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Introduction

Technology has succeeded in making various aspects of life 
easier for the societies of today (Rust & Oliver, 1994). More 
importantly, it has become a fundamental element in improv-
ing the quality of services in general and E-Banking services 
in particular (Joseph & Stone, 2003). E-Banking service is 
said to rely on the exchange of information between customers 
and providers using technological methods devoid of face-to-
face interaction (Darwish & Lakhtaria, 2011).

Banking sectors in most developed countries have pio-
neered the area of e-services and have been actively involved 
in its continuous improvement. The objective was to try to 
meet the ever-changing needs and lifestyles of modern cli-
ents. The Lebanese banking sector, core of the Lebanese 
economy, has been witnessing unprecedented growth, espe-
cially with regard to electronic services (Fakhoury & Aubert, 
2015). The usage of E-Banking services by bank clients has 
grown in the past few years about 25% to 30% (“Bank to the 
Future,” 2013). Indeed, Lebanese banks are strategically 
using advancements in E-Banking services for retaining and 
attracting clients, and are therefore making large investments 
in implementing the latest E-Banking strategies to maintain 
and augment their competitive advantage.

Most of the previous studies examined Internet banking to 
the exclusion of all other types of E-Banking services includ-
ing applications for smart phones and E-Banking robots. 
Many studies have investigated how E-Banking service 
quality is measured, but few have studied the relationship 
between the quality of E-Banking services and customer sat-
isfaction in Lebanon. This study fills a gap in the literature 
because it addresses the E-Banking issue in its entirety with-
out making any exclusions, and in Lebanon, a developing 
Middle Eastern country where, to the knowledge of the 
authors, no similar study has been conducted before. The 
implications of this study emphasize the significant influ-
ence of E-Banking service quality on customer satisfaction, 
and the important impact of E-Banking service reliability on 
service quality perceptions of banking clients.

This study is organized as follows: The following section 
will present a thorough “Literature Review,” followed by the 
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“Method” and “Findings” of the study. An “Interpretation 
and Discussion” section analyzes the findings and provides 
implications as appropriate. Finally, the “Conclusion” sec-
tion summarizes the study and presents pertinent limitations 
and recommendations for future research.

Literature Review

E-Banking

Historically, the launching of the first Automated Teller 
Machine (ATM) in Finland marked the start of a new bank-
ing channel, which made Finland the leading country in 
E-Banking, before it became widely used in any other devel-
oped and developing countries (H. Sharma, 2011). More 
recently, E-Banking, or the distribution of financial services 
via electronic systems, has spread among customers due to 
rapid improvement in IT and through competition between 
banks (Mahdi, Rezaul, & Rahman, 2010).

Lustsik (2004) defines E-Banking services as a variety of 
e-channels for doing banking transactions through Internet, 
telephone, TV, mobile, and computer. Banking customers’ 
desires and expectations with regard to service are expand-
ing, as technology advances and improves. These days, the 
customer wants to operate and do his or her banking transac-
tions at any location without going to the bank, at any time 
without being limited to the bank’s working hours, and to do 
all his or her payments (purchasing, bills, stocks) in a fast 
and cost-effective way. Consequently, financial services 
quality ought to be characterized by independence, elasticity, 
freedom, and flexibility, to accommodate these desires 
(Khalfan & Alshawaf, 2004).

In Lebanon, E-Banking is still mostly limited to the 
Internet and mobile telephones. This is due in part to slow 
development of IT infrastructure in the country. With that in 
mind, we are defining the concept as the ability to conduct 
banking and financial transactions electronically via the 
Internet or mobile telephone applications.

Customer Satisfaction

Customer satisfaction is one of the most important concepts 
in the field of marketing studies today (Jamal, 2004). Broadly 
speaking, it links processes culminating in purchasing with 
postpurchase phenomena such as attitude change, repeat pur-
chase, and brand loyalty (Churchill & Surprenant, 1982). 
Oliver (1980) explains that the feeling of satisfaction arises 
when customers compare their perception of actual product/
service performance with expectations.

A number of varying definitions have been proposed to 
clarify customer satisfaction. Yet the notion of comparing 
postproduct/service performance with pre-formed expecta-
tions seems to be common to most definitions. Oliver (1981) 
defines satisfaction as an emotional postconsumption evalu-
ative judgment concerning a product or service. Similarly, 

Tse and Wilton (1988) defined customer satisfaction as a 
“consumer response to the evaluation of the perceived differ-
ence between expectations and final result after consump-
tion” (p. 204). Satisfaction can also be described as the 
feedback of a postpurchase assessment of certain service/
product’s quality, and compared with the expectation of the 
prior-purchasing stage (Kotler & Keller, 2011).

In contrast, other researchers have observed that the 
impact practiced within the purchasing and consuming stage 
of the product/service may also have an important effect on 
the customer’s judgments toward satisfaction (Homburg, 
Koschate, & Hoyer, 2006). Thus, customer satisfaction is a 
customer’s feeling of pleasure or displeasure after he or she 
has distinguished a performance of a product/service with 
respect to his or her expectancy (Keller & Lehmann, 2006).

Consistent with these definitions, and in so far as this 
study is concerned, customer satisfaction is the attitude of 
the customer formulated in response to using any form of 
E-Banking services. Accordingly, E-Banking attributes may 
increase, decrease, or keep the same customer satisfaction.

Customer Satisfaction and E-Banking

One main objective of this research is to understand to what 
extent the quality of electronic services offered by banks 
would affect the satisfaction of the customer in the Lebanese 
banking sector. According to Grönroos (1998), there is a 
steady and positive relationship that gathers both the 
E-service quality and customer satisfaction. Indeed, 
Parasuraman, Zeithaml, and Berry (1988) also conclude in a 
study that the relationship between quality of service and 
customer satisfaction is very sturdy and durable (Parasuraman 
et al., 1988). To check this relationship, Jain modifies it in an 
easier formula and reaches the conclusion that great cus-
tomer satisfaction immensely depends on receiving a better 
and higher quality service (Jain & Gupta, 2004).

A number of additional studies point out to a relationship 
between customer satisfaction and E-Banking services. In their 
research, Asiyanbi and Ishola (2018) demonstrated that the sat-
isfaction degree of customers in the banking sector increases 
when using E-Banking services (Asiyanbi & Ishola, 2018). 
Similarly, Ranaweera and Neely (2003) verified that the qual-
ity of E-service is the first step of customers’ satisfaction 
(Ranaweera & Neely, 2003). Likewise, research conducted in 
the banking sector by Bei and Chiao (2006) recognized a major 
relationship between the quality of the service and the customer 
satisfaction degree of customers. Finally, Zhou (2004) stated 
that the E-Banking service quality related to reliability has a 
significant effect on the degree of customer satisfaction.

Dimensions of E-Banking Service Affecting 
Customer Satisfaction

With a number of studies converging to show a relationship 
between E-Banking service and customer satisfaction, the 
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question becomes the following: What aspects or dimensions 
of E-Banking service affect customer satisfaction and in 
what ways? Our review of the literature reveals that these 
aspects could be grouped under efficiency, reliability, pri-
vacy and security, and responsiveness and communication.

Speed in performing E-Banking services is a determining 
factor of customer satisfaction according to Parasuraman, 
Zeithaml, and Berry (1985). Efficiency in terms of quick 
speedy service is also confirmed by Wirtz and Bateson 
(1995) and Khadem and Mousavi (2013). Liao and Cheung 
(2002) find reliability as one of the most important features 
that customers seek in evaluating their E-Banking service 
quality. A similar result was also obtained in an empirical 
study done by Kettinger and Lee (2005).

With respect to privacy and security, a number of ele-
ments were identified and studied by researchers including 
maintaining the confidentiality of operations, refraining 
from sharing personal information, and insuring a good level 
of security for the customer’s information (Agarwal, Rastogi, 
& Mehrotra, 2009; Datta, 2010; Poon, 2007).

According to Madu and Madu (2002), responsiveness is 
the readiness to support the bank’s customers and deliver 
them a rapid service. This kind of service can be shaped into 
four forms. First, the E-Banking system can control and 
operate the service properly. Second, the E-Banking chan-
nels can guide customers toward proceeding properly in case 
of any failing operations. Third, it can also cover a rapid 
solution for any possible error in E-Banking transactions. 
Finally, it can support the customer’s questions with on-the-
spot response.

Method

The literature suggested that efficiency, reliability, security 
and privacy, and responsiveness and communication are four 
important dimensions of customer satisfaction with 
E-Banking service quality. Thus, a survey was developed 
from prevalidated scales to assess the impact of the afore-
mentioned dimensions on customer satisfaction. The scales 
were chosen from Alawneh, Al-Refai, and Batiha (2013), 
Asad, Mohajerani, and Nourseresh (2016), Sikdar, Kumar, 
and Makkad (2015), and Toor, Hunain, Hussain, Ali, and 
Shahid (2016), as indicated in Table 1.

The aforementioned scale items constituted the first part of 
the survey and sought banking customers’ perceptions about 
the variables under study. Client perceptions were measured 
using a Likert-type scale with 1 through 5, 1 being strongly 
disagree and 5 being strongly agree. The second part of the 
survey was designed to collect some pertinent personal data 
from the respondents, such as age, gender, qualifications, 
income, and period and frequency of E-Banking usage. These 
items were used as control variables assessing any potential 
impact on the dependent variable. The survey instrument was 
translated to Arabic and then retranslated into English to 
ensure exact translation and that the intended meanings of the 

items were conveyed. Corrections were made as necessary. 
The survey questions appear in the appendix.

Not all banks agreed to participate in the study, so the 
surveys were sent to the branches of the banks that did 
agree. The convenience sampling technique was used to 
gather the data, and the surveys were completed by the 
banking clients who visited the branches and agreed to 
complete the survey. The survey instrument was also 
posted online through Google Survey Form and was shared 
on different social media channels like Facebook. This 
allowed for the participation of a diverse pool of respon-
dents, and increased the participation rate. The final num-
ber of usable surveys collected and analyzed was a total of 
258 samples.

The dependent variable was customer satisfaction with 
the E-Banking service, and it was measured by four items 
with a high reliability (Cronbach’s alpha = 0.94), while the 
independent variables suggested by the literature were effi-
ciency and ease measured by four items (Cronbach’s 
alpha = 0.86), reliability measured by three items (Cronbach’s 
alpha = 0.87), safety and privacy measured by four items 
(Cronbach’s alpha = 0.91), and responsiveness and commu-
nication measured by three items (Cronbach’s alpha = 0.83). 
The data were analyzed with AMOS (20) where a sample 
ranging from N = 100 to 150 was considered acceptable for 
conducting covariance-based structural equation modeling 
(CB-SEM) (Tabachnick & Fidell, 2001).

While the main overall hypothesis in this study proposed 
a positive and significant relationship between Service 
Quality of E-Banking and customer satisfaction with 
E-Banking, this main hypothesis was broken down into four 
testable hypotheses related to the four independent variables 
considered, as follows:

Hypothesis 1 (H1): The efficiency of E-Banking services 
positively affects customer satisfaction.
Hypothesis 2 (H2): The reliability of E-Banking services 
positively affects customer satisfaction.
Hypothesis 3 (H3): The security and privacy of 
E-Banking services positively affects customer 
satisfaction.
Hypothesis 4 (H4): The responsiveness and communica-
tion in E-Banking service positively affects customer 
satisfaction.

Findings

Descriptive Statistics

The respondents of the survey were bank clients across dif-
ferent banking institutions in Lebanon. The sample was nor-
mally distributed with males constituting 49.2% of the 
sample and women constituting 50.8%. The majority of the 
respondents were relatively young with 32.2% less than 25 
years old, and 47.7% between 26 and 35 years of age, while 
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clients aged more than 36 constituted only about 20% of the 
sample. Most of the respondents had college education with 
53.1% holding a bachelor’s degree and 41% holding a gradu-
ate degree or professional certification.

Most of the respondents (56%) earned an annual income 
that ranged between US$6,000 and US$17,999, while 23% 
earned between US$18,000 and US$29,999, indicating that 
most of the respondents belonged to the middle-to-low 
income category. Regarding their use of E-Banking services, 
the majority of respondents (74%) had been using E-Banking 
services for more than 1 year, and 67.7% used E-Banking 

services two or more times a month. However, none of the 
control variables seemed to have any significant relationship 
with the dependent variable in the model. These statistics are 
shown in Table 2 below.

The Measurement Model

In structural equation modeling (SEM), the measurement 
model is used to assess the relationships between the indica-
tors and the latent constructs in terms of reliability and valid-
ity. The tests of robustness produced the reliability and validity 

Table 1.  Scale Selection.

Questions Source

Efficiency
    1. The use of E-Banking services are time saving Alawneh, Al-Refai, and Batiha, (2013).
    2. The service delivered through the E-Banking services is quick Asad, Mohajerani, and Nourseresh (2016).
    3. �I can complete quickly any transaction through the E-Banking  

service channels.
Asad et al. (2016).

    4. I found that E-Banking services is easy to use Alawneh et al. (2013).
    5. E-Banking services are provided in various languages Alawneh et al. (2013).
    6. Learning to operate the E-Banking system is easy for me. Sikdar, Kumar, and Makkad (2015).
    7. �My Interaction with the E-Banking system is clear and 

understandable.
Sikdar et al. (2015).

    8. I find the E-Banking system to be flexible to interact with. Sikdar et al. (2015).
Reliability
    9. I have high confidence in the E-Banking services in the bank Alawneh et al. (2013).
  10. E-Banking service is reliable and dependable Alawneh et al. (2013).
  11. E-Banking services perform for me the service right on the first time. Toor, Hunain, Hussain, Ali, and Shahid (2016).
  12. I have always found E-Banking service channels in working order Toor et al. (2016).
  13. �I prefer using E-Banking services instead of visiting the branch for 

doing my transactions
Toor et al. (2016).

Security and Privacy
  14. E-Banking services do not allow others to access my accounts Alawneh et al. (2013).
  15. �E-Banking service provides high protection for my banking 

transactions
Alawneh et al. (2013).

  16. E-Banking service is secured and safe from any fraud or hacking Alawneh et al. (2013).
  17. �The security devices of the E-Banking services protect the data that 

are sent by me.
Sikdar et al. (2015).

  18. E-Banking services offers secure personal privacy Sikdar et al. (2015).
  19. I feel secure while making transactions through the Internet. Toor et al. (2016).
  20. �My E-Banking site does not share my personal information with 

other sites.
Toor et al. (2016).

Responsiveness and Communication
  21. E-Banking services are available 24/7. Alawneh et al. (2013).
  22. E-Banking services respond immediately to clients’ requests Alawneh et al. (2013).
  23. Help is immediately available if there is any problem Alawneh et al. (2013).
  24. E-Banking services provide answers to your questions Alawneh et al. (2013).
  25. Bank deals gently with customer complaints about electronic service Alawneh et al. (2013).
Satisfaction and Quality of Service
  26. I am satisfied with the transaction processing via E-Banking services. Sikdar et al. (2015).
  27. I think I made the correct decision to use the E-Banking services. Sikdar et al. (2015).
  28. My satisfaction with the E-Banking services is high Sikdar et al. (2015).
  29. I am satisfied with the bank’s e-services quality. Toor et al. (2016).
  30. Overall, E-Banking services is better than my expectations Toor et al. (2016).
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scores shown in Table 3. An explanation of these results 
appears below.

Various aspects of reliability and validity were assessed in 
the measurement model: composite reliability (CR), conver-
gent validity, and discriminant validity. CR measures the 
reliability of the constructs in the measurement model. It 
assesses the internal consistency of the construct scales that 
were used in the survey instrument (Hair, Black, Babin, 
Anderson, & Tatham, 2010). As shown in Table 3, the CR 
scores all exceeded the recommended 0.7 threshold (Hair et 
al., 2010), ranging between 0.83 and 0.93, indicating ade-
quate scale reliability.

Convergent validity was assessed through standardized 
factor loadings in the measurement model (Figure 1). These 
loadings show the extent to which indicators of a construct 
converge on that construct. As shown in the model, all factor 
loadings, after eliminating items with low loadings, were 
above the suggested cutoff of 0.5 (Byrne, 2016) ranging 
between 0.68 and 0.92, thereby indicating adequate conver-
gent validity.

Discriminant validity assesses whether the constructs 
under study are distinct from each other by verifying that all 
average variance extracted (AVE) values exceeded the 0.5 
recommended cutoff (Byrne, 2016). AVE is a measure of the 

variance captured by a construct as related to the amount of 
variance due to measurement error (Fornell & Larcker, 
1981). In this study, the AVE values ranged between 0.62 and 
0.74, suggesting that there are no discriminant validity issues 
with our constructs.

Discriminant validity was further verified by checking 
that the square root of each factor’s AVE was greater than 
the correlation between that factor and all other factors in 
the model (Anderson & Gerbing, 1988; Fornell & Larcker, 
1981). This criterion proved reliable for covariance-based 
SEM such as the one used in this study with AMOS. As 
shown in Table 3, the square root of each factor’s AVE 
appears on the diagonal and is greater than the correlations 
between that factor and the other factors, thus indicating 
no issues of discriminant validity. See Table 3 for these 
scores.

The measurement model was assessed for good fit using 
standard model fit indices (Hair et al., 2010) and was found 
to have adequate fit according to the following measures: 
χ2(125, N = 258) = 245.44, where CMIN/df (minimum dis-
crepancy divided by degrees of freedom) = 1.96 (<3), com-
parative fit index (CFI) = 0.96, Tucker–Lewis index (TLI) 
= 0.96, normed fit index (NFI) = 0.93, and root mean square 
error approximation (RMSEA) = 0.06 (<0.08; Hu & 
Bentler, 1999; Kline, 1998). The measurement model and the 
standardized factor loadings are shown in Figure 1.

The Structural Model

In this model, there were four exogenous variables (efficiency 
and ease, reliability, safety and privacy, and responsiveness 
and communication), and one endogenous variable (satis-
faction with service quality). This model fit the data well 
as per the following standard model fit indicators: χ2(130, 
N = 258) = 289.61, where CMIN/df = 2.22 (<3; Hu & 
Bentler, 1995, 1999; Kline, 1998), goodness of fit index 
(GFI) = 0.89, adjusted goodness of fit index (AGFI) = 0.85, 
CFI = 0.95, TLI = 0.95, NFI = 0.92, RMSEA = 0.06 
(<0.08), and we checked standardized root mean square 
residual (SRMR) = 0.04 (<0.05).

Furthermore, the R-square values provide an indication of 
the predictive ability of the constructs of the model. 
Efficiency and ease of use scored an R-square of 0.66, reli-
ability scored 0.75, safety and privacy scored 0.46, and 
responsiveness and communication scored 0.63, thereby 
confirming the predictive ability of the model and all four 
hypotheses related to antecedents of service quality in this 
study. The structural model appears in Figure 2.

The SEM results show that reliability of the E-Banking 
service has the greatest contribution (standardized beta = 
0.87) to customers’ perceptions of service quality, followed 
by efficiency and ease of use (standardized beta = 0.81), 
responsiveness and communication (standardized beta = 
0.79), and safety and privacy (standardized beta = 0.68), the 
last being the factor with the smallest contribution to service 
quality of E-Banking.

Table 2.  Descriptive Statistics.

Descriptives %

Gender
  Males 49.2
  Females 50.8
Age
  Less than 25 32.2
  26-35 47.7
  Older than 36 20.0
Education
  BA degree 53.1
  Graduate degree/certification 41.0
Annual income (after tax)
  Depend on parent or  

pocket money
3.2

  <US$6,000 8.9
  US$6,000-US$17,999 55.6
  US$18,000-US$29,999 23.3
  US$30,000-US$60,000 7.0
  >US$60,000 1.9
Length of usage
  <1 year 26.1
  1-3 years 49.0
  4-7 years 17.9
  >8 years 7.0
Frequency of usage
  Never 6.6
  Once per month 25.7
  Twice per month 21.8
  Three times per month 45.9
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Next, it was necessary to examine the nature of the rela-
tionship between the service quality dimensions in general 
and customer satisfaction with E-Banking. The main hypoth-
esis in this study predicted a positive and significant relation-
ship between service quality of E-Banking and customers’ 
satisfaction with E-Banking, and the SEM results supported 
this hypothesis. The standardized beta was high and positive 
(β = 0.92; p = 0.000) indicating a significantly high influ-
ence of service quality on customers’ satisfaction with 
E-Banking. Therefore, the main hypothesis in the study was 
supported. See Table 4.

Interpretation and Discussion

The findings of this study showed not only that service qual-
ity is a factor that has a significant relationship with cus-
tomer satisfaction with E-Banking services but also that 
reliability is the strongest dimension of service quality affect-
ing customer satisfaction. This is supported by previous 
research (Bedi, 2010; Kumar, Mani, Mahalingam, & 
Vanjikovan, 2010; Tan & Teo, 2000), which suggested that 
service quality is an antecedent of customer satisfaction with 
a significant and positive influence on it. The findings also 

Table 3.  Reliability and Validity.

Composite 
reliability AVE

Responsiveness and 
communication

Efficiency and 
ease of use Reliability

Safety and 
privacy Satisfaction

Responsiveness and 
Communication

0.833 0.625 0.790  

Efficiency and ease 
of use

0.917 0.650 0.658 0.806  

Reliability 0.874 0.639 0.626 0.785 0.799  
Safety and privacy 0.933 0.668 0.545 0.508 0.653 0.817  
Satisfaction 0.935 0.745 0.769 0.748 0.792 0.647 0.863

Note. AVE = average variance extracted.

Figure 1.  The measurement model.
EFF = efficiency; EASE = ease of use; RELB = reliability; SP = security and privacy; RC = responsiveness and communication; SATQ = satisfaction with quality.
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showed that the four independent variables (efficiency and 
ease of use, reliability, security and privacy, and responsive-
ness and communication) as related to the quality of 
E-Banking services have a significant effect on customer sat-
isfaction in the Lebanese banking sector. These results are 
supported by previous research (G. Sharma & Malviya, 
2014) which empirically shows that there is a direct relation-
ship between the dimensions of Internet banking service 
quality and customer satisfaction with banks.

An important dimension of service quality is efficiency 
and ease of use of that service. According to Lustsik (2004), 
using a bank’s electronic services offers clients a chance to 
be cost effective in performing transactions, not only by 
saving money but also by saving time (Ho & Ko, 2008). 
Our result is consistent with studies done in other markets 

(Wirtz & Bateson, 1995), which suggested that higher lev-
els of efficiency increase customer satisfaction with 
E-Banking.

Reliability, an important element of service quality 
(Parasuraman et al., 1988), was shown in this study to have 
the greatest influence on customer satisfaction with 
E-Banking. This confirms results found in previous research 
on this topic, as people need to be able to depend on a steady 
delivery of the E-Banking service (Kettinger & Lee, 2005; 
Tan & Teo, 2000).

On the other hand, although the dimension of security and 
privacy had a positive and significant effect on customer sat-
isfaction, thus confirming previous research (Jun, Yang, & 
Kim, 2004), its impact seems to be lower than the other vari-
ables of service quality.

Figure 2.  The structural model.
SERVQ = service quality; EFF = efficiency; EASE = ease of use; RELB = reliability; SP = security and privacy; RC = responsiveness and communication; 
SATQ = satisfaction with quality.

Table 4.  Summary of SEM Results.

Hypothesized relationships
Standardized 

path coefficients
Predicted 
direction

Supported/ 
not supported

H1: The efficiency of E-Banking services positively affects 
customer satisfaction.

0.81 + Supported

H2: The reliability of E-Banking services positively affects 
customer satisfaction.

0.87 + Supported

H3: The security and privacy of E-Banking services 
positively affects customer satisfaction.

0.68 + Supported

H4: The responsiveness and communication in E-Banking 
service positively affects customer satisfaction.

0.79 + Supported

Note. SEM = structural equation modeling.
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Finally, the variable responsiveness and communication 
was shown to have a significant and positive influence on 
customer satisfaction, which is consistent with previous 
studies (Parasuraman, Zeithaml, & Berry, 2002). Timely 
responsiveness and effective communication, which can be 
essential for customers facing issues with E-Banking ser-
vices, seem to affect customer satisfaction significantly.

Conclusion

This study aimed to examine the impact of E-Banking service 
quality on customer satisfaction in the Lebanese banking sec-
tor. Similar studies had been done for other countries and 
markets, as was shown in the literature review; however, none 
to the authors’ knowledge had been done in the Lebanese 
banking sector. The study followed the quantitative approach 
where a survey was distributed among bank clients in 

Lebanon and the data were analyzed using SEM with AMOS. 
Findings suggest that the four hypotheses in this study were 
supported by the data, and the main contribution of this study 
was that reliability, as a service quality variable, was the main 
predictor of customer satisfaction in this particular market.

With E-Banking services still relatively new to Lebanon 
and, consequently, still below full development and usage, 
the results of this study will contribute to a better understand-
ing of what and how Lebanese banks may leverage advance-
ment in information technologies to develop services that 
meet the expectations of Lebanese customers.

To further extend this research, it is recommended that 
ways to increase the reliability of “E-Banking” service be 
investigated, particularly within the Middle East. Moreover, 
the meaning of “reliability” may differ across countries even 
within the region, which warrants a careful investigation of 
this construct, and others, in multiple cultural contexts.

Questions

Strongly disagree
أعارض بشدة

(1)

Disagree
أعارض

(2)

Neutral
محايد
(3)

Agree
أوافق
(4)

Strongly agree
أوافق بشدة

(5)

Efficiency and ease of use

    1. The use of E-Banking services are time saving
    استخدام الخدمات المصرفية الالكترونية يوفر الوقت  

 

    2. �The service delivered through the E-Banking services 
is quick

    الخدمة التي توفرها الخدمات المصرفية الالكترونية سريعة  

 

    3. �I can complete quickly any transaction through the 
E-Banking service channels.

    بامكاني دائما اكمال بسرعة اي معاملة خلال خدمات المصرفية الالكترونية  

 

    4. I found that E-Banking services are easy to use
    وجدت خدمات المصرف الالكترونية سهلة الاستخدام  

 

    5. E-Banking services are provided in various languages
    خدمات المصرف الالكترونية متوفرة بعدة لغات  

 

    6. �My Interaction with the E-Banking system is clear and 
understandable.

    التفاعل مع نظام المصرف الالكتروني واضح و مفهوم  

 

    7. �I find the E-Banking system to be flexible to interact 
with.

    أجد التفاعل مع نظام المصرف الالكتروني مرن  

 

    8. �Learning to operate the E-Banking system is easy for 
me.

    تعلم تشغيل نظام المصرف الالكتروني سهل بالنسبة لي  

 

(continued)

Appendix

The Survey

Section A.  If you are a user of E-Banking services for conducting banking transactions, please indicate the extent to which you 
agree or disagree with each statement below:

 إن كنت من مستخدمي الخدمات المصرفية الالكترونية لإنجاز معاملاتك المصرفية، يرجى الإشارة إلى أي مدى توافق أو لا
:توافق على كل عبارة أدناە
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Questions

Strongly disagree
أعارض بشدة

(1)

Disagree
أعارض

(2)

Neutral
محايد
(3)

Agree
أوافق
(4)

Strongly agree
أوافق بشدة

(5)

Reliability

    9. �I have high confidence in the reliability of E-Banking 
services

    لدي ثقة عالية بقدرتي على الاعتماد على خدمات المصرف الالكترونية  

 

  10. E-Banking service is reliable and dependable
    خدمة المصرف الالكترونية موثوق بها و يمكن الاعتماد عليها  

 

  11. �E-Banking services perform for me the service right on 
the first time.

    تقدم خدمات المصرف الالكترونية الخدمة من المرة الاولى  

 

  12. �I have always found E-Banking service channels in 
working order

    قنوات خدمة المصرف الالكترونية تعمل دائما بانتظام  

 

Security and privacy

  13. �E-Banking services do not allow others to access my 
accounts

    الخدمات المصرفية الالكترونية لا تسمح للاخرين الولوج الى حساباتي  

 

  14. �E-Banking service provides high protection for my 
banking transactions

    تؤمن خدمة المصرف الالكترونية حماية عالية للعمليات المصرفية  

 

  15. �E-Banking service is secure and safe from any fraud or 
hacking

    خدمة المصرف الالكترونية امنة و محمية من اي عملية غش او قرصنة  

 

  16. �The security devices of the E-Banking services protect 
the data that are sent by me.
 الاجهزة الامنية لخدمات المصرف الالكترونية تحمي المعلومات 
التي يتم ارسالها من قبلي

 

  17. �E-Banking services offers secure personal privacy
    الخدمات المصرفية الالكترونية توفر الحماية للخصوصية الشخصية 

 

  18. �I feel secure while making transactions through 
Internet.

    أشعر بالامان خلال قيامي بعمليات المصرفية بواسطة الانترنت 

 

  19. �My E-Banking site does not share my personal 
information with other sites.

    موقع المصرف الالكتروني لا يشارك معلوماتي الشخصية مع مواقع اخرى 

 

Responsiveness and communication

  20. E-Banking services are available 24/7.
    الخدمات المصرفية الالكترونية متوفر 24/7 

 

  21. �E-Banking services respond immediately to clients’ 
requests

    الخدمات المصرفية الالكترونية تستجيب بسرعة لطلبات الزبائن 

 

  22. �Help is immediately available if there is any problem
    المساعدة تتوفر فورا بحال وجود اي مشكلة 

 

  23. �E-Banking services provide prompt answers to your 
questions

    تقدم الخدمات المصرفية الالكترونية الاجوبة لأستفسارات 

 

  24. �Bank deals respectfully with customer complaints 
about electronic service

    المصرف يتعامل بلطف مع الشكاوى حول الخدمات الالكترونية 

 

Appendix. (continued)

(continued)
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Questions

Strongly disagree
أعارض بشدة

(1)

Disagree
أعارض

(2)

Neutral
محايد
(3)

Agree
أوافق
(4)

Strongly agree
أوافق بشدة

(5)

Satisfaction with quality of service

  25. �I am satisfied with the transaction processing via 
E-Banking services.

    المصرفية�  الخدمات  بواسطة  تتم  التي  المصرفية  بالعمليات  راض   أنني 
الالكترونية

 

  26. �I think I made the correct decision to use the 
E-Banking services.

    استخدامي للخدمات المصرفية الالكترونية كان القرار السليم باعتقادي 

 

  27. My satisfaction with the E-Banking services is high
    لدي رضى عالي عن الخدمات المصلرفية الالكترونية 

 

  28. I am satisfied with the bank’s e-services quality.
    انا راض جودة الخدمات الالكترونية للمصرف 

 

  29. �Overall E-Banking services is better than my 
expectations

    الخدمات المصرفية الالكترونية تخطت توقعاتي بالاجمال 

 

  30. �I prefer using E-Banking services instead of visiting the 
branch for doing my transactions

    الفرع�  الالكترونية على زيارة  المصرفية  الخدمات  استخدام   أفضل 
للقيام بمعاملاتي

 

Appendix. (continued)

Section B: Demographic data

Please choose the correct answer: :الرجاء إختيار الجواب الصحيح

31 Your Age:
1.  16-25 years
2.  26-35 years
3.  36-45 years
4.  46-55 years
5.  56-65 years
6.  66 and above

العمر:
من 16 إلى 25 سنة

من 26 سنة إلى 35  سنة
من 36 سنة إلى 45 سنة

من 46 الى 55 سنة
من 56 الى 65

66 سنة وما فوق

.1

.2

.3

.4

.5

.6

31

32 Your Gender:
1. Male 2. Female

الجنس:
1. ذكر 2. أنثى

32

33 Education Level:
1.   High school
2.   Bachelor
3.   Masters
4.  PHD
5.   Professional certification

المستوى التعليمي:
مدرسة ثانوية

ليسانس
الماجستير

دكتوراه
شهادة إختصاص مهني

.1

.2

.3

.4

33

34 Monthly income level:
1.   �Dependent on parents—

pocket money
2.   Wage < US$500
3.  US$500-US$1,499
4.  US$1,500-US$2,499
5.  US$2,500-US$5,000
6.   Wage > US$5,000

مستوى الدخل الشهري:
تعتمد على مدخول من الأهل

  ال مدخول أقل من $ 500
500 $- $ 1499

$ 1500- $ 2499
$ 2500- $ 5,000

 المدخول أكثر من  5,000 $

.1

.2

.3

.4

.5

.6

34

(continued)
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Please choose the correct answer: :الرجاء إختيار الجواب الصحيح

35 Length of E-Banking usage:
1.  Less than a year
2.  Between 1and 3 years
3.  4-7 years
4.   More than 8 years

مدة استخدام الخدمات المصرفية الإلكترونية:
أقل من سنة

بين 1-3 سنوات
4-7 سنوات 

أكثر من 8 سنوات

.1

.2

.3

.4

35

36 Frequency of E-Banking services 
usage:

1.  Never
2.  Once per month
3.  Twice per month
4.   3+ times per month

مدى تكرار استخدام الخدمات المصرفية الإلكترونية:
أبدا لا استعمل

مرة واحدة في الشهر
مرتين في الشهر

3+ مرات في الشهر

.1

.2

.3

.4

36

Appendix. (continued)
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