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Abstract:

This study aimed to investigate E-banking
service quality effects over customer satisfaction,
by concerning the moderating role of these
customers’ trust. Moreover, this research aims to
measure the level of overall customer satisfaction
and to know which one of the five SERVIQUAL
dimensions has the greatest impact on customer
satisfaction.

Quantitiative research method was used
to attain research goals. 500 questionnaires
distributed randomly for E-banking customers
in all Arab Bank branches in Amman City with
the aim of collecting at least the needed number
of respondents. 300 questionnaires have been
received and analyzed using SPSS software.
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Research result shows a strong positive
relationship between E-banking services and
customer satisfaction. Moreover, the results
indicated that costumers are satisfied with
insurance, empathy, reliability, tangibles and
responsiveness in Arab bank. Finally, research
findings admitted that customer trust mediates the
relationship between E-banking Services Quality
and customer satisfactoon.

Key Words: E-banking, Service delivery,

Service  quality, = Customers  Satisfaction,
Customers trust.
1.1 Introduction

These days, telecommunications have

achieved a very huge difference in peoples’ life.
The world today is showing a huge revolution
in the field of telecommunications which made
it a small village, and increased the spread of
globalization and international trading system,
that breaks down all barriers between nations
and becomes an open marketplace to all investors
in the world. This has led to a stiff competition
between the trading companies and the banking
sector.

This research aims to investigate the impact of
E-banking service quality on customer satisfaction,
at the same time, to measure the moderating role
of customer trust on the main relationship. This
research depends on a questionnaire as the main
instrument to measure research variables; a sample
of 300 respondents will be distributed for Arab
Bank clients in Amman city. In fact, the researcher
depended on Parasuraman, Berry, & Zeithaml
(1991) questionnaire which called SERVQUAL in
order to measure E-banking service quality; minor
modifications were made on this questionnaire to
make it more able to assess E-banking service
quality instead of service quality in general. The
researcher will use regression analysis techniques
in order to find out the impact of E-banking service
quality on customer satisfaction.

According to Jordanian Monetary Authority,
Arab Bank has been started in 1930 and became
the largest bank in Jordan in terms of assets and
profits. It has 50 branches around Amman the
capital with a huge number of clients and a large
exterior network with over 600 branches spanning
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five continents. However, to compete well, this
bank needs to provide the best services such as
electronic and online services which are reflected
positively on his competitive position against
other banks.

1.2 Research Problem

However, the trend these days is to reduce
human capital numbers to attain more efficiency
and maximize profit, this urged us to focus on
E-banking services which lead to a remarkable
reduction in bank cost and the time needed to
complete customers’ transactions (AL-Adwan &
AL-Tarawneh, 2017). Inspite ofthe positive impact
for depending on such services, some customers
may receive negative perceptions because of
the small amount of human communication to
perform their needs (Al-Hawari & Ward, 2006).

In recent years, it is clear that banks are
trying to encourage their clients to use E-banking
services more by offering some additional benefits
such as better exchange rates or reductions in
some fees. In spite of these benefits, a noticeable
number of clients still stuck in the middle
between these benefits and worry about the lack
of personal connection with banks employees. By
relying on this debate, an important questions still
needs an answer, is it possible to improve clients’
satisfaction by offering the appropriate level of
E-banking services? Can banks increase customer
uses for this type of services by enhancing their
trust of such services?

1.3 Study Objectives

The aim of this research is to investigate
E-banking service quality effects over customer
satisfaction, by concerning the moderating role
of those customers’ trust. Moreover, this research
aims to measure the level of overall customer
satisfaction and to know which one of the five
SERVIQUAL dimensions has the greatest impact
on customer satisfaction.

1.4 Reseach Importance

Globalization, current unstable economic
and political conditions in the world and the
Middle East in particular, made banks having
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no choice other than being alert and realize the
importance of E-banking services and its role that
is reflected directly on customer satisfaction. In
this context, the researcher aimed to discuss these
issues based on those favorable results that can’t
be obtained in the absence of distinctive well
E-banking services. Moreover, debating customer
satisfaction as a unique practical concept that is
directly attached with institutions goals, points out
how to accomplish targets which revolve around
earning higher profits and maximizenumber of
customers. Moreover, this research will give
a suitable guideline for banks man-agement
to follow aiming to achieve better cus-tomer
satisfaction through maintaining and en-hancing
the quality of their E-banking services.

1.5 Research Hypothesis
e Hypothesis (1):

HI1: There is a significant impact between
E-banking services quality and customer
satisfaction.

Sub-Hypotheses according to hypothesis one
Hypothesis (1.1)

- H1: There is a significant impact of service
tangibles on customer satisfaction.

Hypothesis (1.2)

- H1: There is a significant impact of service
reliability on customer satisfaction.

Hypothesis (1.3)

- H1: There is a significant impact of service
responsiveness on customer satisfaction.

Hypothesis (1.4)

- H1: There is a significant impact of service
assurance on customer satisfaction.

Hypothesis (1.5)

- H1: There is a significant impact of service
empathy on customer satisfaction.
e Hypothesis (2):

H1: There is a significant impact of
customer trust, moderates the relationship

between E-banking service quality and customer
satisfaction.
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Concecptual Model

Study conceptual model is designed
depending on several literature studies and by
reviewing related researchers that are mentioned
in the previous section. This framework is
displayed in Figure 1, which proposes that
research formation is implemented by four sets of
variables. The independent variable is exemplified
by E-banking services quality that includes five
dimensions which are; assurance, empathy,
reliability, tangibles, and responsiveness. The
dependent variable is customer satisfaction while
customer trust represents the moderating variable.

As a result, those variables had been chosen
depending on several of previous studies that
suggested researchers include the independent
and the dependent variables and to introduce
a mediator such as a customer trust between
them to gain better understanding for research
relationships (Liu & Wang, 2017).

E-banking Services

Cluality Customer
» Assurance Satisfaction
» Empathy
o Reliability
« Tangibles
» Hesponsiveness
3 Customer
Trust
Figure (1):

Conceptual model

2. Theoretical Framework

2.1 E-banking

The concept of E-banking was defined in
many ways; this part classifies some of these
definitions. For instance, it could be defined as
“the delivery of banks’ information and services
by banks to customers via different delivery
platforms that can be used with different terminal
devices such as a personal computer and a
mobile phone with browser or desktop software,
telephone or digital television” Daniel (1999).
Pikkarainen et al (2004) defined E-banking like
“internet portal, through which customers can use
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different kinds of banking services ranging from
bill payment to making investments”. According
to this definition, E-banking allows customers to
perform most of bank services and transactions
excluding cash. Shemi (2002) defined electronic
banking (E-banking) is nothing but e-business
in banking industry. There are different ways to
deliver E-banking services; the most common
way 1s smart phones or personal computers.
Those depend on internet access. In fact, this type
of services is still improving over time and is so
important for individuals and organizations at the
same time. For instance, ithas the ability to improve
monetary transactions and delivering them
quickly (Alshurideh, Al-Hawary, Mohammad,
Al-Hawary, & Al Kurdi, 2017). According to
Hoehle et al, (2012) in spite to availability of
different types of E-banking services, there are
four common services such as: automated teller
machine (ATM), smart phones applications,
touch-dial telephone banking, internet banking,
and the last service is a special channel that allow
customers to complete their transaction by using
bank’s webpage. Stanford Federal Credit Union
(SFCU) in 1990s used E-banking for the first
time, after that this type of services showed a
greater expanding around all around the world. As
a result, E-banking after more than twenty years is
showing more efficient way to deal with monetary
transactions, reduction in costs and time needed to
complete such services, enhancing banks’ client
satisfaction and increase their loyalty and finally
improve banks productivity, and overall profit
(Yoon, 2010).

2.2 Service Quality

In recent years, service quality has shown
a greater attention in business research due to
its role as one of the most pivotal factor that can
increase organizations competitive position. The
term service quality means how organization
customers’ expectations are conforming with
delivered service, so according to this definition,
the main base for determining service quality is
customer expectations (Al-Hawary, Al-Smeran,
& others, 2017).

Service quality is so important for
organization long-run success. First of all, service
quality represents a special competitive advantage
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for organizations against other competitors
(Ayo, Oni, Adewoye, & Eweoya, 2016), taking
service quality as one of the most important
priorities enhance organization capabilities to
produce services with superior quality levels
(Amin, 2016). Attaining this goal in fact can
help the organizations to stabilize their long-term
profitability and it enhances their opportunities
to still survive in the future (AL-Adwan & AL-
Tarawneh, 2017).

Moreover, there are other important
benefits for service quality. Depends on business
management researches about this subject, there
are several facts related to this subject. For
instance, service quality can lead or direct customer
repurchases intentions. Bad customer perception
can lead to expand this perception to at least three
other customers in his closed circle while good
customer perception can make an attractive tool
to attract another customers (Horovitz, 1990).
Depends on Lewis (1989) argument, it will be
costly more that 400% to attract new customer
comparing to keeping existence one. This is not
all, it is necessary for organizations to maintain
their service quality and improve it over the time,
this is because customer perceptions are usually
rising by time (AlSudairi, 2016).

2.3 E-Services Quality

There are many literatures that showed
interestin studying the e-service quality and its
definitions, and measurements. E-service quality
defined as the webpage includes services able to
facilitate and deliver a specific service for people
in an effective and efficient manner (Malhotra
et al., 2005) . Another definition was developed
by Wolfinbarger & Gilly (2003) as the whole
process from A to Z which started from data
searching and ending with delivering services that
satisfy customers’ needs.. Ojosalo (2010) in his
study defined four different dimensions related
to e-service quality as follow: webpage design,
clients’ service, clients’ trust and secrecy and
clients’ fulfillment.

2.4 SERVIQUAL Tool

SERVQUAL is a special tool that developed
by Parasuraman et al., in 1991 that aims at
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measuring the perception of individuals toward
a specific product or service quality. This tool
is widely used and highly accepted as a suitable
measure for customer perception about service
quality. Moreover, this tool showed an acceptable
level of validity and reliability (Brensinger &
Lambert, 1990). This tool contains twenty-two
items, classified into five dimensions.

The first dimension is tangible, obviously
that it is clear from the name. This dimension
concerns in the physical materials and the overall
tangible facilities, and how they are compatible
with the services of the organization. This is an
important point according to Parasuraman et al.,
(2005) because it reflects an important side of
human physiology. It could give humans a special
comfortable feeling about what they receive as a
service

The second dimension is reliability, this
dimension assesses services, accuracy and
the dependably of services that are provided
by organizations for their customers. It is so
important because it reflects organizations’ ability
to serve their customers in an accurate way
(Brensinger & Lambert, 1990). Consequently, the
third dimension is responsiveness; this dimension
reflects how organizations’ workers are able to
serve customers in a fast and appropriate manner
(van Iwaarden, van der Wiele, Ball, & Millen,
2003).

Assurance is the fourth dimension, its
concerns revolve aaround the ability of workers to
answer customer questions and solve any related
problems, in another word it assesses workers
knowledge about their responsibilities. The last
one is Empathy; this dimension is about the level
of worrying about customers and the amount of
taking care about them (Parasuraman et al., 1991).

In spite of the widely acceptance for this
model, there are several criticisms for this model
which was developed by several researchers. For
instance, one of the main criticism against this
model is because this model focuses on how
organizations deliver their services as a process
(Richard & Allaway, 1993). So, depending
on quality characteristic to predict customers’
behavior isn’t sufficient, organizations need more
to predict customer behavior (Gronroos, 2007).
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Furthermore, Bagozzi (1981) asserted that
depending on discrimination rule in statistical
analysis, SERVQUAL five dimensions must show
high level of correlation separately between each
dimension questions and less level between each
one of these dimension with the rest of dimensions.
According to this rules, SERVQUAL tool has a
problem that may affect the researches results.

2.5 Customer Satisfaction

Job satisfaction has been studied for decades,
in spite of finding wide variety of definitions
which describe it. Hoppock set one of the first
definitions about this term when he defined it as
“a several psychosomatic conditions which leads
individuals to express satisfaction toward specific
service or product” (Hoppock, 1935). On the other
hand, another definition has been widely accepted
was defined by Locke in 1969 when he express
satisfaction as ““a positive and enjoyable response
related to some variables such as job products or
services” (Locke, 1969). According to Mathis &
Jackson (2011) customer satisfaction is “a positive
emotional state resulting from evaluating one’s
experiences and it has several dimensions which
include quality, services and warranty”.

2.6 Previous related researches

1. Al-Hawary et al.,, (2017) study entitled:
Impact of Electronic Service Quality on
Customers Satisfaction of Islamic Banks in
Jordan.

This study aimed to study the impact
of Electronic Service Quality on customers
satisfactionat Islamic Banks in Jordan. The study
examined Electronic Service Quality represented
by six dimensions which are; Reliability, Ease
of use, Effectiveness, Web Site Design, privacy,
and Responsiveness. The population of the
study comprised customers of Islamic banks in
the North territory of Jordan (Jordanian Islamic
Bank, International Arab Islamic Bank), a random
sample was taken amounted (300) participants,
SPSS was used to examine the study hypotheses
and achieve its objectives.

The researcher found that there is a statistical
significant impact of the Electronic Service
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Quality (Ease of use, Web Site Design, privacy,
and Responsiveness) on customers satisfaction at
Islamic Banks in Jordan. Regarding the dimensions
of reliability and effectiveness, the study indicated
that they had an insignificant impact on customers
satisfaction. The researcher recommended the use
of specialists in the field of electronic sites design
in particular, because the site attractiveness needs
experience sufficient experience in this area to
support its attractiveness for customers, and to
benefit from the experiences of the developed
countries in the field of software technology
control and protection of customer information, in
order to strengthen current Software application
to those banks.

2. Amin, (2016) study entitled: Internet
banking service quality and its implication
on e-customer satisfaction and e-customer
loyalty.

The purpose of this paper was to examine the
internet banking service quality and its implication
on e-customer satisfaction and e-customer loyalty.
A total of 1,000 questionnaires were distributed
for internet banking customers in Kingdom of
Saudi Arabia and 520 were returned (resulting
52% of response rate).

The results confirmed that the all four
dimensions (personal need, site organization,
user friendliness, and efficiency of website) are
distinct constructs. The results also indicated
that internet banking service quality consisting
of four dimensions has appropriate reliability
and each dimension has a positive significant
relationship with internet banking service quality.
The efficiency of banking website is the important
aspect of internet banking service quality. The
finding found that the relationship between internet
banking service quality, e-customer satisfaction
and e-customer loyalty are significant.

This study proposes a model to understand
the effect of internet banking service quality on
e-customer satisfaction and e-customer loyalty in
developing country. The constructs truly reflect
the dynamism of customers’ banking relationship
and a better understanding the attitude on internet
banking will help the bankers in implementing
more effective marketing strategies.
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3. Alshurideh et al., (2017) study entitled: The
Impact of Islamic Banks’ Service Quality
Perception on Jordanian Customers Loyalty.

Studying the effect of perceived service
quality on customer loyalty in the Islamic
banks’ services setting has not been receiving
much attention from scholars. A set of service
quality dimensions have been investigated:
tangible, reliability, empathy, assurance and
responsiveness. To attain research objectives, this
study relied on a self-generated survey to collect
the primary data from 293 Islamic banks services
users in the Jordanian market. To test research
hypotheses SPSS software was used to measure
Factor Analysis and Multiple Regression Analysis
testes.

Finally, research results and findings
asserted that customers expressed high levels of
loyalty towards all service quality dimensions.
Practitioners and academics alike are keen on
accurately measuring service quality in order to
better understand its essential antecedents and
consequences, and ultimately, establish methods
for improving such quality to exert better care for
loyal customers especially those who are more
profitable than others and to minimize customers
switching to competitors.

4. Firdous & Farooqi, (2017) entitled: Impact
of Internet Banking Service Quality on
Customer Satisfaction.

To add to the existing knowledge in the
electronic banking field of study, to help the
banks and policy makers, it is omportant to have
better understanding of the internet banking
dimensions and their contributions towards
customer satisfaction. Especially because there
are not so many researches that have been done
in this regard in India which has become the
hub of E-banking development after the recent
demonetization by the present government,
enabling people to go cashless and enhance a digi
economy. An exploratory survey with the help of
a Likert based questionnaire was conducted to
investigate the impact of Internet Banking service
quality on customer satisfaction in New Delhi.
Judgmental and convenience sampling was used
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and various kinds of internet banking customers
were approached in New Delhi. Data were
collected from a sample of 194 internet banking
customers.

The result implicated that the internet
banking service quality dimensions have a
significant impact on the customer satisfaction
of internet banking customers. Each of the
dimension namely efficiency, system availability,
fulfillment, privacy, contact, responsiveness and
contact individually contribute 70% to the overall
customer satisfaction in internet banking.

The paper provides empirical evidence to
show that the internet banking service quality
dimensions’ area is an important factor to satisfy
the customers since each of them is positively
related to customer satisfaction. The research will
help the managers of the banks and the policy
makers to focus on these factors that tend to have
a dominating impact on satisfying the customers.

5. Ismail Hussien & Abd El Aziz, (2013)
entitled: Investigating E-banking service
quality in one of Egypt’s banks: a stakeholder
analysis.

The main aim of the study is to investigate
the E-banking quality dimensions that affect
satisfaction of banks’ customers. This study
investigated how do users perceive E-banking
quality dimensions in terms of their importance;
how do decision makers in banks perceive and
provide E-banking quality dimensions; whether
each quality dimension directly affect users’
satisfaction of the service.

Structured questionnaires were randomly
distributed over 300 bank clients; 133 wvalid
questionnaires were returned. Data were
statistically analyzed using SPSS. Two key
decision makers were interviewed to get the
broader picture, where data were interpretively
analyzed.

Results of this research showed that service
quality has significant effect on customer
satisfaction. Bank could be considered a success
story that provides a guide line for decision makers
in banks that are less fortunate in providing high
service quality, thus help them better address their
customers’ needs. Moreover, his paper provides a
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valuable stakeholder analysis regarding E-banking
service quality dimensions as viewed and ranked
by service providers and users.

3. Methodology

The study population is Arab Bank clients in
Amman city branches, a sample of 300 respondents
was selected to represent them in this study, and
the researchers depended on the quantitative
methods by distributing questionnaires in order
to answer the research questions. To investigate
the moderator, the researchers will use liner
regression analysis in order to do the test first
the researchers have to centralize all independent
variables. Moreover, instant to do centralize the
researchers do standardized variables by SPSS
through descriptive analysis and then save as
standardized all IDV’s then after that compute
variables then choose the multiplication equation
in order to get moderator. The researcher will use
SPSS software to analyze research data. A cross
sectional time scale will be adopted for this study
as the results should be founded within five to six
months.

3.1 Sources of Data

Primary sources: Questionnaires was
distributed to E-banking customers as the main
instrument to measure research variables and
for gathering needed data, by these tools both
Independent and dependent variables can be
measured.

Secondary data: Its included literature
reviews for previous studies, articles, references
and specialized research related to transparency
issue.

3.2 Research Instrument

A questionnaire will be used as the main
instrument to measure research variables, the
researcher depends on Parasuraman et al., (1991)
questionnaire which called SERVQUAL in order
to measure E-banking service quality, a minor
modification was made on this questionnaire to
make it abler to assess E-banking service quality
instead of service quality in general. A ready
question about customer satisfaction and service
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trust were added to the same questionnaire. The
final form of research questionnaire includes (5)
demographic questions in section one and (30)
questions to measure research variables questions
in section two.

3.3 Research Validity and
reliability

To be sure about the instrument validity,
the questionnaire will be explored by group
pf specialists about its appropriateness. After
receiving specialists’ judgments, the researcher
will modify the questionnaire according to these
suggestions. Depending on (Saunders, 2011)
assertions, it’s so important for researchers to
make pilot test, but for small surveys and due to
time and money limits, researchers must determine
a sufficient number of respondents to perform this
step, 30 questionnaires are the sufficient number
for this process.

Moreover, because the researcher depended
on ready questions for each variable, there is no
need to access each variable reliability because
all of them have been examined.However, the
researcher will examine Cronbach’s alphas for the
whole questionnaire to be sure about its reliability
because he combines three sets of questions from
three different studies.

3.4 Research Population

The target population for this study consisted
of all customers that have accounts in Arab bank
in Amman city. There is no certain number for
this population according to the bank website or
in Population and housing Census data, so the
researcher dealed with top management at this
point. They supposed that the total population is
around 350,000 clients in number.

3.5 Sampling

Sekaran (2003) defined sampling
determination as the way to choose from
population of the study sufficient candidates in
number instead of taking all population, this
sample needs to be pointed out in a scientific way
to make it able to generalize overall population.

One of the best things about simple random
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sampling is the easeness of assembling the
sample, especially when population number is
large (Saunders, 2011). Another key feature of
simple random sampling is its representativeness
of the population. Due to the representativeness
of a sample obtained by simple random sampling,
it is reasonable to make generalizations from
the results of the sample back to the population
(De Vaus, 2013). For all previous reasons, the
researcher depended on simple random technique
for this study.

While research population of 350,000
persons acoording to Arab Bank top management,
Thornhill, & Saunders (2007) asserted that for
most business management studies, researchers
can depend on 95% of confidence level and
5% as error margin, according to all of these
assumptions; the representative sample size is 283
respondents (Saunders, 2011). So, the researcher
distributed 500 questionnaires randomly for
E-banking customers in all

Arab Bank branches in Amman City with
the aim of collecting at least the needed number
of respondents. 300 questionnaires have been
received with a response rate of 60%. These 300
questionnaires have been analyzed using SPSS
software; the following section describes all
procedures and techniques for data analysis.

4. Data Analysis and Results
Table (1):

Demographic information

Item Frequency Percentage Total
E Female 102 34
= 300
&) Male 198 64
200-400 33 11
g 401-600 115 383
S 300
S 601-800 120 40
Above 800 32 10.7
ot 1-3 88 293
5
5 4-7 130 433 300
&
M More than 7 82 27.3
18-30 172 57.3
0 300
j:‘) 31-40 99 33
Above 40 29 9.7
.5 Diplomal\less 20 6.7 300
§ Bachelor 255 85
.
M Postgraduates 25 8.3
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Table 1 indicated the demographic variables
of responders. For gender result, the percentage of
male and female was 64% and 34% respectively.
Moreover, the income variable has a category
rate stating from 200 JOD up to above 800, while
the descriptive analysis result shows that the
most responders have chosen 601-800 with 40%
as a highest rate. Furthermore, with respect to
experience, the highest proportion came by 4-7
years with 43.3%. However, the majority of age
category of participants was between 18-30 years
old, with 57.3%. Finally, in terms of education
85% of respondents were bachelors. Hence, the
reasonable ground to trust the survey is dealing
with actual clients of the bank.

4.1 Regression Analysis

To investigate the aims of present
research, multiple linear regressions were used
to investigate the impact of the independent
variable “E-banking Services Quality” on the
dependent variables “customer satisfaction”. The
independent variable has five dimensions which
are; Assurance, Empathy, Reliability, Tangibles
and Responsiveness, those factors are moderated
by costumer trust. These variables are used in the
multiple linear regression models:

Table (2):

Multiple regression results for impact of E-banking services
quality practices on customer satisfaction

Change Statistics

E R Adjusted

§ Square R Square F Sig. F
Change Change

g

§ 937a  .878 .875 299.677  .000

kS

Table 2 shows research model summary, in
aim of showing the relationship strength between
the independent variable and the dependent
variable which is examined through the relation
by (R) and in regards to the results of analysis,
(R=937) which is a positive relatoinship.
Moreover, p-value is 0.00 which means assertion
about the significant relationship, hypothesis 1 has
been accepted. This result coincides with a study
of (Firdous & Farooqi, 2017) that reached to the
same finding of positive relationship between
those two variables.

Concequently, from same model (R2= .878)
this indicated independent variables E-banking
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services quality explain 87.5% of the variance
in adoption. It means E-banking services quality
has the ability to describe 87.5% of customer
catisfaction regarding assurance, empathy,
reliability,  tangibles and  responsiveness.
Moreover, the moderator impact can be represented
as an interaction between a focal independent
variable and a factor that appoints the convenient
conditions for its operation.

Table (3):
Regression test equation for independent variable dimensions

Unstandardized Standardized

%’ Coefficients Coefficients o
wn
= B Std. Beta
Error
= .
0 _161- .09 g 3
g . . v_: O
\L-)/ 1
Z
5
= =]
2 008 006 044 S g
o
4
&
>
= NN
g 047 .005 231 S
= o3
|8a}
& o
[
- 'go 035 007 187 S g
v
&
=
£ 030 003 288 g S
T) (o)
&
g
w
S 105 012 243 Z g
<
£s .
= O
S5 -143- 038 13- & 8
23 °?
2 >
O

This model (coefficient model) usually used
to reveal the independent variables with the most
effective impact in parallel with hypotheses
testing all five sub-hypotheses. As per table 3 of
coefficients, Reliability recorded the greatest with
the greatest t-statistic (8.887), and p-value was
(0.000). It indicated that if one unit of reliability
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standard deviation increase, this will lead to
an increase by (0.288) of customer satisfaction
standard deviation by provided that the
responsiveness, rmpathy, tngible, and reliability
moderator are left unchanged. Depending on
this result, hypothesis 1.1 has been accepted.
This result agreed with AL-Adwan & AL-
Tarawneh, (2017) as it found a strong relationship
between E-banking service quality and customer
satisfaction in Jordanian commercial banks.

Therefore, the responsiveness recorded
the lowest t-statistic (1.212) which p-value for
(0.226) which means there is no significant
relationship  between  responsiveness and
customer satisfaction. So, the sub-hypoyhesis 1.3
was rejected. This indicates there is no significant
relationship between responsevniss and customer
satisfaction. This result in fact disagrees with
some of previous studies such as Al-Hawary etal.,
(2017) and Alshurideh et al., (2017) researches,
and by contrast agreed with Firdous & Farooqi,
(2017) when they found there is no significant
relationship between responsvness and customer
satisfaction.

By looking for the value of t-test for each one of
E-banking Services Quality within table 3, it’s clear
that all of these remaining dimensions (Assurance,
Empathy, and Tangibles) had significant statistical
impact on customer satisfactin T values (8.685,
8.742, and 5.100) while p-values < 0.05 for all
three dimensions. This result of t-test indicates
that all coefficients of E-banking services quality
dimension except responsiveness are statistically
significantly which means all of these four
dimensions (Reliability, Assurance, Empathy, and
Tangibles) have a significant statistical impact on
customer satisfaction. As a result, sub- hypothese
number 1.1, 1.4, and 1.5 have been accepted so
there is a significant impact of each one of these
dimentions assurance, empathy, and tangibles on
customer satisfaction. This also corresponds to the
results of some previous studies that have been
found a strong relationships between these three
dimensions and customer satisfaction (Alshurideh
etal., 2017; Ayo et al., 2016).

Finally, the moderator impacts of a variable
are represented by the interaction term. If the
interaction term is statistically significant, that
means null
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hypothesis must be rejected while the
alternative one must be supported. Depending
on the analysis results, hypothesis number two
has been supported; this means customer trust
mediates the relationship between E-banking
Services Quality and customer satisfaction. It can
be described as independent variables exactly
in the same manner. Thus,p samples could be
used for estimation goal. This result matches
with Arifin, (2016) when it found a moderating
effect of customer trust on the relationship
between E-banking service quality and customer
satisfaction.

5. Research Contributions

This study has several valuable contributions
that enrich the existing literature about the
same subject. firstly, this study investigated the
relationships between research variables as the
first study that converted all Amman governorate
area with this large number of samplings
depending on Sekaran’s, (2006) suitable sample
determination table. Moreover, this research
introduced the mediating rule of customer trust on
the main relationship between the independent and
the dependent variable according to some of the
previousresearches thatsuggested this variable due
to its importance on such variables. Nevertheless,
study findings showed that reliability recorded
the greatest with the greatest t-statistic while the
responsiveness recorded the lowest t-statistic, this
means there is a noticeable shortage on banks
responsiveness practices towards their customers.
Moreover, data findings reveal that the majority
of the respondents indicated that there is equality
among empathy or costumers of bank.

Finally, research results give a suitable
guideline for banks management to follow in
order to achievie better customer satisfaction
through maintaining and enhancing the quality of
their E-banking services which may lead to gain
perceived competitive advantages for each bank
that adopts research result for the future.

6. Findings and Discussion

The main objective of this study is to measure
the impact of Quality E-banking Services on
customers satisfaction, it can be summarized that
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the level of costumers or visitors’ satisfaction in
Arab Bank was very high relaying on (R2=.878).
Research result shows a strong positive
relationship between E-banking cervices and
customer satisfaction, consist of (AL-Adwan &
AL-Tarawneh, 2017; Amin, 2016).

Moreover, the study indicated that there is
a strong effect between the study dimensions.
In fact, this is based on (Al-Hawary et al., 2017,
Alshurideh et al., 2017) as these researches
admitted that E-banking dimensions lead to better
customer satisfaction.

The results indicated that costumers are
satisfied with Assurance, empathy, reliability,
tangibles and responsiveness in Arab bank.
Moreover, top level managers at Arab banks
should concentrate on the Responsiveness factor
in order to put all bank potential into costumer’s
satisfaction they should focus on employees’
behavioral, employees’ motivation. This could
be reasonable results for employees to work
effectively and efficiently.

Therefore, this could be useful informations
for academic and managerial people, as per results,
the survey finds that banking services quality
through assurance, empathy, reliability, tangibles
and responsiveness affect costumers’ satisfaction
to a very great extent (AlSudairi, 2016; Amin,
2016; Ayo et al., 2016; Liu & Wang, 2017).
Moreover, the participants indicated that the
human resource management at the bank are not
perfectin dealing with employees behavioral. The
participants shows that due to mismanagement
at the bank, the employees should be granted
more responsibilities even outside the bank
to transferthe right information to the right
costumers. Here it can be explained as the power
of word-of-mouth. The data findings revealed that
majority of the respondents indicated that there is
equality in salaries among costumers of bank.
The survey findings revealed that nature of work
demands causes a lot of stress as per majority to
participants.
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