: Scale Items for measuring Consumer Expectation and Consumer Perception
Quality Dimension Statements

Efficiency
(Parasuramanet al.,
2005)

The bank’s site makes it easy to find what I need on the web site.
It makes it easy to get anywhere on the site
It enables me to complete a transaction quickly.
Information at the bank’s site is well organized.
It loads its pages fast
The bank’s site is simple to use.
The bank’s site enables me to get on to it quickly
The bank’s site is well organized.

System availability
(Parasuramanet al.,
2005)

The bank’s site is always available for business.
The bank’s site launches and runs right away
The bank’s site does not crash.
Pages at the bank’s site do not freeze after I enter my order information.
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Fulfillment
(Parasuramanet al.,
2005)

When the bank promises to do something by a certain time, it does so.
My online transactions with the bank are always accurate.
The bank’s site makes accurate promises about the service being delivered.

Service variety
(Jun & Cai, 2001)

The menu options offered by bank website always satisfy all my service needs.
The ranges of product packages offered by bank website always are wide enough.
The services with the features offered by bank website always meet what I want.
Most of the service functions offered by brick-and-mortar branches can also be found on
the bank website.

Responsiveness
(Parasuramanet al.,
2005)

The bank website always gives me prompt service to my requests. via online
The bank’s website always quickly resolves problems I encountered via online.
The bank’s website always promptly completes transactions I requests via online.

Security
(Wang & Tang,
2004)

The personal information is always treated confidently on the bank website.
The online transactions are always safe.
The sensitive information (e.g. credit card number) provided during online banking is
always secured.
The risk associated with online banking is always low.

Contact
(Parasuramanet al.,
2005)

The bank is easily accessible by telephone.

The site has customer service representatives available online.

Satisfaction
(Gustafsson, Johnson
&Roos, 2005)

I am very dissatisfied with the bank’s services.
I am very satisfied with the bank’s services.
The bank’s services are falling short of my expectations.
The services offered by the bank exceed my expectations.
The bank is not very close to ideal provider.
The bank is very close to ideal provider.

5. Data Analysis: Findings
5.1 Reliability Analysis
Reliability analysis was conducted and value of cronbach’s alpha was calculated for every scale. Summary of findings for scales of every
dimension are shown as below.

Table 2: Summary of Reliability Analysis (Cronbach’s Alpha)
Dimensions Number of items Reliability coefficients (Cronbach’s Alpha)

Customers’ Expectation 29 .9569
Customers’ Perception 29 .9668
Customers’ Satisfaction 29 .8432

The value of cronbach’s alpha for scales used under every dimension is very closer to 1, which indicates the reliability of scales used in the
questionnaire.

5.2 Gap Analysis
The gap score analysis helps us to find out how customers perceive e-service quality in online banking and tries to identify the different
dimensions of service quality they are satisfied with.

According to Parasuramanet al., (2005) the higher (more positive) the difference between perception and expectation scores, the higher the
perceived service quality and thus leads to a higher level of customer satisfaction. The gap scores were calculated based on the difference
between the consumers’ perceptions and expectations of e-banking services.

Table 3: GAP Score -Service Quality Dimensions
Dimension Expectations Perceptions Gap Scores

Efficiency 3.25 4.25 1.00
System availability 3.25 4.00 0.75
Fulfillment 4.20 4.20 0.00
Service Variety 2.75 4.00 1.25
Responsiveness 4.00 4.00 0.00
Security 4.67 4.00 -0.67
Contact 3.50 4.50 1.00

Total Average GAP 3.33

It was found that customers’ perceptions of service quality offered by banks met their expectations except security dimension being
negative. Efficiency had a gap of (1), System availability (0.75), Fulfillment (0), Service Variety (1.25), Responsiveness (0), Security (-
0.67) and Contact (1) respectively. The overall mean GAP was 3.33. Hence, it was found that the respondents surveyed were having a
positive perception about e-banking services offered by banks.
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5.3 Test of Hypotheses
Hypotheses developed in this research study have been tested using correlation analysis of data collected through questionnaire. The value
of Pearson correlation has been calculated at the significance level of 1%.

Hypothesis - I
H1: Customer satisfaction from service delivery is higher (lower) when the perceived expectations are higher (lower).
H01: There is no significant correlation between customer satisfaction from service delivery and perceived expectations.

Table 4: Correlation Analysis Customer Expectation

Expectations Satisfaction

Expectations

Pearson Correlation 1 .290(**)

Sig. (2-tailed) . .004

N 96 96

Satisfaction

Pearson Correlation .290(**) 1

Sig. (2-tailed) .004 .

N 96 96

** Correlation is significant at the 0.01 level (2-tailed)

According to the statistical values exhibited in Table 14, it is quite evident that the null hypothesis H01 gets rejected (r=0.290, p=0.004).
This leads us to a conclusion that if customers’ perceived expectations from service are higher (lower), the associated customer satisfaction
from service delivery can also be expected to be higher (lower). Moreover, a low value of the coefficient of correlation (r=0.290, p=0.004)
indicates a weak, although significant correlation between the said variables.

Hypothesis - II
H2: Customer satisfaction from service delivery is higher (lower) when theperceived service levels are higher (lower).
H02: There is no significant correlation between consumer satisfaction from service delivery and perceived service levels.

Table 5: Correlation Analysis Customer Perception

Satisfaction Perception

Satisfaction

Pearson Correlation 1 .562(**)

Sig. (2-tailed) . .000

N 96 96

Perception

Pearson Correlation .562(**) 1

Sig. (2-tailed) .000 .

N 96 96

** Correlation is significant at the 0.01 level (2-tailed)

According to the statistical values exhibited in Table 15, it is quite evident that the null hypothesis H02 gets rejected (r=0.562, p=0.000).
This leads us to a conclusion that if customers’ perceptions from service are higher (lower), the associated customer satisfaction from
service delivery can also be expected to be higher (lower). Moreover, a medium value of the coefficient of correlation (r=0.562, p=0.000)
indicates a moderate, although significant correlation between the said variables.

6. Conclusion
It was found that customers’ perceptions of service quality offered by banks met the customers’ expectations in all dimensions except
security dimension where it was found negative. Other dimensions such as efficiency, system availability, fulfillment, service variety,
responsiveness, and contact respectively had positive gap between customers’ perceptions and expectations. The overall mean GAP was
found to be 3.33. Hence, it can be concluded that the respondents surveyed were having a positive perception about e-banking services
offered by banks in the Sultanate of Oman.

Null hypothesis 1 was examined using correlation analysis and the output as significance value was .004 (significance level = .01, 2-tailed),
which is much lower than .05. So, it can be concluded that if customers’ perceived expectations from e-banking services are higher (lower),
the associated customer satisfaction from service delivery can also be expected to be higher (lower).Null hypothesis 2 was examined using
correlation analysis and the output as significance value was .000 (significance level = .01, 2-tailed). So, it can be concluded that if
customers’ perceptions from e-banking services are higher (lower), the associated customer satisfaction from service delivery can also be
expected to be higher (lower).
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