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Abstract

India's banking commerce is currently facing an active task in
rapports of both client base and performance. The majority of the
literature evaluations cited in the research depicts a link between
E-Banking with user’s satisfaction and Outcome quality,
Environment Quality, Interaction Quality. This research is only a
first step toward gaining a better grasp of the multi-dimensional
concept of e service quality and user satisfaction. The study
focused mainly on factors of internet banking assistance excellence
as well as aimed to foresee E-banking out of Outcome quality,
Environment Quality, Interaction Quality and Customer
satisfaction. Descriptive research performed with 637 users of E-
banking services from Gujarat region. Smart PLS The method was
employed to explore the underlying factors in the study. The
research result show that user’s satisfaction is mostly affected by
Interactive Quality followed by other factors. This paper delivers an
impression of earlier and freshly proposed metrics as well as
directions of thumb for assessing the research results founded on
the application of PLS-SEM. it is also found that all the factors affect
user’s satisfaction positively.

Keywords: E-Banking, E-Service Quality, User’s satisfaction.

1. Introduction
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Banking has been effective in India from ancient times, and the
commercial banking system was recognized in the 18th century, a la
cowboy films. The General Bank of India was the country's first
formally recognized bank in 1786. The East India Company (1843)
recognized “the Bank of Bombay” (1840), “the Bank of Calcutta”
(1809), and “the Bank of Madras” (1809). “Hindustan Bank” was
established later in 1870. The three banks were known as the
Presidency Banks: “The Bank of Calcutta”, “the Bank of Bombay”, and
“the Bank of Madras”. Later, in 1921, the Presidency Banks merged
to become “the Grand Bank of India”. Following the adoption of the
Reserve Bank of India Act in 1935, the Reserve Bank of India was
established.

Internet banking uses the Internet as a delivery method to supply
banking commaodities to its customers (Khan et al, 2009). This is one
of the newest retail banking channels for delivering services to clients,
and it employs a wire network to allow users to check transaction
data, transmit money, pay bills, or buy online (Daniel, 1999; Aladwani,
2001). "Bricks and mortar" services have been supplanted by "clicks
and mortar," or internet banking, thanks to the internet (Chau & Lai,
2003).

The bank's website includes general information for this type of
service, such as interest rates, branch locations, FAQs, loan and
payment calculators, and product features. The website provides for
application downloads, but e-mail is the sole way to communicate.
There is no communication between the customer and the bank's
production staff, and no paperwork is required of the customer.
Account balances, transaction information, and a statement of
accounts are examples of facts specific to the consumer. Customers
are identified and authenticated using passwords and other simple
methods. The majority of the data is read-only and is collected from
the bank's construction system in set or offline mode; money
transfers are not supported in these systems.

2.Literature Review

E-banking adoption

These types offer facts personal to the customer, such as account
balances, transaction information, and statement of accounts.
Passwords and other straightforward procedures are used to identify
and authenticate customers. The majority of the information is read-
only and is obtained from the bank's production organization either
in set mode or offline approach; money transfers are not supported
in these kinds of systems. The goldsmiths invested the monies with
interest. Promissory notes stood also created by way of a secure and
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practical form of banking. (2022) Neha Puria and Vikas Garg
Information technology is vital for inventions to progress and stay
competitive in the modern world. The newest method of providing
banking services is electronic banking Researchers have different
ideas on what constitutes "e-banking," which encompasses a variety
of services that let bank clients use a “computer”, a “television”, or a
“mobile phone” to obtain information or conduct most retail banking
transactions. (Sathye, 1999; Daniel, 1999; Mols, 1998). For instance,
Burr (1996) defines it as a link established electronically among a bank
and a customer for the determination of planning, managing, and
overseeing financial activities. Customers were given a good online
experience by the bank as of late (Manju, 2020)

Appropriate dimension of service quality is grave in terms of portion
service earners understand whether they are correctly classifying and
lecturing what their customers essential. Parasuraman et al. (1985,
1988) planned a service quality assessment model (SERVQUAL),
which comprises five primary extents: “tangibles, responsiveness,
reliability, assurance, and empathy. Tangibles represents physical
facilities, equipment”, and the attendance of workers. The ability to
support clients and send fast service is mentioned to as receptiveness.
Being dependable means partaking the volume to deliver the
undertaken service on time and exactly. Employee expertise,
politeness, and the capacity to foster trust and confidence are all
reflected in assurance. Third, empathy has to do with the considerate,
personalized service the company offers its clients.

Customer satisfaction is positively impacted by interaction quality.
Interaction quality (Gro"nroos, 1982, 1984) relates to how consumers
perceive the way that the service is provided throughout service
interactions (Lemke et al.,, 2011). According to Brady and Cronin
(2001) and Gronroos (1982, 1984), the level of interaction quality is
also connected to how consumers see their contacts with service
providers throughout service delivery. According to earlier study,
consumer impression of service quality is significantly influenced by
human interactions (Bitner et al., 1994; Surprenant and Solomon,
1987). According to Gerrard and Cunningham (2001), service
providers are crucial to keeping customers happy. In a similar vein, Jap
(2001) contends that employee efforts and interpersonal interactions
meant to establish and uphold the relationship with customers are
precursors of customer satisfaction, and Jamel and Naser (2002)
assert that interactive quality, which mentions to the quality of
interactions among employees and customers, has a through effect
on customer satisfaction.
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Environment quality has optimistic effect on customer satisfaction.
Karahana and Straub (1999) have presented that apparent use is, to
an important extent, resolute by social impact, that is findings of vital
others with respects to the influence of the IS to the completion of
serious social issues. Finally, Venkatesh and Bala (2008) additional
refine and provision the social effects of apparent usefulness by
adding, on top of job significance and output quality particular norms,
user image, and result certainty as the main backgrounds of perceived
usefulness.

Outcome quality positively affects to e-banking services. We contend
that when the process assessment has been completed, the
evaluation of the service's final product would be impacted. Just as a
negative process evaluation will skew an assessment of a good
outcome experience, so will a positive process evaluation skew an
assessment of a bad outcome experience. Future assessments of the
quality of a service will be influenced by a consumer's initial
assessment of quality (process) (outcome). This claim leads us to the
conclusion that customer assessments of the quality of the process
will have a considerable influence on their assessments of the quality
of the final product. Joseph E. Collier and Carol C. Bienstock (2014)

User- experience positively affects user experience with regard to e-
banking services.

In this context, several writers have discovered that user experience
can moderate how beneficial a website is (Gefen et al. 2003). In
particular, although the differences were not statistically significant,
Castan et al(2007) .'s findings demonstrate a somewhat greater
association between usability and ease of use among individuals who
had used the website before. Yet, prior e-Banking experience acted
as a moderator in the association between usefulness and inclination
to visit the website. Hence, those who have more experience may
consider perceived usefulness more in determining whether they
plan to utilise the technology in the future (San Jose' 2007).

Proposed Hypotheses

Ha: Interaction quality has confident effect on User experience.

H.: Environment quality has confident effect on User experience.

Hs: Outcome quality confident effect user experience with regard to
e-banking services.

Hi: User-Experience positively mediates the connection among
interaction quality and Customer Satisfaction with regard to e-
banking services.
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H5: User-Experience positively mediates the connection among
Environment quality and Customer Satisfaction with regard to e-
banking services.

H6: User-Experience positively mediates the connection among output quality and
Customer Satisfaction with regard to e-banking services.

Research Model
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Figure I: Proposed Research Model of-Banking Service Quality (eBSQ) for Customer Satisfaction

Fig: 2.1 Proposed model

The examination of a customer's interface with e-banking facility
providers at the point of facility delivery is referred to as interaction
quality. (2009) Lu et al. The surrounding surroundings will consume a
substantial impact on customers' views of overall service equality.
Environment quality is an intangible and requires the attendance of
consumers through the service transfer process. 2001 (Brady &
Cronin). The definition of outcome quality is the standard of what the
consumers receive once the service delivery operations are complete.
| suggest that there are three sub-dimensions of result quality:
timeliness, tangibles, and valences. Lee (2012) and Neale (2012)
(Zhao et al., 2012). Lu along with other people (2009). A person's prior
interactions with a particular technology will have a significant
influence on how they will behave around it. Aquain and Ajzen (1975).
User satisfaction may stay characterized as an expressive reaction
created on the user's general assessment of the opportunities and
knowledges, he or she has had as a result of prior encounters with a
specific technology. (1997, Oliver). Using a variety of E-services quality
dimensions, this research study measures customer satisfaction
levels. Empirical research will close the gap between the banking
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industry's strategy and the physical barriers to employing digital
services. In order for the banking business to offer more services, it
will be important to plan and formulate client acquisition and
retention strategies. Every participant in the banking support system
will find this study to be important.

3. Research Methodology

It is exploratory research conducted on primary data collected from
users of E-banking from Gujarat state. It is based on adopted Likert
scale questionnaire with some relevant changes wherein
respondents gave their responses on a 5-point Likert scale based on
service quality dimensions. For this study around responses from 637
respondents were collected using convenient sampling method. To
achieve following objectives, Exploratory cum Descriptive research
design has been adopted in Research study. Sampling method- non-
probability convenient sampling method has been employed. Data
analysis performed using SPSS 24 and smart PLS SEM-4.

3.1 Objective

This learning purposes to explore the issues prompting user’s
satisfaction towards service quality with respect to E-banking.
Further, to identify which factors significantly affects user’s
satisfaction. So, this pragmatic investigation carried out to assess the
correlation among construct mention in research model.

3.2 Dimension development

A questionnaire was developed to collect the data from users of E
banking service from Gujarat region. Data was compiled using online
and offline mode. Questionnaire was reviewed by group of experts
for content validity. Suggested changes were incorporated in the
survey. A five-point liker type measure moving from “strongly
disagree “to “strongly agree” measured the constructs items. The
scale of Interactive quality, Outcome quality, and Users satisfaction
were adopted from (Brady & Cronin, 2001; Lu, et al., 2009), the scale
for Environment quality was adopted from (Brady & Cronin, 2001; Lu
et al., 2009), A pilot testing was carried for 50 respondents using
personal interview, changes in length and sequence of questionnaire
were incorporated in the questionnaire.

3.3 Data collection

Convenient sampling was applied to accumulate the data from
Gujarat state in India. Data was collected using online and offline
guestionnaire. Data was collected from 637 users of E Banking after
removing incomplete responses from 27 users. According to (Hair et
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al. 2011), more than 200, samples are sufficient sample for multi

variate analysis.

Table 3.1 Descriptive Statistics

Cronbach's alpha

Average
variance
extracted (AVE)

) 0.847 0.65

EQ 0.926 0.759
1Q 0.964 0.748
0Q 0.921 0.594
UE 0.903 0.652

Measures of variables should have reliability in order to draw valid

conclusion from the research. Reliability refers to the degrees to

which the detected variable measures the genuine esteem and is free

from blunder (Hair et al., 2003). Cronbach's alpha is the furthermost

regularly measure second-hand to pass judgment on the inside

unwavering quality of builds or factors. The range estimation of alpha

lies between 0 to 1. Table 2 shows the intention of Cronbach’s alpha

for respectively amount used in this explore. Cronbach’s alpha shown

in table 2 for each construct is overhead the cut-off value of 0.7, on

behalf of good interna

I”

Table 3. 2 outer loadings

reliability” of each construct.

cs EQ 1Q 0oQ UE
Cs1 0.781
CS2 0.756
CS3 0.877
EQ1 0.867
EQ2 0.865
EQ3 0.872
EQ4 0.88
Q1 0.842
1Q2 0.865
1Q3 0.884
1Q4 0.865
1Q5 0.877
1Q6 0.869
1Q7 0.868
1Q8 0.843
1Q9 0.87
0oQs 0.826
oaQi1 0.808
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0Q2 0.802

0Q3 0.725

0Q4 0.737

0Q5 0.755

0Q6 0.718

0Q7 0.786

UE1l 0.892
UE2 0.844
UE3 0.805
UE4 0.68
UES 0.799

Table 3.3 Table Heterotrait-monotrait ratio (HTMT)

) EQ 1Q Oq UE
()
EQ 0.858
1Q 0.763 0.79
0Q 0.884 0.851 0.781
UE 0.985 0.778 0.712 0.86

4.1 Assessment measurement models

The primary stage in SEM is the evaluation of the dimension model
(outer model), which contains a clarification of several “reliability”
and “validity” measures such as compound “reliability, convergent
validity, discriminant validity, and internal consistency” (Barclay et al.,
1995). The item loadings show the amount of variation shared by the
various items in the variables and used to find indicator reliability. All
the loading in our reflective measurement models was more than
0.70 indicating adequate indicator reliability (Sarstedt et al., 2017).
Before proceeding with regression analysis, Chin (2010) suggested
testing the reliability and validity of the measurement rummage-sale
to assess the variable star.

We have used PLS-algorithm to measure reliability and validity. Hair
et al. (2012) suggested that composite reliability should be more than
0.70. Further he suggested that Cronbach’s alpha must also be more
than 0.70. He added that AVE Must be more than 0.50. The results in
Table: 01 shows that internal consistency (Alpha), composite
reliability (CR), and average variance (AVE) are above threshold value
and showing adequacy of scale.

The discriminant validity was also examined in accordance with Hair

et al. (2016). Although convergent validity (AVE) specifies the degree
of variation in a concept that is connected to its needles, discriminant
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validity reveals that respectively construct is distinct after all others in
the outline. Heterotrait - Monotrait ratio (HTMT) were working to
measure discriminant validity. This technique uses the HTMT ratio and
calculates discriminant validity built on the correlation values of the
construct indicators. The results for discriminant validity utilising the
HTMT ratio were provided in Table 2. As suggested by (Gold et al.,
2001) the thresholds of HTMT statistic are less than 0.90 and our
results shows all the values are below the verge in Table:02. Hence
the discriminant validity is established. The VIF outer values of all
formative indicators should be less than 3 (Hair et al., 2019). Result
indicates that entirely the values are below 03 and there are no
multicollinearity issues in the formative evaluation of User Experience
(UE) in banks in India.

Table 4.1 Collinearity Statics

VIF

Cs1 1.435
CS2 1.411
CS3 1.804
EQ1 2.382
EQ2 2.487
EQ3 2.335
EQ4 2.522
1Q1 2.921
1Q2 3.543
1Q3 3.831
1Q4 3.382
1Q5 3.544
1Q6 3.364
1Q7 3.35
1Q8 3.13
1Q9 3.557
0Q8 2.4
oQi1 2.322
0Q2 2.382
0Q3 1.941
0Q4 2.01
0Q5 2.112
0Q6 1.829
0Q7 2.176

4.2 Structural model assessment
Toward test the hypothesis, a PLS structural model was estimated. PLS
algorithm run to do regression analyses and to find route coefficients
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can therefore be represented in the structural model as uniform
regression coefficients. The statistical implication of growing the way
coefficient is determined by bootstrapping as PLS does not type any
distributional predictor norms (Hair et al., 2017). The structural model
is assessed by exploratory collinearity concerns by means of the
variance inflation factor (VIF), implication, and sensitivity. The path
coefficients' importance in the model, as well as the models'
explanatory and predictive capacity (Hair et al., 2020). VIF values
more than 5 specify the prospect of collinearity across analyst
constructs, however collinearity can to arise at minor VIF ethics of 3-
5 (Becker et al., 2015; Mason & Perreault, 1991; Ringle et al., 2015).
All values in this investigation are fewer than 5.

R-squared is an amount of the model's descriptive power since it
computes the alteration clarified by apiece endogenous concept
(Shmueli & Koppius, 2011). According to Hair et al. (2011) and
Henseler et al. (2009), R-squared standards of 0.76, 0.50, and 0.26 are
significant, moderate, and weak, respectively. The EMA and
environmental performance R2 values in this model are both 0.577.
Another technique for evaluating the PLS route model's forecast
accuracy is to estimate the value of g2 (Geisser and Stone, 1974). You
may assess an exogenous construct's influence to the g2 worth of an
endogenous latent variable using the impact size 2. Q2 values of 0.35
specify that an external concept has a low, medium, or substantial
forecast significance for a certain endogenous construct as a relative
measure of predictive importance. Environmental performance and
EMA both get g2 scores of 0. 495.The considerable effect size f2 is
used to evaluate R-squared. It describes a condition in which one or
more independent variables are taken out of the framework for the
study and the impact it has on the dependent variable as a result (Hair
et al., 2013). f2 values of 0.03, 0.16, and 0.34 can be used to assess if
the independent variable Quality have a minor, average, or large
influence, according to (2010) Chin and (2014) Hair et al.

Table 4.2 Table Model Fit

Saturated Estimated

model model
SRMR 0.044 0.056
d_ULS 0.861 1.373
d_G 0.426 0.456
Chi-square 1557.499 1634.905
NFI 0.894 0.888

In this study, the standardised source mean square residual (SRMR) is
working to assess the model's fitness. The source mean square
alteration among the practical correlations and the model-implied
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correlations is known as the SRMR. A value of 0 signifies faultless fit
since the SRMR is a total amount of fit (Hu & Bentler, 1998). The SRMR
value must be a lesser amount of than 0.08 or 0.10 in the CB-SEM
method, according to (1998) Hu and Bentler, who make this
argument. This number is almost equivalent to 0.08 in the preceding,
which is consistent with their range. The corresponding value for this
investigation is less than 0.08.

4.3 Hypothesis testing

Structural equation modelling, which employs the structural equation
model's fitness to assess the investigate hypotheses, is the statistical
approach employed in this work. The path coefficients are first
generated to study the hypotheses, and then their implication is
measured by means of the t-test statistics. The track and path
coefficient of the mark are important at a 95% confidence level if the
total t-value of the test statistic is added than 1.96 (the vital value at
the level of 0.05), otherwise, the path coefficient is not important. It
Must be renowned that the path coefficient's magnitude reflects the
link's strength and its sign the countryside of the relationship (direct
or indirect).

Table 5 the findings as of the fitting of the research model and
identifies the pathways as significant if the total t-value is larger than
1.95. Additionally, as shown in Figure 2 and Table 5, there is no
significant correlation between environmental performance and the
control factors taken into account in the present study, namely
industry and extent. When a 3™ variable enters the connection among
the independent $ dependent variables, mediation takes place.
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Fig: 4.1 Structural model

Table 4.3 Parth Coefficients Direct Effects

ISSN: 2197-5523 (online)

Original | Sample | Standard

sample | mean deviation | T statistics

(0) (M) (STDEV) (|O/STDEV]) P values
EQ-> UE 0.196 0.195 0.049 3.998 0
IQ-> UE 0.125 0.126 0.045 2.762 0.006
Oq -> UE 0.523 0.523 0.047 11.151 0
UE -> CS 0.782 0.782 0.022 35.384 0

According to Saari et al. (2021) and Ghasemy et al. (2020), the
magnitude and importance of the route coefficients in the structural

model were tallied. All route coefficients had low f-square values and
stayed statistically significant (p 0.05) (Table 5). The effect of
Interaction quality on user experience is significant (B = 0.125, p =

0.000, p < 0.05, supporting H1) followed by Environment quality (B=
0.196, p=0.006, p < 0.05, supporting H2) and Outcome quality (B=
0.523, p=0.000 p < 0.05, supporting H3). Impact of user experience on

customer experience is also significant (= 0.782, p=0.000 p < 0.05,

supporting H4).

Table 4.4 Indirect Effects

Original | Sample | Standard

sample | mean deviation | T statistics

(0) (M) (STDEV) (|O/STDEV]) | P values
IQ->UE->CS | 0.098 0.099 0.036 2.707 0.007
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EQ->UE->CS | 0.153 0.153 0.038 3.994 0

Oq->UE->CS | 0.409 041 0.039 10.39 0

Interaction quality has influence arranged customer satisfaction via
user experience (B 0.098, p = 0.007, P<0.05, supporting H5) followed
Environment quality has influence on customer satisfaction via user
experience (B 0.153, p = 0.000, P<0.05, supporting H6) and Output
quality has effect on customer satisfaction via user experience (p
0.409, p = 0.000, P<0.05, supporting H7).

5.0 Discussion and Implications

This research was to find out impact of various issues like interactive
quality, environment quality, outcome quality, user friendliness,
Customer satisfaction and user experience with reference to How do
e-service quality affects user’s satisfaction. There are interesting
findings which are emerges out of the current study. Interactive
Quality is most affecting factors among identified factors which
suggest that banks must frame such interactive layout which enhance
user’s satisfaction. Customer satisfactory construct is able to have
most significant positive impact on interactive quality. Other factors
have also significant effect on user’s satisfaction towards e-banking. It
is to be noted that interactive quality is such dimension which
significantly affects the user’s satisfaction which is to be observed by
bank with every change in technology.

The term "user experience" relates to features like usability, security,
stability, and dependability. The perception of the user experience
improves as a result of quality improvements, which eventually
results in higher customer satisfaction. Rendering to the results of the
response examination conducted for this learning, it is evident that
consumers prioritised outcome quality, which means that they will
first check for results from the e-service (banks) they choose to utilise.
The result of utilising this service, for instance, is that someone who
uses a mobile wallet will utilise it to safely transfer money. Customers
will therefore prioritise ease of use, security, and Hassle-free booking
and payment, placing environmental quality second. Last but not
least, they are also concentrating on interaction service, where they
seek assistance from or interaction with business representatives
whenever they need assistance in an e-service encounter. Therefore,
e-service providers like banks should put greater emphasis on the
interactive quality by offering chat rooms, FAQs, customer support,
and online complaint processing with the use of artificial intelligence
and other cutting-edge technology. Customer satisfaction will
undoubtedly be impacted if overall user experience with the e-
services (banks) is positive. Therefore, managers and policy makers in
e-services guarantee that users have a positive experience. Customers

2422



Journal of Namibian Studies, 34 S2(2023): 2410-2426 ISSN: 2197-5523 (online)

that are happy will promote confident word of mouth and E-WOM,
which helps to build a strong brand and improve the reputation of the
business. Customer pleasure will eventually result in brand loyalty
and have a beneficial impact on business success.

6. Limitation and future scope

This study used convenient sampling method to collect the statistics
so all the limitations associated with convenient sampling is also
applicable with this research. Additional research Must be approved
out in instruction to improve the considerate of the thoughts of
service quality, user experience $ customer satisfaction, how they are
restrained because they are actual significant for e services in
rapports of profitability and development. A like study might be
directed with a higher sample size so that results might be general to
a higher population. This research container also be approved out in
other parts included of multiple cultures in command to find out the
pertinence of the SERVQUAL model in additional e services. More
studies might be approved out on service quality of e facilities in India
or in other portions exactly to measure service quality insights of
banks, government, health care with like dimensions.
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