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Abstract
Digital banking could be a new era for banks in Palestine. Electronic banking services have become an essential
part of the banking services in most of the banks in Palestine, along with the traditional banking represented by
the physical branches. Recently, more banks in Palestine have shifted towards Electronic Banking services by
utilizing the advancement in the Information and Telecommunication technology thereby enhancing the
customer experience and satisfaction, and increasing the efficiency of the banking services, since electronic
banking is available 24/7, with no restrictions on working hours.
This study examines the correlation between electronic banking services in Palestine and customer satisfaction.
The main question is: “What is the impact of the electronic banking strategies on customers’ satisfaction within
the banking sector in Palestine?” The methodology used to tackle this question is based on two major
components: a) survey design targeting 347 banks’ customers in 8 banks in Palestine, b) Direct interviews with
the Top management of two major banks in Palestine (Arab Bank and Bank of Palestine) on the bank's future
strategies towards Electronic banking.
With the introduction of the Third generation of wireless internet (3G) service in Palestine, the internet has
become readily available and accessible, at any time. Along with the availability of traditional wireless network
in the bank itself, the banking systems in Palestine are moving quickly toward digitalization. This study finds
several interesting findings, one of these findings is the significant positive correlation between electronic
banking strategies and customer satisfaction using these services. Thus, the study null hypothesis was rejected
and the alternative hypothesis was accepted. This finding will be guiding the banks in Palestine to build
strategies focusing on electronic banking services to achieve one of their top objectives by attracting and
retaining their customers for the long-term.
Keywords: customer satisfaction, Electronic Banking (E-Banking), electronic banking strategies, Information
and Telecommunication Technology (ITC), Palestine banking sector
1. Introduction
1.1 General Overview
Information and Communication Technology (ICT) is significantly transforming most businesses to become
technologically friendly. Currently, we have reached the fourth stage of the Technology Revolution, which
includes the automation of most processes in the sector of business, education, economy, etc. and rising new
technologies such as the Internet of Things (IoT), Self-driving cars, etc. The Banking sector is no exception, as it
is also undergoing profound transformation within its processes. Banking worldwide has shifted towards
electronic banking which has been facilitated by advancements in technology, which varied from one country to
another. Some banks moved completely from traditional banking to digital banking, others moved to digital
banking while maintaining traditional banking as another option. However, in both options, the Internet access is
essential for executing banking transactions, whereas the availability and the quality of Internet service will
differ from one country to another, and from one bank to another.
Thulani et al. (2009): The term Electronic Banking “refers to systems and processes that enable customers to
get access to their bank accounts and to receive information on products and services”. Nowadays customers are
able to access all bank services via the Internet. Thulani et al. (2009): “They do interact with banks without the
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intervention of or inconvenience of sending letters, faxes, original signatures, and telephone Conformations.”
According to Keivani et al. (2012), Electronic Banking is “an umbrella term for the process by which a
customer may perform banking transactions electronically without visiting a brick-and-mortar institution”.
Applying the Electronic Banking strategy contains two main elements: the customer's reliability in Electronic
Banking, and is the electronic banking services itself, how safe and available in providing different banking
solutions.
According to The Palestine Monetary Authority (2018): Palestine Banking sector has fourteen legal banks
introducing the banking services in the West Bank and Gaza, 7 local banks and 7 foreign banks, most of them
have started the move into electronic banking services side by side with the traditional banking, through the
existing physical branches inside Palestine. The study found that all banks are offering Automatic Teller
Machines (ATMs) and Internet banking, with approximately half of them offering mobile banking and others
offering online banking side by side with existing physical branches network in the West Bank and Gaza.
One of the strategic goals of banks is to attract new customers and retain the existing as much as possible. The
key to achieving that is the trust relationship between the banks and their customers since trust is one of the
bank’s most valuable assets. This directly impacts the bank’s reputation, which is built over time through the
customer’s lifecycle with the bank. The more the customer is satisfied with the bank's services, the more he/she
is satisfied with the bank, and vice versa.
1.2 Problem Statement
The main research question of this study is: “What is the impact of electronic banking strategies on customer
satisfaction in Palestine?” This question will be investigated and answered from two perspectives: The first is
from the perspective of banking customers themselves and how much they are satisfied with electronic banking
(E-Banking). The second is from the perspective of the banks’ administration and how they find the benefits for
the banks in offering the E-banking services for their customers in terms of cost, operations efficiency, and
customer relations perspectives.
This will act as a guide for banks to use if they intend to go over the electronic banking services, they will have
to increase the investment in these electronic solutions when opening or expanding the physical bank branch. If
they need to maintain the old fashion traditional banking method, since the customers in Palestine may still
prefer visiting the banks and execute the banking transactions face to face with the bank's employees.
1.3 Study Objectives
The main objective is to fill the knowledge gap, due to the limited previous studies conducted on this subject in
Palestine. This will be done by achieving the following sub-objectives:
•

Examining the impact of Electronic Banking on customers’ satisfaction by targeting the 14 banks working
in Palestine, under the umbrella of Palestine Monetary Authority (PMA 2018).

•

Developing a clear overview of the Banks’ Management strategies and Plans towards Electronic Banking in
Palestine, by conducting interviews with selective banks.

•

Understanding the main factors, influencing customer satisfaction level toward Electronics Banking
services, through the research design and questionnaire.

•

Guiding all the key stakeholders (the banks, the Palestine Monetary Authority, and Palestine Government),
in developing their future strategies, regarding the Electronic Banking services and financial services, for
better coordination and better results for the end-users (Customers).

1.4 Scope and Significance of the Study
The scope of the study will be on the 14 banks working in Palestine (pma.ps 2018), and this will demonstrate the
impacts of the banking sector, regardless to the differences in the service between the banks. The study is limited
to four main electronic banking services, which are Automatic Teller Machine, Internet Banking, Phone Banking,
and Mobile Banking. Others payments’ services, payments’ systems, and cards services were not covered in this
study.
The significance of this study comes from different aspects:
•

The study topic is arguable, due to the rise of digital banking systems and FinTech companies.

•

The study focuses on two major issues in the banks, the first is the bank's services quality, availability, and
cost-efficiency. The second is the customers. Fierce competition is pushing banks to improve the products
and services and to create clever banking solutions for their customers.
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•

The study combines two effective methodologies, interviews, and questionnaires. This will provide a better
understanding of the subject from the banks’ Management perspective and the customers’ perspective.

•

The study results are essential for all stakeholders which are: The Banks, PMA, Palestine Government,
Global Regulators, and the Banks’ customers.

1.5 The Study Hypotheses
Based on the study main question, and all the previous studies, the study has one main hypothesis and five
sub-hypotheses, as follow:
•

Main Hypothesis: to examine the correlation between customer satisfaction and Electronic Banking.
H0: There is no significant positive impact on customer satisfaction with Electronic Banking.
H1: There is a significant positive impact on customer satisfaction with Electronic Banking.

•

Sub-Hypotheses: to examine the correlation between the five main variables in research design and
customer satisfaction.
H1-1: Easy-to-use Electronic Banking has a significant positive effect on customer satisfaction.
H1-2: Reliable Electronic Banking has a significant positive effect on customer satisfaction.
H1-3: Electronic banking Information security and privacy have a significant positive effect on customer
satisfaction.
H1-4: Electronic banking cost and fees have a significant positive effect on customer satisfaction.
H1-5: Electronic banking availability has a significant positive effect on customer satisfaction.

2. Material Studied
There are many international studies and researches that have examined the electronic banking services and
customer satisfaction in banking sectors in many countries worldwide. Either in the developing or in the
developed countries, this is an indicator of the importance of this issue,
especially with the adoption of
Electronic Banking services are increasing with time worldwide.
This chapter will examine two main concepts, which are Electronic Banking (E-Banking) and Customer
Satisfaction (CS), the previous researches and studies and finally Palestine banking sector overview.
2.1 Conceptual Framework
In order to be able to understand and investigate the relationship between electronic banking (E-Banking) and
the customer's satisfaction, the study will examine these two concepts separately:
Regarding the E-Banking, there are many numerous definitions provided by different studies, which are:
Raza et al. (2015) “E-banking allows customers to inquire information and carry out most banking services such
as account balance inquiry, bill-payment and inter-account transfers through the internet”
AL-Zahrani (2015) defined the term “Electronic Banking” or “e-banking” as is remote banking services
provided by authorized banks, or their representatives through devices operated either under the bank's direct
control and management or under the outsourcing agreement.
Addai et al. (2015) E-Banking is giving the customer opportunities to access and use the banking services from
their homes or offices instead of in the branches, and such access either from the personal computer of the
mobile phones with an internet connection. In addition, E-banking enables the customer to do banking anywhere
anytime available 24/7. Such as money transfer, bill payment and request a bank statement.
Al-Otaibi et al. (2018) Mobile banking (M-banking) is another form of electronic banking as of Internet banking
(E-banking) that allows the customer to access the banking services anywhere anytime and execute financial
transactions over the mobile network. The advanced in the smartphone and the widespread and grow during the
last 20 years, support the adopting of (M-banking) by the customers. And Ovia (2005). Providing banking
services to clients via the internet or mobile technology like the mobile phone, computers and the Automatic
Teller Machines (ATM).
The study concludes the term electronic banking as the customer’s ability to perform banking transactions
directly through the internet or a network using a computer, Laptop, Tablet, smartphones or any fit device
anywhere and anytime without the need to visit the bank’s branch physically.
The other concept is customer satisfaction, which has been defined as follow:
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Yi. (2018) The customer satisfaction is the key concept of the new marketing by meeting the customer needs and
expectations, and it became the strategic goal for the firms for surviving and growing. Customer satisfaction not
only helps the firms to attract new customers but also retaining the existing customers.
Hill (2017) Also “customer satisfaction is a measure of how your organization’s total product performs in
relation to an asset of customer requirements. Explaining how to measure customer satisfaction in any industry
and what affects the accuracy of those results. Indeed, there are two main factors; one of them is by asking the
right questions, the other is asking the right people.”
Oh (1999). “Service quality and customer value work together ad mediator toward the perception of customer
satisfaction”.
Kotler (2006) defined customer satisfaction, as “it’s a person’s feeling of pleasure or disappointment resulting
from comparing a product's performance (outcome) in relation to his or her expectation and the customer is key
in this judgment.”
2.2 Previous Researches and Studies
In this section, the study will explain the previous related studies, results, and conclusions. The previous studies
include many countries in different banking sectors, as follow:
AlHaliq (2016) examined customer satisfaction with electronic banking services in Saudi Arabia in AlQassim
region inside Saudi Arabia. The study examined the electronic banking adoption and customer satisfaction based
on three main pillars, Ease to use, information security and ability to control these services. The study concludes
that the banks should focus on customer awareness towards electronic banking services and how to use. The
banks also need to improve the efficiency of the electronic banking core system, by having more
problem-solving to build the trust of customers towards the banks, and the banks need to enhance security for the
customer to use electronic banking. In general, with full security and trust of the customer for electronic banking
services, customer satisfaction will improve.
Addai et al. (2015) investigated the impact of electronic banking services delivered for customers in Ghana,
“Banking gives customers the opportunity to access banking services from the comfort of their homes and
offices and also be able to do most of the transactions which would have been done in the banking halls. With
the use of personal computer (PC) or even mobile phone with an internet connection, customers are able to carry
out transactions such as cash withdrawals, payments of utility bills, transfers from one account to the other,
viewing and printing of statements as well as a request for checkbooks on their traditional accounts”. The study
aims are to evaluate the e-banking availability, convenience, and reliability and to find out the effect of
e-banking services on customer satisfaction in the Ghanaian banking sector. The study analyzed the relationship
between E-banking and customer satisfaction considering the three main dimensions, availability, reliability, and
convenience. The study relied on primary and secondary data sources from three banks in Ghana (Trust Bank
Ghana Limited, Ecobank Ghana Limited, and Barclays Bank Ghana Limited), up to 150-sample size. The SPSS
analysis showed a strong positive correlation between customer satisfaction and E-banking availability,
convenience, and reliability.
The study also analyzed primary data using regression analysis, by creating a model to measure the customer
satisfaction level considering three main independent variables: convenient, availability and reliability of
E-banking. It showed 72.5% of the dependent variable explained by independent variables. The regression model
enabling the banks to improve customer satisfaction by enhancing the E-banking availability, convenience, and
reliability by a specific percentage. In sum and based on the analyzed data. Most banks in the world, especially
the developed countries are moving towards electronic banking services. In the Ghanaian banking sector, “it is
evident that improved e-banking service delivery enhanced customer satisfaction.”
Raza et al. (2015) examined the relationship between the internet banking and customer satisfaction in Pakistan
by using the service quality dimensions (SERVQUAL) model. The primary data collected from 400 users from
the questionnaire included 30 items. The five factors were Assurance, Empathy, Reliability, Responsiveness, and
Tangibility, all to measure customer satisfaction. Based on the regression analysis the results show that
tangibility, reliability, responsiveness, and assurance had a significant positive impact on customer satisfaction
but empathy had a positive impact but not significant. The study recommended to enhance the internet banking
platform and to improve the security to online banks usage, in additions of including more services in this
channel and continuous improvements. This will increase the customers’ comfort and confidence, also improve
quality.
Ahmad (2011) investigated the impact of e-banking on the outcome of customer satisfaction in Jordanian
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commercial banks in Jordan, which includes 24 commercial banks. In order to know the factor may be
influenced by the adoption level by the customers and how the customer satisfaction effect on the loyalty and
Word-of-Mouth (WOM). The study took into consideration: accessibility, convenience, security, privacy, content,
design, speed, fees, and charges that may have an influence on customer satisfaction. A multiple regression
model approach applied on primary data collected from 179 correctly completed questionnaires. The model
considered customer satisfaction as a dependent variable and all other nine factors are independent variables. The
results show that all factors have a positive significant influence on customer satisfaction, which leads to the
electronic banking functionality factors has a positive influence on customer satisfaction in commercial banks in
Jordan and also the customer satisfaction as mediation factor on the customers' loyalty and positive WOM.
Bogati (2016) identified the factors influencing the customer satisfaction and customer loyalty in the e-banking
of the commercial banks in Thailand, considering seven factors which are Core service quality, Social benefits,
Special treatment benefits, Confidence benefits, Physical benefits, Banking preferences, and Accessibility. By
using 400 questionnaires, distributed on 206 e-banking clients, 194 traditional banking clients with 33 items each.
A regression analysis applied to the collected primary data. The study revealed that 4 out of 9 variables which
include (core service quality, social benefit, confidence benefits, and physical environment) have a significant
positive contribution on the customer satisfaction, and up to 72% of the variance in customer satisfaction could
be explained by these four independent variables.
Al-Otaibi et al. (2018) examined Saudi Arabian customers’ satisfaction toward mobile banking in Saudi Arabia
and the UK. Mobile banking is offering for the bank's customers to access their account anywhere anytime. The
study used 100 online questionnaires, which was distributed for a sample of mobile banking users in both
countries Saudi Arabia and the UK, considering three main factors: System quality, the information quality, and
interface design. The system quality has a significant positive effect on customer satisfaction in the UK but not
Saudi Arabia, the other two factors have a significant positive effect on customer satisfaction in both the UK and
Saudi Arabia. In sum, British customers are more satisfied with mobile banking than Saudi Arabian customers.
Asfaw, F. (2017) studied the effect of electronic banking service quality on customer satisfaction in Ethiopia, the
study applied both qualitative and quantitative research approaches, 100 questionnaires distributed to customers
of commercial banks of Ethiopia, the collected data was analyzed using SPSS v20.0 The study finds that both
service quality and the security of e-banking had been the significant factors on the satisfaction of the customers.
There was a linear relationship between e-banking and customer satisfaction. The study recommended the
community and the banks to enhance the level of awareness in using mobile and internet banking as forms of
e-banking in Ethiopia.
Asiyanbi (2018) studied electronic banking impacts on customer satisfaction in Nigeria. The study tested two
main hypotheses, one is related to the significance of Electronic banking effect on enhancing customer
satisfaction and the other one is the adoption of electronic banking. The study applied a quantitative approach by
distributing 100 questionnaires of the bank's customer in Ibadan Metropolis. The collected primary data analyzed
using the SPSS v20.0 and resulted in high usage of the ATM and Internet banking with low usage of Bank
transfer, POS, and Mobile Banking. The first hypothesis was accepted with the approved analysis that electronic
banking significantly enhanced customer satisfaction. The second hypothesis was rejected but the approved
analysis that high utilization of electronic banking reduced the branches visit frequency. In sum, increasing
customer awareness is essential, to enhance the adoption and the usage of electronic banking in a way that
increases customer satisfaction.
Ismail (2017) analyzed the impact of online banking as one of the electronic banking services on customer
satisfaction in Jordan, considering the traditional banking effect on some people in developing countries. The
study applied the quantitative approach in the analysis to find the relationship and impact of customer
satisfaction. The survey was distributed among five selected banks in Jordan, and 100 questionnaires were
considered and interviews were conducted in data analysis upon the completion.
In sum, the data analysis considered six main factors throughout this study (account access, account control,
account use, cost and time effectiveness, easy to use and privacy & security) were affected positively on
satisfaction level of customer, when it comes to the Jordanian commercial banks, except for the privacy and
security. As the client has some concerns regarding the security level while using online banking. Accordingly,
contributing in a better quality of service and enhancing the awareness level of customers will increase the users
of online banking, thus increasing online banking transactions, comparing to the traditional transactions and
where the services are available and provided anywhere and anytime.
Consequently, reflecting all the stated literature and researchers above concluded. The study could conclude that
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none of thhem had conduucted researchh on the E-Baanking servicess impact on cuustomer satisffaction in Pale
estine
banking seector. Moreoveer, researchers considered thee E-Banking sstrategies form
m the bank’s Maanagement poiint of
view. Thesse two observaations created tthe “Knowledgge gap” whichh will be coverred in this reseaarch along witth the
theoreticall framework, data
d analysis, aand the study cconclusion andd the results wiill be explainedd later on.
2.3 Palestiine Banking Seector Overview
w
Accordinggly to Palestinee Monetary A
Authority (20188): Palestine M
Monetary Authhority (PMA) was established in
1997. PMA
A is consideredd the Central bbank of Palestiine which is reesponsible for rregulating the banking sector and
stabilizingg the financial situation
s
in Paalestine.
All Banks that opened before and afterr 1994 were liccensed by the ((PMA). By thee end of June 2201, PMA statistics
showed thhat they have 14 officially registered bankss in Palestine. All are providding banking services in the West
Bank and Gaza Strip thhrough branchhes network annd also througgh Electronic bbanking servicces, which inc
clude
Automaticc Teller Machinnes (ATM), Innternet Bankinng, Mobile Bannking, and Phoone Banking, iin diffident lev
vel as
shown in T
Table 1.
Table 1. Banks usage of Electronic Bannking
Bank Name

ARAB BANK
CAIR
RO AMMAN BA
ANK
BAN
NKF OR JORDA
AN
JORDAN COMMERCIA
AL BANK
HO
OUSING BANK
K
JOR
RDAN AHLI BA
ANK
EGYPTIA
AN ARAB LAN
ND BANK
BAN
NK OF PALEST
TINE
THE N
NATIONAL BA
ANKS
QUDS BANK
PALEST
TINE ISLAMIC
C BANK
PALESTIN
NE INVESTMEN
NT BANK
ARA
AB ISLAMIC BA
ANK
SAFA BANK

M
Mobile Banking Internet Bankking
(IB)
(MB)
Fooreign Banks
√
√
√
√
X
√
√
√
X
√
X
√
√
√
L
Local Banks
√
√
√
√
√
√
√
√
X
√
√
√
√
√

Phone B
Banking
(PB
B)

Autom
matic Teller Machine
ATM/BNA

√
√
X
X
X
X
X

√
√
√
√
√
√
√

√
X
√
X
X
X
X

√
√
√
√
√
√
√

www.pma.ps (2018)
Both Brannches and ATM
Ms numbers arre growing over the years inn Palestine, Figures 1 and 2 show the progress
from Dec-2010 until Decc-2017 based oon PMA (20188) statistics.
No. off ATMs

549
435
3500

367

20100

2011

2012

672

693

2016

2017

592

488

2013

2014

2015

Figure 1. Paleestine Banks’ A
ATMs networkk, www.abp.ps (2018)
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No. of Branches
B

334

302
1922

20100

208

213

220

2011

2012

2013

239

253

2014

2015

2017

2016

Figures 2. Palesstine Banks’ B
Branches Netwoork, www.apbb.ps (2018)
The number of customerrs and accountts are increasinng over the yeaars. Table 2 deemonstrates the increase from
m the
period of Dec.2010 unttil Sept. 2018 (The Palestinne Monetary A
Authority 20118). It shows an increase in
n the
number off customers by 14% and the nnumber of bannking accountss increased by 58%, as clarifi
fied in Table 2.
Table 2. Thhe banking acccounts and cusstomers as dataa reporting forr PMA
B
Banking Sector
No. of banking accountss (,000)
YTY Growth
No. oof Customers (,0000)
YTY Growth
No. of D
Debit Card (VE)) (,000)

2010
2,,186
1,,414
3381

2011
2,543
16%
1,416
0%
456
20%

2012
2,715
7%
1,464
3%
533
17%

20113
2,7448
1%
%
1,4335
-2%
%
541
2%
%

Years
2014
2,767
1%
1,467
2%
583
8%

2015
2,941
6%
1,460
0%
656
13%

2016
3,099
5%
1,536
5%
713
9%

2017
3,209
4%
1,604
4%
841
18%

Se
ep-18
3,457
8%
8
1,618
1%
890
8
6%

www.pma.pps (2018)

3. Theorettical Framewoork
This chaptter covers the research
r
methoodology, Quesstionnaire desiggn and the Poppulation and saample size thatt will
try to answ
wer the researrch question aand test the reesearch hypothheses related to e-banking and the impac
ct on
customer ssatisfaction.
3.1 The Stuudy Methodoloogy
The study methodology contains two m
main sections, a questionnairre, and intervieews as will be clarified next:
3.1.1 The Q
Questionnaire
The questiionnaire aims at measuring tthe level of cuustomer’s satissfaction towardd the electroniic banking services
introducedd by the bankss in Palestine from one hannd and how m
much are they satisfied by thhese services form
another haand. The questtionnaire targeeted the bank’ss customers a total of 347 pparticipants in order to be ab
ble to
measure thheir perspectivve regarding thhe customers’ aadoption and saatisfaction alsoo.
The questiionnaire is devveloped to incluude two mainss sections:
•

Section one contaains the Persoonal and Dem
mographic Daata of the sam
mple populatioon includes seven
s
param
meters or contrrol variables (G
Gender, Marital status, Age in Years, Proffession, Educaation Level, An
nnual
Incom
me in USD and
a
the Addreess) as personnal informatioon and anotheer 5 questionns for the ban
nking
relatiionship.

•

Section two contains six main parameters whiich are (Easy tto use, Reliability, Informattion Security & the
Privaacy, Cost & Feees, and Availaability) to meassure how satisfied are the cuustomers in usiing these electronic
servicces? The sixthh parameter iss the customerr satisfaction leevel toward thhe E-Banking services. with
h five
questtions for each parameter dessigned to meassure the adoptiion level of cuustomers regarrding the electronic
bankiing services inntroduced by banks in Palestiine listed below
w:
1.
2.
3.

Automatic Teller Machine ((ATM)
Internet Bankking (IB)
Mobile bankinng (MB)
26
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Phone Bankinng (PB)

The questiionnaire is dessigned using 7 points of Likkert scale (Rannged between sstrongly agreee represented by
b #7
and stronggly disagree reepresented by ##1). The data analyzed usinng SPSS v25. B
Both Correlatiion and Regression
analysis onn the collectedd primary dataa to have a m
model of custom
mer satisfactioon as the depeendent variable
e and
how the ellectronic bankiing five main elements are eeffects on as inndependent varriables. That w
will be explained in
details in C
Chapter 4 (Datta Analysis andd findings)
3.1.2 The IInterviews
The qualitative approachh applies to two selected bannks in Palestinee listed below:
•

Arab
b Bank | Mr. Jaamal Hurani – Country Mannager

•

Bank
k of Palestine | Mr. Hasan A
Afifi – VP Headd of IT

Five mainn questions deesigned for thhe interview w
with each bannk’s Managem
ment to explore their strate
egies,
overview, and trends E-B
Banking servicces that will bee clarified in deetails in the interviews resultts section (4.2))
3.2 Populaation and Samppling
The study population is the banks’ cuustomers in the Palestine baanks mentionedd in below Taable 5 those ha
aving
one of thee Electronic baanking servicees from their bbank and usinng it. The sampple includes 3347 customers who
participateed in filling the questionnairre out of 450 qquestionnaires distributed onn selected bankks in Palestine
e that
were targeeted in the studdy:
Table 5. Thhe Targeted Baanks in the Sam
mple
Local Banks
Bankk of Palestine
Quds Bank
N
Bank
The National
Palestine Investment Bannk
Palestinne Islamic bank
Arab Islamic Bank
Safa Bank

Fooreign Banks
Arab Bank
Cairro Amman Bankk
Bank of Jordan
H
Housing bank
Jordan Commercial Baank
Jorrdan Ahli Bank
The Egypptian Arab Landd Bank

www.pma.pps (2018)

3.3 Study D
Design
The studyy depended onn a research m
model, which iincludes five main variablees influencing on the custom
mer’s
satisfactionn level:
1.
2.
3.
4.
5.

Easy to use.
Reliab
ability.
Inform
mation Securitty & Privacy.
Cost & Fees.
Availlability.

Easy to use

Avvailability

Reliability
Customer
Satisfaction

Inform
mation
Securrity &
the prrivacy

Cost & Fees

faction
Illustration 1. The 5 variaables that havee to influence ppower over cusstomer's satisfa
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This design was applied to measure the customer’s satisfaction towards the four main Electronic banking
services:
1.

Automatic Teller Machine (ATM)

2.

Internet Banking (IB).

3.

Mobile banking (MB).

4.

Phone Banking (PB).

The primary data will be collected from eight banks working in Palestine, under the umbrella of Palestine
Monetary Authority (PMA), targeting the bank’s customers and management.
4. Data Analysis and Findings
4.1 Data Analysis Results
During the sampling 8 banks out of 14 accepted to take the questionnaires, to be distributed to their customers,
the total number of questionnaires 347 from the customers of 8 banks in Palestine, and they are:
Table 6. The 8 Banks that provided their customers with questionnaires
#
1
2
3
4
5
6
7
8

Bank's Name
Arab Bank
Arab Islamic Bank
Ahli Jordan Bank
Jordan Commercial bank
Quds Bank
Bank of Palestine
Safa Bank
The National Bank
Total

No. of distributed questionnaires
90
50
50
50
50
90
50
20
450

No. of received questionnaires
80
42
28
29
41
81
31
15
347

Response %
89%
84%
56%
58%
82%
90%
62%
75%
77%

In this section, the collected data will be analyzed to have results that will reflect a clear overview of the sample
population:
4.1.1 Correlation Analysis:
The correlation analysis will be explaining the relationship between two or more variables, regarding the
correlation coefficient value and its direction of relationship with positive or negative. The primary collected
data includes 5 independent variables (IV) (Easiness of use, Availability, Information Security & the privacy,
Cost & Fees, and Reliability) and one Dependent variable (DV) which is Customer satisfaction.
Referring to the below table (19), Each (IV) is moderately positively correlated with another independent
variable, and all the relationships between them are significant as the value is (0.000) less than (0.05).
The (DV) (Customer satisfaction) is a moderately positively correlated with other five independent variables
with coefficient correlation values 0.542, 0.488, 0.518, 0.505, and 0.684 with independent variables Easiness of
use, Reliability, Information Security & the privacy, Cost & Fees and Availability respectively.
Table 7. The Correlation of (IV) and (DV)
Correlations

Easy to use

Reliability
Information
Security & the
Privacy
Cost & Fees

Easy to
Information Security & Cost &
Reliability
Availability
use
the Privacy
Fees
Pearson Correlation
1
Sig. (2-tailed)
N
347
1
Pearson Correlation .623**
Sig. (2-tailed)
.000
N
347
347
.518**
1
Pearson Correlation .577**
Sig. (2-tailed)
.000
.000
N
347
347
347
.443**
.525**
1
Pearson Correlation .422**
28

Customer
Satisfaction
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Sig. (2-tailed)
.000
.000
N
347
347
.481**
Pearson Correlation .482**
Availability
Sig. (2-tailed)
.000
.000
N
347
347
.488**
Pearson Correlation .542**
Customer
Sig. (2-tailed)
.000
.000
Satisfaction
N
347
347
**. Correlation is significant at the 0.01 level (2-tailed).
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.000
347
.442**
.000
347
.518**
.000
347

347
.553**
.000
347
.505**
.000
347

1
347
.684**
.000
347

1
347

In order to analyze the coefficient of determination between the dependent variable and the other five
independent variables, the study used R2 values.
Table 8. The Correlation of (IV) and (DV)

Customer
Satisfaction

Pearson
Correlation
Coefficient of
Determination (r2)

Easy
to use

Availability

Information
Security & the
Privacy

Cost &
Fees

Reliability

Customer
Satisfaction

0.538

0.685

0.516

0.502

0.485

1.000

0.289

0.469

0.266

0.252

0.235

• 28.9% of the variance in (DV) customer satisfaction has been explained by Easiness of use independent
variable.
• 46.9% of the variance in (DV) customer satisfaction has been explained by Availability independent variable.
• 26.6% of the variance in (DV) customer satisfaction has been explained by Information Security and Privacy
independent variable.
• 25.2% of the variance in (DV) customer satisfaction has been explained by the cost and fees independent
variable.
• 23.5% of the variance in (DV) customer satisfaction has been explained by the reliability independent
variable.
4.1.2 Regression Analysis
The study uses a regression model to examine the dependency of dependent variables (Customer satisfaction) on
other five independent variables (Easy to use, Reliability, Information security and Privacy, Cost and fees and the
availability). The analysis will consider each one of the independent variable and the relationship with the
dependent variable.
1.

Easy to Use regression model

Table 9. The easy to use regression model
Model Summary
Model R

R Square Adjusted R Square Std. Error of the Estimate

1 .542a .294
.292
a. Predictors: (Constant), Easy to use

.68313

Change Statistics
R Square Change F Change df1 df2 Sig. F Change
.294
143.695 1 345
.000

In other words, 0.292 of changes in Customer satisfaction is attributes to Easy to use IV.
Table 10. The easy to use regression Coefficient
Coefficientsa
Unstandardized Coefficients
Model
B
Std. Error
2.642
.281
(Constant)
1
Easy to use
.555
.046
a. Dependent Variable: Customer Satisfaction
29

Standardized Coefficients
Beta
.542

t

Sig.

9.386
11.987

.000
.000
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The model equation will be:
DV (Customer satisfaction) = B0 + b1 X1
As:
•

B0 = 2.642

•

b1 =0.555

•

X1= Easy to use

2.

Reliability regression model

Table 11. The Reliability regression model
Model Summary
Model R

R Square Adjusted R Square Std. Error of the Estimate

1 .488a .238
.235
a. Predictors: (Constant), Reliability

.70987

Change Statistics
R Square Change F Change df1 df2 Sig. F Change
.238
107.580 1 345
.000

In other words, 0.235 of changes in Customer satisfaction is attributed to Reliability IV.
Table 12. The Reliability Regression Coefficient
Coefficientsa
Unstandardized Coefficients
Model
B
Std. Error
(Constant)
3.296
.262
1
Reliability
.455
.044
a. Dependent Variable: Customer Satisfaction

Standardized Coefficients
Beta
.488

t

Sig.

12.569
10.372

.000
.000

The model equation will be:
DV (Customer satisfaction) = B0 + b1 X1
As:
•

B0 = 3.296

•

b1 =0.455

•

X1= Reliability

3.

Information security and Privacy regression model

Table 13. The Information security and Privacy regression model
Model Summary
Model R R Square Adjusted R Square Std. Error of the Estimate
1

.488a

.238

.235

.70987

Change Statistics
R Square Change F Change df1 df2 Sig. F Change
.238
107.580 1 345
.000

Predictors: (Constant), Reliability

In other words, 0.235 of changes in Customer satisfaction is attributed to Information security and Privacy IV.
Table 14. The Information security and Privacy Regression Coefficient

Model

Coefficientsa
Unstandardized Coefficients
B

Standardized Coefficients

Std. Error

Beta

.297
.049

.518

(Constant)
2.670
Information Security & the Privacy
.548
a. Dependent Variable: Customer Satisfaction
1

The model equation will be:
DV (Customer satisfaction) = B0 + b1 X1
30

t

Sig.

8.977
11.243

.000
.000
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As:
•

B0 = 2.67

•

b1 =0.548

•

X1= Information security and Privacy

4.

Cost and Fees regression model

Table 15. The Cost and Fees regression model
Model Summary
Model R R Square Adjusted R Square Std. Error of the Estimate
1

.548a

.301

.298

.67999

Change Statistics
R Square Change F Change df1 df2 Sig. F Change
.301
148.226 1 345
.000

a. Predictors: (Constant), Cost & Fees

In other words, 0.298 of changes in Customer satisfaction is attributed to the cost and fees IV.
Table 16. Cost and Feed Regression Coefficient
Coefficientsa
Unstandardized Coefficients
B
Std. Error
(Constant)
3.482
.209
1
Cost & Fees
.445
.037
a. Dependent Variable: Customer Satisfaction

Standardized Coefficients
Beta

Model

.548

t

Sig.

16.663
12.175

.000
.000

The model equation will be:
DV (Customer satisfaction) = B0 + b1 X1
As:
•

B0 = 3.482

•

b1 =0.445

•

X1= Cost and fees

5.

The Availability regression model

Table 17. The Availability regression model
Model Summary
Model R R Square Adjusted R Square Std. Error of the Estimate
1 .684a .468
.466
a. Predictors: (Constant), Availability

.59316

Change Statistics
R Square Change F Change df1 df2 Sig. F Change
.468
303.190 1 345
.000

In other words, 0.466 of changes in Customer satisfaction is attributed to the availability as IV.
Table 18. The Availability Regression Coefficient

Model

Coefficientsa
Unstandardized Coefficients

B
Std. Error
(Constant)
2.534
.201
1
Availability
.585
.034
a. Dependent Variable: Customer Satisfaction

Standardized Coefficients
Beta
.684

The model equation will be:
DV (Customer satisfaction) = B0 + b1 X1
As:
31

t

Sig.

12.617
17.412

.000
.000
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•

B0 = 2.534

•

b1 =0.585

•

X1= The Availabilty.
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All the five independent variables have a significant relationship with DV ( customer satisfaction) as the P-value
for all of them are 0.000, which is less than 0.05
Upon the Correlation and Simple Regression analysis for each independent variables, the study finds:
•

The Participants are satisfied with the E-Banking services in Palestine as the average of their feedback
within “Agree” and “strongly agree”, thus the study null hypothesis (H0) was rejected and the study
alternative hypothesis (H1) was accepted, and there is a significant positive impact of the electronic banking
on the customers’ satisfaction.

•

Regarding the sub-hypotheses: H1-1, H1-2, H1-3, H1-4, and H1-5 were accepted while
H1-1: Easy to use of Electronic Banking has a significant positive effect on customer satisfaction.
H1-2: Reliable Electronic Banking has a significant positive effect on customer satisfaction.
H1-3: Electronic banking Information security and privacy have a significant positive effect on customer
satisfaction.
H1-4: Electronic banking cost and fees have a significant positive effect on customer satisfaction.
H1-5: Electronic banking availability has a significant positive effect on customer satisfaction.

4.2 The Interviews Results
interviews conducted with selected two banks Management in Palestine, those are the Arab bank and Bank of
Palestine. Both banks have their own strategy regarding E-Banking services. In this section, the five main
questions that were asked for the banks will be analyzed to anticipate the future of E-Banking services and the
relationship with customers’ satisfaction from the Banks’ management perspective
1.

What are the bank’s Five-year approach and Plan towards integrating the electronic banking
services?

Arab bank is considered a big bank, seeking to be the leading bank in the Arab World in financial technology
from one side and Policies and procedures on another side. The bank is introducing the Electronic banking
services to their customers based on a strategic plan combining the advancement in communication, database,
systems, and technology. Arab Bank is introducing many E-Banking services including Automatic Teller
Machine, Internet Banking, Mobile Banking and Phone Banking with many banking services inside each of them
that allow the customer to execute a number of different banking transactions anywhere and anytime.
The key in developing the E-Banking services is the satisfaction and the experience of the end-users, the bank is
looking for continuous enhancing and expanding the E-Banking services horizontally and vertically considering
all the local and global constraints related to the legal, laws and regulations, putting the customer trust as the top
priority.
Bank of Palestine is also offering wide E-Banking services for their customers and working on enhancing and
increasing them based on the Plan. The bank believes that such services are improving the overall service level
for the bank toward their customers by saving their time and efforts and making the banking services easier and
available.
Bank of Palestine has an advanced experience in Payments services also such as the Point of Sales (POS) and
Payment gateways in addition of the E-Banking services includes ATM, IB, MB and PB that are offering for
individuals customers now, and will be for the corporate customers in the future. The more the customers are
being trusted and aware of this service the more adoption and usage level.
The bank is also looking for integrating the government services with financial services for better customers
experience and comprehensive banking solutions, which requires an investment from the Palestinian government
in the E-services and E-Government involving all related stakeholders.
2.

What are the main reasons behind this approach?

Arab Bank believes that E-Banking strategies and services are essential for many reasons most of them are
related to the customers, includes enabling the bank to continue and survive in the banking industry by address
the advancement and the changes in this sector for better performance, cost efficiency and best use of the
32
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resources, specially the digital banking services and systems. Also enabling the bank to target new Market and
reaching new customers those looking for an advanced banking solutions and services represented by E-Banking
services, this is not limited for new customers only but existing customers’ needs are changing over time and the
bank has to meet such needs on time and may direct that needs for better service level and customers’
satisfaction. What is acceptable 10 years ago is no longer now.
Bank of Palestine trusted that the customer needs the E-Banking services to access and use the banking services
anywhere and anytime, this is becoming essential for customers and should be met. In a way that the bank’s
management is fully aware of the importance of E-Banking services in customers’ satisfaction. The E-Banking is
also contributing to reducing the cost and increasing the efficiency. E-banking services putting the bank on a
global level not local, that pushing the bank for continues improvement the banking services, investing in
technology, and advance the customer experience to survive, improve and increase the market share.
3.

How was the impact of the Palestinian environment (Infrastructure, Human Power, Technology and
systems) with the electronic banking adoption and usage by the customers?

Arab Bank concluded that Palestine infrastructure related to the telecommunications (Landline and third
generation of the wireless connection (3G) is an efficient but continuous improvement is a must, 3G is
motivating the applications and usage of E-Banking services.
The technology and systems are advanced as most of them are a global system, The FinTech could be a local
alternative if compliance with all requirements and conditions related to the regulations, privacy, and trust.
Human power education level is acceptable, but more efforts are required to minimize the gap within the
workplace.
Arab Bank is working on moving its customers from conventional banking through the branches to E-Banking
services by introducing the orientation and awareness sessions to make them feel trust. The prizes and campaigns
are a good tool to motivate the customers in using the E-Baking services. The customers also need to feel in a
high level of security and privacy in E-Banking.
Bank of Palestine considered the Palestine infrastructure is old as the 3G had been launched in Palestine since a
year or more while the developed countries are going for the 5G technology. Regarding the graduate students,
there is a big gap between the Knowledge in academic and workplace, more efforts are required to reduce this
gap by enhancing the student's skills and interact with the environment during the education period.
Customer awareness is an essential driver for E-Banking services usage and satisfaction level, but more and
more programs and campaigns are needed to increase such awareness in all customer segments.
4.

Do you think that the customers’ satisfaction toward electronic banking services is more than the
traditional bank’s branches services? And why?

Arab Bank thinks that there are two groups of customers, the 1st is willing to have and use E-Banking services
and will be happy in that upon their knowledge on the advantages of E-Banging services such as the accuracy,
the control, the speed, and the availability, the 2nd group is still using the traditional banking services and visiting
the physical branches, therefore the bank need till the needs and wants of both group form one hand and
investing increase the awareness and willingness of the 2ng group to move the E-Banking services shorter.
Accordingly, satisfying the E-Banking customers are critical to the success in this approach.
Bank of Palestine believes that increasing E-Banking customers’ satisfaction is essential to encourage the
traditional banking customer to move for E-Banking due to their advantages. People needs and behavior is
changing over time. The people are being influenced by the advantages of technology in their life. So they will
be happy in making life easier using the technology such as the E-Banking services, no delay, no waiting lines at
banks, 24/7 hours viability….etc. Of course, some people are still using the traditional banking services which
are normal.
5.

From your point of view, what is the (PMA) role in supporting the bank’s approach toward electronic
banking? And what is needed for obtaining better outputs?

Arab bank considered Palestine Monetary Authority (PMA) is the leading of E-banking and Digital banking,
PMA is continuing supporting the bank and all the banking sector are appreciated. PMA is working with the
bank to enhance the E-Banking and E-Payments in Palestine in a way that complied with all the related rules,
regulations and standards such as Anti Money Laundry regulation (AML),
Also, PMA is responsible for enforcing all the banks to comply with the most advanced cybersecurity and
privacy solutions in offering their E-Banking services. This will enhance the customer confidence and
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trustworthiness in E-Banking services, and accordingly increasing the usage by time.
Accordingly to Bank of Palestine, PMA has many projects together in advancing the E-banking services for the
customers, PMA launched the National Switch 194 Project that connected all Banks ATMs together in one local
network and a way that increase the efficiency of use of these ATM and reduces the cost on all banks customers.
Now, the bank and PMA is working with a similar project but of Point of Sales (POS
PMA considered the E-Banking services are one of the financial inclusion drivers. PMA is supporting the bank
in enhancing the legal and regulations related to the E-Banking for protecting the customers and the bank.
Cooperation of all primary stakeholders (PMA, the banks, and the Palestinian government) in leading the
E-banking services and integrating them with government services, will be improving the customer experience
and increase their satisfaction.
5. Study Conclusion & Recommendation
This is the final section of the study, which includes: the study conclusion results, and the recommendation for
the interested people and researchers.
5.1 Conclusion
E-Banking services became essential channels for all banks to survive and compete in Palestine. This is
supported by the banks E-Banking strategies and plans explained in the interviews with two of the top banks in
Palestine (Arab bank and Bank of Palestine), Both banks had implemented E-Banking strategies in the past and
have new strategies for the future to go deeply in E-Banking services and digital banking for enhancing the
customers’ experience and satisfaction, focusing on the coming new generation.
There are directions from some banks in Palestine to expand their E-Banking services horizontally by adding
more E-banking channels similar to mobile banking and internet banking. And to expand vertically also by
increasing the banking services in each channel such as payments, transfers, account management …etc., to
make more and more banking services available for the customers away from the physical branches.
It seems there is an exchanged positive relationship between E-Banking strategies and Customer satisfaction.
What does this mean? It means, the banks by offering E-Banking & digital services for their customers, they are
working to increase the customers’ satisfaction toward them. On the other side, the customers are seeking
E-Banking services to be more satisfied with the bank. In sum, E-Banking services became an important
competitive advantage for the bank in the market.
5.2 Recommendation
The scope of this study has crucial importance in the banking sector in Palestine, studying the effects of the
electronic banking services provided on the customers’ satisfaction is a vital factor in the decision making
process for the Palestinian Monetary Authority (PMA), Banks in Palestine, Palestinian Government,
decision-makers, Academic people, and the students. The recommendations of this study are as follows:
•

The advancement in technology is improving the banking sector performance, services, and enhance the
efficiency in a way that all banks need to move in this approach and apply the E-Banking services to their
customers to attract, keep and grow them.

•

The Palestinian people are satisfied in their experience with E-banking services, but the banks have to focus
more on the main variables considered in this study to enhance their customers’ experience by including
more banking services in the E-Banking such as account opening, more payment options, and credit
facilities.

•

One of the key point in E-Banking services in addition to improving the usage rate, is the service access,
the more you make accessing the E-banking service is easier by the customers the more they have.
Introducing the Smart Personal Identification Card (ID card) by the Palestinian government to the citizen
with full integration with the banking sector.

•

The PMA and the banks need to work on an awareness campaign on the E-banking includes how to get?
How to use? What are the available services?
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