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ANSTRACT

( ustomens' increased use of mobile technology, their growing lifestyle alternatives, and &
i o of" economic variables have all contributed to the rise In popularity "f mobile
banking over the years, This study examined the effect of demographic varisbles on
customer satisfuction wih mobile banking service quality. It was conducted in Ozamis
City during the 2021-2022 academic year. The descriptive-correlational research design
WA e n this study. The study's respondents were 200 mobile banking customers
recruited using the snowball sampling approach. The researchers employed modified and
adapted research questionnaires to collect data. Frequency distribution, Mean and
Standa;.-d Deviation, Pearson Product- Moment Correlation Coefficient, and Regression
Analysis were the statistical tools used. The quantitative study results revealed 'thz! thc
b of service quality was very high. In addition, the level of customer satisfaction with
the service quality of mobile banking was very high. The findings also revealed that with
all the constructs of demographic variables, only age showed a significant relationship
v\(nth customer satisfaction, On the other hand, the result depicted that service. quality
dimensions and Customer satisfaction have a highly significant relationship with each
Oﬂ'{CT- F}lrthennore, age is the only factor that has a significant effect on customer
satisfaction. Finally, demographic factors and service quality parameters have a
significant effect on customer satisfaction. These findings emphasize the significance of
b;‘f;k Mmanagement and policymakers implementing quality policies and value-centered
e

r_ts to promote customer satisfaction. Despite the study's limitations, the findings
provide a foundation for future research in this area.

Keywords: mobile banking, service quality, customer satisfaction.
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Chapter |
INTRODUCTION
Rationale of the Study
Due to growing consumer use of mobile technology, expanded lifestyle
alternatives, ang many economic causes, mobile banking has become more and more

prevalent over time (Sharma et al., 2019). It involves leveraging wireless connections

from mobile devices 1o contact banking services, and it is a global phenomenon with
important implications for present and future financial operations. Using mobile
terminals to access Payment services such account balance inquiries, transfers, bill
payment, and financia] management is known as mobile banking (Malaquias et al., 2019).

Significant elements include respondents’ perceptions of tangibility, reliability,

responsiveness, empathy, and certainty of replies are impacting overall customer

satisfaction by service quality in mobile banking among Bangladeshi customers.
According to the study's findings, all aspects of mobile banking service quality show
strong positive relationships with client satisfaction (Khan et al., 2021).

The availability and accessibility of mobile banking services were the top two
motivators for more than half of Filipinos who had smartphones (Guno, 2017). 85 percent
of Filipinos use their banking apps to check their account balances, and 63% use them to
make payments for bills. Additionally, 59% of users send money via the app. Governor
Benjamin E. Diokno of the Bangko Sentral ng Pilipinas (BSP) emphasized the expanding
financial services industry in the contemporary digital economy during the Asian
Banker's Finance Philippines 2019 Conference. In the Philippines, banks that provide

online and mobile banking have grown. People are encouraged to conduct business



online, including bl payments, retall purchases, savings, investments, and nsset
insurance (Diokno, 2019),

Mobile banking is a condensed version of traditional banking that may be used for
daily business. The success of a business's connection with its consumers is directly
proportional 1o the level of satisfaction of the customers. The degree of customer
satisfaction may significantly impact the distribution channel's profitability over the long
term (James, 2020).

Customer satisfaction is one of the fundamentals of competitiveness in customer-
driven enterprises (Alexandra, 2022). Due to the fact that customer satisfaction is an
essential factor in determining market performance and the basis for decisions made by
management, every business organization should have a framework for understanding,
analyzing, and evaluating customer satisfaction. The product's or service's flaws and
shortcomings, which are the root of customer aggravation and complaints, are to blame
for customer dissatisfaction (Courtney, 2021).

Numerous academics stress the significance of demographic factors in
comprehending clients. Mobile banking usage is significantly influenced by demographic
characteristics (Khan et al., 2017). The demographic variables related to internet banking
that have received the most investigation include gender and age. Men are more task-
oriented than women, for instance, and are more receptive to technological improvements
like mobile banking services (Chiu, 2017). With age, the chance of adoption decreases.
Older customers are less likely to utilize mobile banking services, are more resistant to

change, and have a pessimistic outlook (Laukkanen, 2016).



People with Breater education are more likely to sccept new technology than (hose
with lower educatjon, according to a significant number of study papers (Kwateng et al.,
2018). The chance of carly adoption is influenced by various degrees of education and I'T
system undcrslanding. It is therefore expected that a customer's education level
moderates the consequences of their adoption and use of mobile banking (Krueger et al.,
1993)

While users' incomes are high, they perceive less dangers when making online
purchases, but low income prevents online transactions. It is logical to anticipate that as
income rises, perceptions of technology adoption's usability, effectiveness, and
convenience wi influence user behavior and intention (Chawla & Joshi, 2017). As
economic levels increase, technology worry also grows (Lee et al., 2010). Any activity
that earns a person a living was deemed to be an occupation. Both students and working
professionals are included in the sample in the new study. It was shown that employment
status was a major predictor of views toward online banking (Chawla & Joshi, 2017)

According to the literature, service quality is a general assessment of the
customer-provided service. Practitioners define service quality using the primary factors
that customers consider while evaluating services (Lewis & Booms, 1983). The most
popular, accurate, and widely acknowledged approach for evaluating service quality in
the service sector is the SERVQUAL model (Khan et al., 2021). Academics and business
professionals from all over the world utilized the SERVQUAL scale to assess operational
performance, especially in the service industry (Monica & Ramanaiah, 2018). The study
identifies five qualities of high-quality mobile banking services: dependability and

accountability, assurance and security, convenience, effectiveness, and usability.



Reliability

—_— |
Responsiveness
Assurance

Convenience

—— 7 |
Ease of Use

| e Tikelihood that services will work as planned and_generates

consistent outcomes.
\

—

. . . . [P 'rcd’

The customer's view of receiving assistance when it is requi ' :

m perceptions of confidence and trust in mobile banking

services. .

The extent to which the mobile banking service is secure and protects
Customer data. Assurance is always the result of security.

N . g and
The ability to utilize the service at any time, from any location,
without interruption.

Defines a service that is easy to use and needs little effort.

Source: (Sagib, et al,

The degree of user friendliness as perceived by the consumer.
»2014)

Banking consumers in Ozamis City consider mobile and online banking to be a

user-

friendly system,

and they have no trouble understanding the workings of the system

(Atienza, 2018). Due to the widespread use of technology, where most individuals own a

mobile phone and

are accustomed to accessing the internet, self-efficacy is high

nowadays. Customers are wary of the threat, nevertheless, given that the nation has seen

sophisticated cyberattacks, the slowest download internet speed, and typical internet costs

per Mbps (Chiu et al., 2016). Prior research underlined the importance of proper security

to boost public confidence in the system (Ndubisi, 2004)

There are ce

study, just one city (

rtain restrictions on how this study was conducted. First, for this

Ozamis City) was taken into account. Second, there was a relatively

tiny sample size. Lastly, longitudinal studies might be carried out in the future to find out

how early adopters

and long-term users perceive the same thing. The authors suggest

more study in this area to examine the profitability linked to client satisfaction with

mobile banking services.



Commercial Banks

Mobile banking reduces transaction costs from the bank's perspective by removing
the requirement for customers to physically visit a bank location for non-cash withdrawal
and deposit operations. Banks will find it simpler to offer choices for clients to access
their accounts wherever they are thanks to mobile banking. This study provides them
with information on aJj feasible ways to raise the caliber of their customer care.

Mobile banking Users

Users may avoid the cumbersome sign-on procedure and use their applications to
verify if they have enough money in their checking account for a timely transaction. This
allows people to engage with their accounts and money in subtle and unobtrusive ways.
Mobile banking users will be able to specify choices for when and where they are shown
account balances at a glance. The study assists them in learning about additional elements
that will influence their satisfaction or expectations with mobile banking services.

Future Researchers

Future researchers may use this study as a reference if they want to revisit the
impact of mobile banking on customer satisfaction. This will also help them foresee the
challenges they may encounter. Additionally, they will get guidance on how to write a
quality research report.

The impact of demographic factors on customer satisfaction with the caliber of
mobile banking service is highlighted in this study. The knowledge gained from this
study may be applied in other contexts and by other groups to improve customer

satisfaction. The problems that arise from demographic factors in consumer satisfaction

with mobile banking service quality are not well understood. This information would



help banks recognize and proactively resolve barriers (o utilizing mobile banking services

effectively,

The goal of this study was to determine the demographic factors that influence
how satisfied customers are with mobile banking. Therefore, the requirement 10 fill the

aforementioned research gaps served as the researcher’s primary motivation for doing this

study.

Theoretical Framework

This study utilized two theories namely: Theory of Acceptance Model by Fred
Davies in 1986 and Innovation Diffusion Theory by E.M. Rogers in 1962.

The Technology Acceptance Model was created by Fred Davies in 1985.
According to Fred, a user's attitude, perception of the system's usability and perceived
ease of use all have an impact on whether they choose to accept a technological
advancement and continue using it (Abayomi et al., 2019). TAM is frequently used to
describe the acceptance and use of information systems. Perceived utility and perceived
user-friendliness are two important variables that affect TAM. It affects a user’s desire to
accept technology (Mutahar et al., 2018). According to one definition, perceived ease of
use refers to how little work a person perceives it will take to utilize a certain
technology.The extent to which a person feels that employing a certain system will
increase his or her work performance was the definition of perceived usefulness, in
contrast (Mutahar et al., 2018).

A study by Ahmed M. Mutahar and Norzaidi Mohd Daud entitled The Effect of
Awareness and Perceived Risk on the Technology Acceptance Model (Tam): Mobile

Banking in Yemen utilizing the Technology Acceptance Model. Potential Yemeni users



of the mobile banking system believe that when the system s simple to wee, thew
pereeption of jiy usefulness also increases. Data showed that the main drivers of hank
customens” desire 10 use mobile banking services in Yemen were perceived risk and
utility (Mutahar ¢ al, 2018).

The results of the study provide mobile banking service providers with & number
of important factors that influence Yemeni customers' adoption of mobile banking. The
results suggest that ip order 1o increase the penetration of mobile banking, supplicrs
should concentrate more on risk, knowledge, usefulness, and simplicity of use. More
particular, advertisers must make sure that mobile banking services are portrayed as more
practical and useful than traditional financial ways and are more safe (in terms of
financial and privacy) (Mutahar et al., 201 8).

The Theory of Acceptance Model demonstrates that a person's willingness to use a
technology determines whether they will adopt mobile banking or not. The perceived
ease of use (PEOU) and perceived usefulness (PU), which refer to "how much a person
thinks utilizing a certain system will be effortless in terms of both physical and mental
cffort” and "the extent to which a person thinks that utilizing a certain method will
improve his or her ability to succeed at work" respectively, will enable the researchers
make use of the fundamental TAM constructs (Hajiyev, 2017), Using the core structures,
it will be determined if PEOU and PU significantly impact consumer satisfaction,

The Innovation Diffusion Theory is another well-known theory that may be used
to forecast mobile banking adoption. The primary factor of corporate success is

innovation and marketing success. According to Rogers, a person can quickly accept



innovation when accompanied by relative advantage, reduced complexity, and
compatibility (Rogers, 2003).

Factors Influencing The Adoption of Mobile Banking Service Among China Bank
Customers in the Kurdistan Region of Iraq is one study that made use of the Innovation
Diffusion Theory. It has been demonstrated that relative advantage has a big impact on
people using mobile banking. Due to the alleged advantages of these applications, bank
employees and clients are encouraged to adopt mobile banking. This study supports other
studies  that highlight the crucial role of relative advantage in implementing new
technological developments (Salim Abdulrahman, 2019).

The uptake of mobile banking has been found to be negatively impacted by
complexity. This is in line with the bulk of other study findings showing that bank
customers cited complexity as the main roadblock to adopting mobile banking. They
worry that employing ICTs in this application will need substantial mental effort and
sophisticated technical expertise (Salim Abdulrahman, 2019). Finally, the results showed
that adoption of mobile banking does not depend on compatibility or perceived value.
Regarding compatibility, the findings demonstrate that banking customers must
acknowledge mobile banking as compatible with their current ethics and apps. Otherwise,
they may assume that these technologies and applications won't satisfy their unique
needs. If mobile banking receives consistent support and a range of services catered to
their specific requirements, customers will see the advantages of the technology and
encourage its continued use. As a consequence, the bank should focus on comprehending

customer and employee behavior to develop dependable banking systems that satisfy



cach user's Specific needs and deliver beneficial and high-quality services (Salim

Abdulrahmap, 2019),

Age, income, ang work status are all significantly correlated with the adoption of
mobile banking Services, according to the Innovation Diffusion Theory, which will assist
researchers in assessing the impact of demographic features on this adoption (Abayomi et
al,, 2019), Having stateq that, these theories let the researchers thoroughly understand the

mpact of demographic factors on consumer satisfaction with the caliber of mobile
banking service.

Conceptual Framework

Demographic Variables

Utilizing factors like age, gender, and income is the most fundamental technique
of demographic Ségmentation; nevertheless, there are many non-characteristic variables
you may concentrate on, such as educational background and occupation. Since they help
identify certain groups interested in using a given product or service, income and
occupation are particularly important qualities for the banking industry (Formplus, 2020).

Marketers in the banking industry must be sensitive to demographic
considerations. Before acting, they must precisely identify customers who desire to
supply their service because demographic factors significantly impact service quality
(Mirzagoli & Memarian, 2015).

Chronological age, estimated based on birth year, has traditionally been employed
as a market segmentation factor. This method frequently links older individuals with
negative stereotypes (e.g., older people are more resistant to new technologies than young

people), contaminating market understanding (Chaouali & Souiden, 2019).



Further rescarch into the effect of gender on the uptake of mobile banking seEvises
revealed that women are substantially more influenced by simplicity of use than men are.
However, male respondents' perceptions of usefulness are significantly influenced by
relative advantage (Glavee-Geo et al., 2017).

To utilize mobile banking applications, a basic level of education is necessary. As
a result, historically unbanked public sectors will require some literacy to profit from
phone-related transfer and storage systems (Asongu el al., 2018). The mobile banking
application is used more frequently by individuals who are familiar with mobile banking
than by those who need to learn more about it. As a result, using mobile banking and
taking advantage of its advantages requires substantial knowledge. In addition to having
the right expertise, utilizing mobile banking effectively also requires the right equipment
(Khan et al., 2017).

The level of satisfaction with overall bank services differs significantly between
genders, but it may also vary between occupational groupings of customers. Males who
own businesses were substantially more satisfied with bank services than females.
Customers from various occupational categories were also considerably dissatisfied with
bank services. People who operate their businesses clearly showed the influence of
profession on reaching contentment. In reality, businessmen had the highest degree of
satisfaction across all occupational categories, whereas businesswomen had the lowest
level of satisfaction with bank services. However, the trend is reversed for salaried
people: females are more satisfied with bank services than males (Anjum et al., 2017).

People with higher earnings are more inventive and they accept new goods,

services, or technology sooner than those with lower incomes. When compared to people



"

wer social standing, consumers with higher soclal status (high-income earners)

digest mo ! ~ ;
& re information and study product qualities and alternatives (low-income

camers). Lower-income clients’ loyalty is influenced by their income. Higher-income
customers may be more challenging to satisfy than lower-income customers who have
less alternatives and are more devoted because they have more options to examine and, as
d consequence, higher expectations for products or services (Chiguvi & Guruwo, 2017).
SERVQUAL Dimensions

The ability of a service provider to deliver the promised service consistently and
precisely is known as reliability. Reliability generally means that a company honors its
commitments, including those on the provision of services, pricing, delivery, and
problem-solving (Khan et al,, 2021). A key element in determining the overall degree of
client satisfaction is reliability. It is assessed based on the bank website, how quickly a
user may log out of their account, whether or not costs are reasonable, the accuracy of the
data, and how safely credit and debit card data is kept (Al-Hawary et al., 2017).

Efficiency is one of the critical factors that play a role in determining the level of
pleasure a company's customers feel they get. It is characterized by the ease with which
users may log in, the safety of financial transactions, and the support that is available
around the clock (Ahmad & Hassan, 201 1).

Another definition of ease of use is the belief that using technology relieves
mental strain and requires minimal time and effort on the part of the user. It affects a
person's attitude toward using technology and forecasts how valuable they will find it

(Raza et al., 2017). According to the available data, one of the most important elements

affecting consumer happiness is simplicity of use. The ease of using it, the simplicity of
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downloadi '
"8 online Pages, and the clarity with which the bank's rules and notices are

resented on | '
P On its website gre all discussed (Joseph & Stone, 2003).

Most previoyg Studies have pointed to safety and security as an essential factor

that plays a role o ' '
Plays a role in dclcrmmmg the level of customer satisfaction experienced by online

banki : '
NG customers, |y s characterized by encrypted security systems used for online

banking and surfing websiteg (Narteh, 2013),

The willingpess of service providers to help customers and offer prompt
assistance is known aS responsiveness, This measure places a focus on paying attention to
and responding to client inquiries, requests, concerns, and objections. Customers may tell
whether a company is responsive by how long they wait for help, take to answer
questions, or consider issues. In other words, being responsive may result in higher-
quality services (Khan et al., 2021). One of the factors that is thought to contribute to
client happiness is responsiveness. |t may be identified by the fact that the links provided
are error-free and that webpages can be quickly downloaded (Lee & Lin, 2005).

Employee knowledge, friendliness, and the capacity to convey confidence and
trust are all examples of assurance. When donors have concerns about a certain
restaurant's administrative donations, this number becomes crucial. The idea of assurance
is that users of mobile banking services can do so without worrying about being treated
impolitely or facing repercussions (Monica & Ramanaiah, 2018).

Demographic Variables — SERVQUAL Dimension

The degree to which people utilize internet banking services depends on a variety

of factors, including marital status, educational attainment, and family income. Some
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SERVQUAL Dimene
¢ Dime nsion - ( uslomer Satisfaction

things that financi b :
8 financial institutions should improve. Consumer satisfaction with mobile

banking services is i -
8 €8 18 influenced by uscfulness, case of use, comparative advantage,

perceived risks, : : (Mag the
user behavior, and current customer expectations. It exemplifies the

clements an : '
Y banks or financial sector ought to concentrate on to enhance mobile

banking services (Gomachab et al,, 2018).

Additionally, security and confidence, transaction ease and correctness, €ase of
use, system accessibility, responsiveness, transaction speed, and cost effectiveness arc
among the most important factors for customer satisfaction. It was shown that the ninc
independent - parameters and customer satisfaction are significantly related. The
independent variables a]| have the capacity to affect consumer happiness. These nine
variables positively correlate with the dependent variable (consumer satisfaction) when
compared to past research, yet it is not apparent that these are the only elements that
influence mobile banking (Ahmed, 201 5).

Customer Satisfaction

Customer satisfaction, according to Gomachab & Maseke (2018), is a measure of
how well a company's services exceed its consumers' expectations. By exceeding clients'
expectations for the mobile banking service, we can increase customer happiness.
Assume the service satisfies users' requirements for reliability, security, and usability,
customer satisfaction will then be high (resulting in increased use of mobile banking by
clients), and low if it doesn't (indicating that more people won't use mobile banking

services).
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Sev - .
eral variables are often considered by banks in order 10 schieve chent

satisfaction, - :
n. Ignoring these clements frequently results in consumer unhappiness and

irritability. In the worst-case scenario, they cease doing business with the v

banks and switch to other banks (Anjum et al., 2017).

As more transactions are made on mobile devices, customer demands are shifting,
calling for real-time, tailored, and frictionless payment transactions. The importance of
comprehending how customers perceive value in new financial institutions is therefore
rising. Furthermore, rather than fully comprehending the associated customer activities,
daily routines, and lives (i.e., the value creation of customers), banks have mostly
concentrated on moving their current services to new platforms when digitalizing their
services. Therefore, it is essentjal for banks to have a better understanding of their clients,
their experiences, and what s going on in their lives because doing so will enable them to
innovate and stand out from the competition with their services, ultimately increasing
client satisfaction (Komulainen & Saraniemi, 2016). (2019).

The final result of an user experience is what the consumer ultimately receives as a
result of the encounter. Finding out what the client receives from the service is the goal.
The customer is interested in the service's content, or what can be done with the service,
and how that content connects to his or her specific needs, while assessing the outcome.
As a consequence, the user evaluates the service's practical utility in their day-to-day

lives (Komulainen & Saraniemi (2019).
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Statement of the Research Problem

Age, income, ang education are a few demographic factors that influence &

person's decision to send money electronically. It is crucial to comprehend the behavioral
factors that influence o customer's view of the effectiveness, worth, contentment, and
dependability of online banking services. This is because doing so enables marketers and
banks to create strategies for luring customers to mobile banking and increasing the time
they spend using it.

However, more research needs to be done on the demographic factors that affect
customer satisfaction with mobjje banking services. In light of this, this study aimed to
look into the demographic factors influencing customer satisfaction with mobile banking
services in Ozamis City, Misamis Occidental.

The study aimed to answer the following questions;

What are the demographic variables of mobile banking users as to age, gender,
education, income, and occupation?

What is the level of service quality dimensions for mobile banking as perceived
by users as to ease of use, efficiency, reliability, responsiveness, assurance, safety
and security, and convenience?

3. What is the level of customer satisfaction with the service quality of mobile

banking as to experience and performance?
4. What is the significant relationship of mobile banking in relation to the

demographic variables of the customers and customer satisfaction in service

quality of mobile banking?



L)

What is the significant ellect of mobile banking in relation to the demographic

variables of the Customers and customer satisfaction in service quality of mobile
banking?

Null Hypothesis

HO1: There is no significant effect between customers’ demographic variables
(age, gender, educational qualification, occupation, and level of income) and
customer satisfaction with the service quality of mobile banking.

HO2: There is no significant effect between the service quality dimensions of
mobile banking and the leve] of customer satisfaction.

HO3: Customers’ demographic variables have no significant relationship in
customer satisfaction with the service quality of mobile banking.

HO4: There is no significant relationship between the service quality dimensions

of mobile banking and the level of customer satisfaction.



Chapter 2
RESEARCH METHODOLOGY

A quantitative approach was used in this study. The deductive approach is used n
quantitative research to examine established assumptions. It is primarily concerned with
numerical data collection and analysis procedures. Qualitative data is based on words and
is evaluated through classification and conceptualization, whereas quantitative data is
based on numbers anq i Studied using diagrams and statistics. As a result, qualitative
research for this investigation was ruled out. A survey method is commonly used in
conjunction with a deductiye and quantitative approach. A survey technique is used to
answer questions such as who, what, where, how much, and how many, which were also
required for this study. Surveys allow for the collection of massive amounts of data.
Because the study's focus was on customer satisfaction, a large number of responses were
required for this study. Based on the preceding considerations, it was clear that

quantitative research was the only viable option for this study. The study employed 2
descriptive-correlational research design.

Research Design

Data is gathered using a descriptive research design to examine a hypothesis or
respond to inquiries about the subject under study at the time (Lanzuela et al., 2019).
Descriptive research aims to describe a phenomenon's characteristics; as opposed to
"how" or "why," this study is more interested in "what" has occurred. Because of this,
techniques like surveys and monitoring are frequently employed to gather data. The
impacts of irrelevant factors on the variables being studied are not examined in

correlational research (Copeland, 2022). The descriptive-correlational approach was ideal
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for the study since showed how demographic fuctors afTected how satisfied customers

were With the Quality of the mobite banking services. A descriptive study provides &
snapshot of the current condition, A correlational research looks for connections between

variables and makes Predictions about the future based on data that is already available
Research Setting

The study was carried out in the city of Ozamiz, Misamis Occidental. In today's
world, businesses and citizens in rural regions are the main users of mobile banking.

There are 30 banks thay are now accessible in Ozamis City, according to PuertoParrot.

Given the abundance of banks in the city, a sizable portion of customers use mobile

banking. The study concentrateq on banks including BPI, BDO, LANDBANK, and
Metrobank that employ mobile banking apps. The study was conducted in Ozamiz City
because the researchers wanted to understand more about the impact of demographic

factors on customer satisfaction with the level of service provided through mobile

banking within the city.

Respondents

Ozamis City's 200 mobile banking customers were the respondents in the survey.
The researchers used a snowball sampling technique. The researchers used this sampling
strategy to produce a pool of respondents for the research study by referring individuals
who share a certain trait of research interest with the target population. A common
business research approach is snowball sampling. When a target respondent is uncertain
and it is difficult to pick respondents to assemble as study samples, the snowball
sampling approach is extensively utilized (QuestionPro).The qualifying respondents were

picked based on the following set of requirements: 1) they had to have a mobile banking
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2)
r Metrobank ),
app from one of e Participating banks (BP1, BDO, LANDBANK, o

ides in Ozamis City,
: o ' 1 [c"dcl m
must be a Wworking Professional or have a source of income, 3)

and 4) have a fy)| consent o participate in the study.

Instruments

: ing data:
This study useq the following research instruments in gathering

y The questionnaire
A.Customer’s Demographic Variables. (Appendix A)

consists of § indicators,

Demographic Variables
Age

Gender

Education Background
Occupation

Income

B.Level of Dimensions of Mobile Banking Service Quality | .
A questionnaire on the level of dimensions of mobile banking service qua ltyce
perceived by users as to ease of use, efficiency, reliability, responsiveness, asslur:ltnal s
safety and security, and convenience was adapted from Sagib et al. (2014), Barllkobz - th;
(2011) and Khan, et al., (2021). This survey determined how the customer felt a -
service quality of mobile banking. The questionnaire consists of 36 indicatorst: :trl:rl:gely
ithi range o
four-point scale was used in this study that encompassed within the
ee’ to ‘strongly disagree’. | | |
= The following scale was used to determine the level of dimensions of; i::::e
fficiency, re ,
banking service quality as perceived by users as to ease of use, e

ity, and convenience:
responsiveness, assurance, safety and security,
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Relpomel‘ |

Strongly Ag}-g:;s/\; —— :::“:““"‘ Interpretntion
Agree (A) v Very High (VH)
Disagree (D) ?:‘; :j: High (H)
Strongly Disagree (SD) " :74 Low (L)
R kb Very Low (VL)

C. Level of Customer Satisfaction
uesti :
quality (v)vas :::::::: the .'°V°| of customer satisfaction in mobile banking service
Khan, et al., (2021 'mOd'ﬁ"d from Sagib, et al., (2014), Bankole, et al., (2011) and
quality of th .). This survey determined how the customer felt about the service
oint e banking. The questionnaire consists of 10 indicators. A Likert four-
point scale encompassed within the range of ‘strongly agree’ to ‘strongly disagree’ was

used in this study.

mobile banking service quality:

Res
ponses Continuum Interpretation
Strongly Agree (SA)
3.25-4.0 Very Hi
ry High (VH)
Agree (A) 2.50 - 3.24 High (H)
Disagree (D) 1.75-2.49 Low (L)

Strongly Disagree (SD) 1.0-1.74 Very Low (VL)
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Data Collection

To begi {
BN, the researchers requested authorization from the nstitution to condu

the survey using ref: :
Y using reference letgery written by the researchers and signed by their research

viser, '
od After the Approval was sought from the respective individuals, the resear chers
gave informed conseny (g their chosen respondents. The questionnaires were delivered 1o

respondents via online Platforms in the form of a survey. After the collection of data, all
the data were tallied, analyzed, and interpreted.

Ethical Considerations

The information acquired from the respondents was given priority in this research
project, and rigorous confidentiality guidelines were used and observed.

First and foremost, respondents were not coerced into taking part. The
respondents were informed by the researchers of the study's objective prior to the
introduction of the questionnaire, and they had the option to opt out or terminate the
study at any time. Before commencing to distribute the questionnaire, full consent was
gathered, and the respondents were aware of their rights. The researcher also stressed
secrecy or anonymity. Respect was shown and foul language was avoided.

Data Analysis

These are the following statistical tools that were used in this study:

Frequency distribution was utilized in determining the demographic variables of
mobile banking users.

Mean and Standard Deviation was used to analyze the level of service quality
dimensions for mobile banking as perceived by users as to ease of use, efficiency,

reliability, responsiveness, assurance, safety and security, and convenience.



24

Pear
| son Py }
sngnihcan re on ,d“c'.
- Mom
; | ent ()
customer sat; ‘hm of “""Illlhm Cox, I
— . ficlent was u ’
. . “n '" ' "“Iﬂ’ m
. 'ce l“(m '
‘ {h b.m B e o |h¢ dcmow “d
8 on AMI}' ’ ‘
: lpbn: var
” llbk‘
was utilized to det |
ermine the
significan
t effect of

banki
ng on th
¢ dem
ogra
phic v
ariab
les and customer
satisfaction i
in service
quality.



Chapter 3
RESULTS AND DISCUSSION
Demographic Profije of Mobile Banking Users
Table 1 shows the demographic profile of mobile banking users. It shows the
statistical results Stipulating cach variable's frequencies and percentages value. The ot

shows that there were 63 fespondents (31.5%) whose age group belongs to 20-25 years
old, followed by the age group of 3

-35 years old whose frequency is 54 (27.0%); 26-30
years old with 46 (23.0%); 36-40 years old with 34 (17.0%) while 41 and above

constituted 3 respondens (1.5%) from the total respondents surveyed. Meanwhile, there
were 109 (54.5%) female respondents and 91 (45.5%) male respondents. With regard to
their educational background, 96 (48.0%) were bachelor's degree holders, 84 (42.0%)
reached the college Jeve] while Senior high school graduates and post-graduate degrees
have the same number of respondents of 8 (4.0%). Lastly, 4 respondents (2.0%) were
high school diploma holders, The findings of the respondents' educational backgrounds
indicate that they have sufficient education to be able to reply to the questionnaire's
questions in a useful and objective manner. Subsequently, as to their occupational status,
this asserts that there were 56 (28.0%) who were self-employed; 55 (27.5%) who were
government employees while 47 (23.5%) who were students, and 42 (21.0%) who were
employed in private firms. Finally, the monthly income of the respondents revealed that
58 (29.0%) respondents earned between 15,000 - 30,000 monthly. Fifty-two (26.0%)
respondents earned between P30,000 - P45,000 monthly while 40 (20.0%) respondents

earned below 10,000 monthly. The number of respondents who earned between P45,000



0
- abov
" MONRlY s 28 (14.094) ang. 29 (11.0%) respondents eamed #10,000 - #1360
monthly,
M
1Y rescarchery have employed demographic variables to increase the evidential
support of 3
PPOrt of consumer Satisfaction, The statistics show that the majority of respondents
were fe .
males who used mobije banking. One reason is that mobile banking allows
individuals to complete 5 range of financial cedures digitally at their leisure and at a
1 : i
ower cost. The varied age groups also significantly impact their attitude toward mobile
banking. Most mobile banking ysers are between the ages of 20 and 25. This means that

dvdiileFin that age group are more aware of recent developments and are more

technology SavVy, which makes them more pleased than those in other age groups.

Furthermore, customers with a greater level of education are more likely to use
mobile banking, Higher educational attainment may result in a better understanding of
new technologies, hence speeding up the utilization of new technologies. Customers'
monthly income determines whether they will use mobile banking apps. Thus, income
level determines whep and how satisfied people are with mobile banking technologies.
Finally, although it is mentioned as a criterion while using a mobile bank application, the
customer's occupation status gamered less attention. The sample in the study included

both students and working professionals. As a result, researchers defined occupation as
the present activity of the mobile banking user, which is either studying or working.

It was shown that women were more anxious toward modern technology, while
males were more inclined to be technologically inventive (Lee et al., 2010). Older users
are less likely to utilize technology for transactional purposes because they are wary of

technology and prefer face-to-face interactions. In the consumer electronics market, age
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was found o
a Substanyja| indicator of new product ownership. Age has been

recognized ag mod
Crator of technology use and perspectives (Chawla & Joshi, 201¥)

The decision
em
Ploy a new technology is determined by onc's level of expertise of

information op, 1o
w .
10 use jt correctly, Accordingly, carly users of new technologies tend

to have :
limiti g:heatcr wucat.mal levels, but less-educated users have more technology anxiety,
in i :

y fg = “apacity 1o Mmaster modern technologies (Porter & Donthu, 2006). One
s.; Y found a correlatiop between income and mobile banking usage, suggesting that as
meome rises, so doeg the use of mobile banking services. Given that clients who have
TONEY I the bank are more ikely 16 use mobile banking to move money between
accounts or perform other banking operations, this finding is not surprising. As a result,
there is a direct Correlation between monthly income and adoption of innovation
(Abayomi et al,, 2019). A person is more likely to use mobile banking services as they
move from being a student 1o being self-employed and working in the public or private
sectors, according to research on the impact of occupational status on using the services
(Abayomi et al., 2019).

The likelihood that a person will utilize technology for any banking transactions
depends on a variety of demographic factors. In order for banks and marketers to design
strategies to draw in and keep mobile banking clients, it is essential to understand the
behavioral elements that influence consumers' views regarding service quality and
satisfaction with mobile banking services. The results of this study suggest that marketers
in the banking sector should pay attention to demographic factors. They must accurately

identify the clients who want to use their service before taking any action. The results



banking services,

Table 1. Demograp

Male Frequcncy Valid Percent B
Female 9 43.3
Total 109 54.5
AGE 200 100.0
2025 yrs.
2630 s, og 63 L
31-35 yrs, o4 p s
36-40 yrs, o1 g: ?:’,g
41- above ,
Tol o Od 2 1
EDUCATIONAL BACkGrounp 2 e
High School Diploma 4 2.0
Senior High Schoo| Graduate § 4.0
College Leve| 84 4é 0
College Graduate 9 48.0
Post Graduate 8 4 0
Total 200 100.0
MONTHLY INCOME '
P45,000- above 28 14.0
P30,000- 45,000 52 26.0
P15,000- £30,000 58 29.0
P10,000- 215,000 22 11.0
?ezlw P10,000 40 20.0
0 20 100.0
OCCUPATION STATUS -
Students 47 23.5
Self-employed 56 28.0
Government Employee 55 27.5
Private Employee 42 21.0
Total 200 100.0

Level of Service Quality Dimensions

Table 2 shows the summarized results of answers related to ease of use,

efficiency, reliability, responsiveness, assurance, safety and security, and convenience of

mobile banking services. According to the data analysis, all of the constructs of service



T ITAATIRNRNR——

29

quality dimcnsim\s have

o very high-level fating, Fase of use has o mean of 3.59 and »
standard deviagjon of (

40, ang ¢fliciency with 3,54 mean and s standard deviation of
0.33. On the other hang, rcliabili(y has ion. The

@ mean of 3.45 and a 0.35 standard deviat
PONSiveness hag 4 mean of 3.41 and a standard deviation of 0.36;
msumnce s a iean of 3.5 and a standard deviation of 0.43. Safety and security got @
mean o349 and 1 sangary deviation of 0,35, and convenience with a mean of 3.52 and
a standard deviatiop of 0.35,

The findings indicate thyy customers have a high degree of ease of use when it
pertains to the caliber of the services, which motivates them to continue using the mobile
app. Users may log in gnq View account information on their mobile phones. On their
smartphones, users M4y log in and access account information. This result demonstrated
that users have a higher likeliness 10 utilize mobile banking services when the mobile
banking application is easy to yse ang only requires rudimentary knowledge to operate.
Given its high efficiency, it is obvious that banks' use of mobile banking has increased
their effectiveness in efficiently providing services to clients electronically, cutting down
on the amount of time it takes to serve customers, and allowing new customers to open an
account online. The theory of acceptance model supported these findings. When users
perceive that utilizing the program needs little to no effort and enhances their work
performance, customer satisfaction with the service quality of mobile banking rises.

In addition, consumer satisfaction is significantly impacted by reliability.
Reliability is the capacity to consistently deliver services accurately and more effectively

compared to the first time while also exceeding customers' needs. Additionally,

responsiveness has a positive effect on how satisfied customers are with mobile banking
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impact on how + Mobile carrier, or agent's response can have a g
happy the CUstomery

with which they re. Employee responsivencss is the ability o hastc

ofYi
°F Mobile h'"““l& services,

mobile bankin Moreover, when it comes 10 the use of
& the dem of service qu.'"y in

terms of assurance is pretty high since

assurance show
S Sl membery competence, ex

i . perience, and friendliness as well as their
ability to build trusting relationships ith
with ¢

ustomers. The following factors will increase

::fsmmc‘t = Polite customer service; order correctness; quick access to account
u:'::m; " emience inside the bank; accurate record keeping and estimates: iring
quattied professional “MPloyees; and maintaining promises (Kabir, 2013).

: e concemed about security when doing virtual transactions. Security
is defined as informatiop, safety and protection. However, because of fraud and hacking,
information and monetary issues are strongly tied to security (Kabir, 2013). Lastly,
convenience is doing Something at a time that is convenient for someone so that they do

nothavetomakeanemeﬂ-m

Moreover , Lee et al. (2008) discovered that simplicity of use considerably

impacted customers' willingness to utilize mobile banking. The effectiveness of customer

service at branches and low satisfaction due to long queues are two of the most common

problems. Mobile devices can now do banking tasks like signing, transferring, and filling
out paperwork that were previously only possible at traditional banks, covering more than
90% of traditional businesses and significantly lowering the amount of time the customer
must wait to complete transactions (Yu & Nuangjamnong, 2022).This suggests that the
quality and structure of the service provider's offerings should never change. In order to

be reliable, a company must deliver services on time, address customer concerns and
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requests pmmpuy.

and my .
| i vervice quality, It is further examined as one of the core
clements of seryjce
cxcc“cncc tha
l stro

. L.
2019). ngly implies customer pleasure (Zhang e ¥

- Customery e happier When service providers respond to their needs more
quickly. It has been eStablisheq thyy ghe relationship between customer responSivencss
and o.vcrall Satisfaction i Mediateq by perceived service performance. The amount of
fme 1 takes a worker 0 offer a service that a customer has requested is referred to as
responsiveness (Mwengwg €t al, 2016). Since it fosters a favorable perception of a firm
in the eyes of the client, assurance is one of the crucial aspects of service quality that
determines - customer happiness, As result, word-of-mouth spread more widely,
especially among financig institutions,

In Tight of this result, a trustworthy financial service provider instills a high level
of trust in its consumers. This dimension is made possible by the people component of
service excellence (Johnson & Karley, 2018). To relieve people's concerns about safety,
the promotion of mobile banking necessitates implementing security procedures.
Technology and banks should monitor and improve security systems. As long as the
security of user information is secured during the transmission process, exposure will be
avoided (Huili & Zhong, 2011). Convenience has become essential for customers'
utilization of particular technologies when similar products and services exist since
fundamental technology and services have already been tested and standardized. To
improve customer satisfaction, a high degree of convenience in service quality has

become increasingly important in driving a brand (Low et al., 2017).
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effective policy to retaj
N Customers, leading to greater utilization and increased mobile
banking usage.

Table 2. Level of Mﬂy Dimensioiis
Constructs Mean Standard Interpretation
Deviation

Ease of Use 3.59 0.40 Very High
Efficiency 3.54 033 Very High
Reliability 3.45 0.35 Very High
Responsiveness 341 0.36 Very High
Assurance 3.50 0.43 Very High
Safety and Security 3.49 0.35 Very High
Convenience 3.52 0.35 Very High

Legend: 3.25 - 4.0 Very High (VH); 2.50 - 3.24 High (H); 1.75 — 2.49 Low (L);
1.0-1.74 Very Low (VL)

Level of Customer Satisfaction with the Service Quality of Mobile Banking
Table 3 shows that both performance and experience have a very high-level rating

when it comes to customer satisfaction with the service quality of mobile banking.
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the res 58 and productivity to performance. As & resd

transformed the face of financial institutions,
°68 a3 well as new modes of contact with customers. To retain

customers, banks m . |
" adapt Se€rvices to their particular demands - even exact location.

However, the exper; ; '
perience is not based on a single point of contact with the mobile

ing servi ; i
banking ce but rather op the entire customer journey, which includes multiple direct

and indirect contacts through media and service channels, both online and offline. Every
interaction with mobjile banking contributes to the overall experience. Positive
experiences boost satisfaction and make customers desire to repeat the experiences,
leading to long-term loyalty. Consumer satisfaction is an evaluative assessment of the
customer experience based on the difference between previous expectations and the
actual performance experienced; therefore, successful experiences lead to better service
satisfaction (Khan & Rahman, 2017). As a result, it is critical to building experiences
beyond the functional difference of the service and can favorably influence customer

satisfaction, demonstrating that customer satisfaction is a substantial effect of the

experience with mobile banking services.
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0 customers, including time &

.nd the simplicily of ¢ .
Ying ou hﬂnltmu 8ctivities, 11 enables users o execute finant ral

$ervices in a more Y
°"u|w¢ = Micient manner, Due 10 task time sensitivity and task

relevance in carrying oy financia| transactic
ms, some
susceptible to just.in

sal

financial operations are partic ularly
ti : o
me dellvcf)'~ It entails Lhcck.ng an account balance, w"'y"'“ s

deposit, ; .
ary dcposit, and Pmccumg urgent Payments. These are mobile banking transactyons

designed to match ,
= ket and cuslomer expectations for high individual performance

levels (Tam & Oliveira, 2017). Thy engagement with the mobile banking 3PP -
associated with Cognitive, emotional, and behavioral activities during the customer
contact process with the app - can produce sensations, feelings, learnings, and behavioral
reactions that are set a5 actual experiences, These actions are reflected in unique customer
experiences, which differentiate the app from the user’s perspective, improving
satisfaction and loyalty 1o the mobile banking app (Garzaro et al., 2020). With this,
positive experiences with the utilization of the app postulate satisfaction among
customers. Conclusively, positive experiences boost customer satisfaction with the
mobile banking app and motivate them to repeat the experiences, resulting in long-term
loyalty. Satisfaction is the confirmation or rejection of the customer's expectations
regarding the performance after their involvement, also known as the paradigm of
disconfirmation (Oliver, 1993). Consumer satisfaction is an analytical assessment of the
customer experience based on the distinction between previous expectations and the
actual performance experienced; therefore, successful experiences lead to better customer

satisfaction (Khan & Rahman, 2017). As a result, it is critical to design mobile banking



: heed for ongoing service quality improvement
because doing so woulg increase oy
“Ustom

, _ er satisfaction and promote continued use of
mitile DRI, The Quality of any infe

Fmation that helps mobile banking users may be
improved by routine update, The out
' CO

S mes can have significant managerial implications.
By utilizing the trajts discovereq i, this study and their interactions with one another,
managers may be able ¢, obtain 5 deeper insight of the psychology of the client. This
enables them o more effectjye enhance their mobile banking service options in order to
attract a bigger pool of Potential cliengs.

_Ezble 3. Level

of Customer Satis{action

Constructs

Mean Standard Interpretation
e Deviation
Performance 3.50 0.46 Very High
Experience 3.5] o Very High

Legend: 3.25—4.0 Very High (VH); 2.50- 3.25 High (H: 1.75— 2.49 Low (L)
1.0-1.74 Very Low (VL)

Significant Relationship between Demographic and Customer Satisfaction

In table 4A, only age shows a significant relationship towards customer
satisfaction (p-value= .7060). The remaining constructs have no significant relationship
to customer satisfaction. Gender (p-value= .7060), Education (p-value= 0.7873), Income
(p-value= 0.1732), and Occupation (p-value= 0.2791).

The finding shows no significant relationship between gender and customer

satisfaction. For mobile banking users in Ozamis City, their gender does not influence
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Additionally, significantly influenced by their ages

it Su88c8ts a
Stron '
Ider peopl 8 Connection with consumer satisfaction. This means that
older people use mop;), devices pri
Timarily

technologically for communication, and they are less
Savvy, an
S are s aware of recent advances. In comparison, younger

individuals are more
OPen to technoloos
ological
satisfaction showg il
§ ;
'8nificant relationship and asserts that mobile banking service is

advancement. Fducation and customer

accessible .to all Customers Wwithout limiting their educational background. This
demographic construct allows them to yilize the technology. Moreover, the finding
revealed that income and customer satisfaction has no significant relationship. The
findings rely on the ides that monthly income would allow them to access mobile
banking services. However, the rate usage could not measure their satisfaction because of
the variety of reasons why they conduct mobile banking transactions. Lastly, the study
shows no substantial correlation between profession and consumer satisfaction. As long
as a person has money in their bank account—from savings or a paycheck—they can
utilize mobile banking services whether or not they are employed.

Studies have been conducted to assess the variations in satisfaction between men
and women, and it negates the findings drawn. Many studies have indicated that women
report higher levels of overall satisfaction. Male clients were seen to be more forceful
when requesting a service from the bank. When the service focuses significantly on

human connections, women are more sensitive to relational features of a service
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Y€ 10 core aspects and good relationship talents

(Bhat & Darzi, 201 4), Age h
as
been found modify the relationship between technology
was dlscovcrcd that cugyq
age group, with older Consumerg
re

usage and views, [y

mer satisfaction levels varied dcpcndmu on
N — Porting greater levels of technological phobia. Age
mm cs lOWard S : .

Atisfaction With mobie banking by elevating assessments o

cost, value, and System quality (Na ‘

. 8ar, 2022). According to Table 4A’s findings, there 15
no substantial correlatjqy, between the . . ional
background. This shoy, ¢ independent variable and one's education

e S that regarg|ess of the respondents' educational backgrounds, the
; & G
in epe.n nt variable's Impact on mobjje banking is the same. The outcomes in terms of
educational level or certification are consistent with the study of Wang et al (2016)
findings that educationa| level was not 5 significant predictor of the major link between
customer happiness and satisfaction with service. The results refute previous research on
the connection between monthly income and customer satisfaction. There is a connection
between time efficiency and monthly revenue as a result. Customers with higher incomes
consider that time savings are 5 major element impacting their satisfaction with mobile
banking (Bhatt & Bhatt, 2016).1n comparison to other important demographic factors,
occupation gained less to no attention in earljer study. However, in a study involving
Nigerian retail banking customers, employment level was identified as a significant factor
influencing attitudes toward mobile banking satisfaction (Chawla & Joshi, 2018).
Due to intense competition among banks, new client tools have been introduced,
with mobile applications being the most recent. The managerial and business implication

that can be derivedin these data is that banks should use mobile banking more frequently,

especially by creating mobile banking apps for various demographic groups.As a result,
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ust be COmpati ’
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de taking more time to explain the advantages of

Table 4A. Slgnmcant Rel e
ationship Between De .

Satisfaction mographic Variables and Customer

e

Constructs )

p-value Interpretation

Gender and Customer Satisfaction 7060 Not Significant
Age and Customer Satisfaction 0.0014 Significant
Education and Customer Satisfaction 0.7873 Not Significant
Income and Customer Satisfaction 0.1732 Not Significant
Occupation and Customer Satisfaction 0.2791 Not Significant

Legend p-value is <.000 Highly Significant
Significant Relationship between Service Quality Dimensions and Customer
Satisfaction

Table 4B shows the findings among construct variables relationship. The findings
show that the relationship between ease of use and customer satisfaction (p= 0.000),
efficiency and customer satisfaction (p=0.000), reliability and customer satisfaction (p=
0.000), responsiveness and customer satisfaction (p= 0.000), assurance and customer
satisfaction (p= 0.000), safety and security and customer satisfaction (p= 0.000),

convenience and customer satisfaction (p= 0.000), were found to be highly significant.
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Search, w; ~
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and can gjgn:
o BiE . " Significantly affect consumer satisfaction. Because
of this, 1t 1S crucial to fully ¢q

e i 1 N Mprehend customers' everyday needs and personal interests
onsumers. Efficj s Usage of mobile banking more in-demand with
cf e b eNCY and customey satisfaction are significantly associated. Most users
0 Ing said jt was quite Competent. Customers expect mobile banking

providers to offer uick
1 and €asy services including cash transfers, simple money

transfers from bank t .
0 mobile, anq other services. Customers used to go to the bank to

check the accurac i
Y of their transactions, but today they may utilize mobile banking

services to check their deposits and checking accounts. Performance dependability and
paniS ey areraniplicd by reliability. The results show that dependability and customer
satisfaction have a very important link. In order to be reliable, a company must deliver
services on time, address customer concemns and requests promptly, and maintain service
quality. Customer satisfaction and responsiveness have a highly significant relationship.
The employees' readiness or promptness to offer a service or commodity is one reason for
this. Response time is the amount of time an employee can supply a service that a client
has requested. There are several different mobile banking services, and each of these
claims to provide customers a number of advantages. Customer pleasure and assurance
go hand in hand extremely well.Customers may be reassured when staff uses their newly
acquired knowledge to carry out their preferences while providing service. Because of
this, clients may have faith that the service provider will carry out their responsibilities in

an honest and competent manner.
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8 has a Positive impact on customer satisfaction. These

hat
extremely significantly related, The

results lead to the hypothesi t

Customer satisfaction and safety and security ar
chart also demonstrates a substantial correlation
" .
between convenience apq consumer satisfaction. By requiring less time and effort from
customers, convenjence may add valye to the business. Convenience affects client
satisfaction and a service Provider's ability to get repeat business. This result implies that
there is a strong correlation between customer satisfaction and the various convenience-
related service featureg
For businesses tq keep Customers, develop customer loyalty, and boost revenue,
customer satisfaction is crucia] Today's competitive world views great customer service

as a key success tactic. Issues like usability, effectiveness, dependability, responsiveness,

assurance, safety and security, and convenience are implicit components of service
quality and customer satisfaction that are generally felt rather than objectively quantified
(Tam & Oliveira, 2017).The justification for using service quality as a gauge of customer
satisfaction is that customers don't always want the highest caliber of work. The results of
the study show a strong correlation between customer satisfaction and service quality.
Therefore, banks should focus more on service quality before, during, and after
transactions in order to boost consumer satisfaction. The overall quality of the system has

a considerable impact on user satisfaction, according to similar findings in previous
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These results will
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s . .
| eful ip formulating business strategies for related
businesses as well a¢ impl

A
| Menting ang enhancing mobile banking services, notably
information technology

d
| Cpartments, Marketing departments, and governmental
organizations. To he] .
2 P boost the Image of mobile banking, the service provider should
also concentrate on Cg )
R and €nvironmentg] management initiatives. In addition to these

mobile banking optio ..
& Options, bank administrators may assist users feel safer and more

mfortable with
- the system by employing efficient risk-reduction strategies like money-
back guarantees.

Subsequently, while creating marketing strategies to be successful in the cutthroat

mobile banking market, a]) areas of service quality should be given priority. Future
marketing campaigns, however, should place a higher priority on ease of use, reliability,
responsiveness, efficiency, convenience, assurance, safety, and security in order to draw
in new customers for mobile banking services. Banks should work to enhance their
service quality in order to be prepared for the opportunities in the future, in addition to
the marketing department keeping these factors in mind. In order to target a previously

untapped market area, banks must be able to persuade the public bodies that their mobile

services are prompt, trustworthy, and responsive.
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PR e Con“mc —
e ———t Uty ~— — .
Ease of Use and Customey Smi_sf p-value Interpretation

R w— \ PHstaction e

[-,ﬂILICl:Ly and C ustomer §, ‘isfac(ion 0.000 Highly Significant

iability an 0, ' Significant
Reliabi ty d Customer Sa‘iSfaction 000 Highly Sngnf:"nca
Responsiveness anq 0.000 Highly Significant

surance and C CUSlomer Satis"ac‘im‘ 0.000 Highly Significant
As s ustomer Satisfaction 0. 000 ll‘ghly Significant
Safety and Security anq C : ighly Signi

ust ‘ ;
omer Satisfaction 0.000 Highly Significant

Convenience and Cysto

—_— mer Sati .
Legend p-value is < 0pp fosiaction 909 Highly Significant

0 Highly Significant

Significant Effect of ;
€mographijc Variables towards Customer Satisfaction

In table 5A G o
» the regy]t indicates that only age has an effect on customer

satisfaction (e= -
( 506). The other demographic variables show no effect on customer

atisfaction in mobj i i
s obile banking, gender and customer satisfaction (e= -.0135), education

and customer sati i = .
isfaction (e= .0067), income and customer satisfaction (e= .0190),

occupation and customer satisfaction (e= - .01 81).

Models of technology usage and satisfaction frequently include demographic
considerations. There has been a Jot of discussion on how demographics affect how
satisfied users are with various technology devices. The results demonstrate that gender
has no bearing on client satisfaction. The findings showing a negligible impact on
customer satisfaction may be explained by gender equality and equal access to
technology for users. One of the aspects that will support the conclusion is the lack of
gender-mediated variance. Meanwhile, age and customer satisfaction were revealed to
affect each other significantly. Younger clients are more appreciative than older ones of

the ease and potential time savings of online and mobile banking, according to research.
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nable ¢,

ol ] gt M 10 manage mobile banking usage. Similarly,
Satisfact;

tion also unveij insignificant effects on each other. The

w
accessing mobile banking With reg
a

basis that we came With |jeg

ithin the lack of disparity of service offered when
rd

. 3 10 their income; low and high-income individuals
were both given the Same treatme -
nt.

Women's perceptions of mobjle banking capabilities, more than men's, strongly influence
their satisfaction with this platform (Merhi et al,, 2020). According to one research,
younger customers are easier to satisfy, while older customers are easier to fulfill. Older
consumers typically make judgments based on their knowledge and wisdom and place a
high value on producer assessment. They are more resistant to change and less driven by
technological development. Younger customers digest more information and consider
more product qualities and possibilities than their older peers (Chiguvi & Guruwo, 2017).
In terms of education and customer satisfaction, a recent study nullifies the findings.
When it comes to technological advancement, educated clients frequently come first. In

general, educated clients seek as much data as possible. They are more aware of



aractel’istics g "
incomes. Higher- and alternatives than those with lower

income ¢
Onsumers
ma .
Y be more challenging to satisfy than lower-

income customers since they h
ave .
. more alternatives to choose and thus have higher
expectations for products o servi
ces (Chiguvi i
| (Chiguvi & Guruwo, 2017). The stipulated finding
between occupation and Customer satisfact;
| atisfaction is parallel to other studies. Customers from
various occupational categorie
s : i
reported dramatically varying degrees of satisfaction.
Business owners were substanti .
tially more satisfied than paid workers. Customers from
various occupational i
P categories reported considerably varied degrees of satisfaction
(Anjum et al., 2017).

The study's conclusions will be helpful in formulating a plan to get more bank
clients to use mobile banking. Therefore, strategist for mobile banking applications or
other mobile applications can find the results helpful in understanding consumers'
perceptions of using mobile banking and creating a smart and effective client retention
policy. The researchers came to the conclusion that businesses should be required to
favorably impact consumer satisfaction in order to increase client loyalty. Also shown to
have an impact on the effect of customer satisfaction were demographic factors such as
gender, customer age, income, educational background, and employment. A decent

percentage of consumers who may have been drawn to mobile financial services are to be
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factors affect client satisfaction ot how demographic

Table 5A. Sl'gm_'ﬁcant Eﬂ‘ec’ ofDem

O8raphic yg, i
ables toward
/_Constructs\‘ Customer Satisfaction

/
Eff
Gender and Customer Satisfactjq,, ect Interpretation
-0135

Age and Customer Satisfactjop Negative effect — Insignificant

.-0506 Ne 3 e H
i : tive effect - Significant
Education and Customer Satisfaction - i ga gn
. : ositive effect — Insignificant
ncome and Customer Satisfaction 0190 p effec nsngmf
. ' ositive effect — [nsignificant
Occupation and Customer
Gatisfaction -.0181 Negative effect - Insignificant

diating Signifi
Mediating Significant Effect of Demographic Variables and Service Quality towards

Customer Satisfaction

The results in Table 5B indicate that dependent variables and independent

variables have a significant effect. Gender and Service Quality Dimensions towards
Customer Satisfaction (e= -.0645), Age and Service Quality Dimensions towards
Customer Satisfaction (e= -.0506), Education and Service Quality Dimensions towards
Customer Satisfaction (e= 0.0704), Income and Service Quality Dimensions towards
Customer Satisfaction (e= -.0684), Occupation and Service Quality Dimensions towards
Customer Satisfaction (e= -.0194).

Customers' demographics are one of the most important elements influencing their
use of mobile banking services. Highly educated individuals such as employees,

-

businesspeople, and members of the upper-income and younger groups use this service.
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dividing markets and gauging consumer satisfaction i demographics (Grazhdani, 2021).

Understanding the impact of major demographics like age, income, and gender on

consumer perceptions of quality is crucal, given that demographic profile is a primary

and often required factor for segmentation and targeting. Similarly, it was shown that
elderly customers considered personal attention and financial counseling to be key
aspects of bank services.

A study indicated that a lack of human care in e-banking is a key obstacle to older
clients' satisfaction with online banking (Puriwat & Tripopsakul, 2017). Customers with
different economic levels have diverse judgments of service quality, according to
research. Individuals with greater income levels are often assumed to have better

education levels. According to one study, a rise in educated individuals results in an



47
in demand for high-qunlily iten
e
. 2 oreds
in¢

8, Comum

te satisfaction gify, from Cust ey
a

alu

eV

Is may
™ w i cve

¢ “ll 'liwl(.'! income |

rently

ne
| 2021).
a "

et
jecbren
(Gee

rs huving lower income levels

ion 10
. on
ise customer satisfact
0 raise t
tha
trated
: emons
ew customers. Additionally. it was d N
ional attai
[ i education
hic variableg includmg gender, Customer age, income, e
| fore
ograp o o
dem tion had ap impact O consyme, Salisfaction, Bageq o
N er sa
- improve custom
& banks are adviseq t put i, place Programs thay Impr,
ings,
find
s regulatory standards, and mg,
ha
suc

ing more
i ing
i e bank
e charmels and services |ike mobil
ible in order tg I€tain 4 respe
essl
acC

ve been
ay have

1 Number of Customers who

Ctable ho may

d by things like mobijle financ
ttracte

a

t banks
it i ested tha
ia] Services, Additionally, it is sugg

bl k
e
go

\Y g
lgn
ha



Al

le isfaction “t of Depy
C"’ (or” Constructy Phic Variables and Service Quality townrds

and Service QunhtyN —
andef sausfucllon alons Owardy Toet Interpretation

0645 Negative effect - Significant

0
cust® d gervice Quality Dimensjo

NS tow
tisfaction ards
gﬁstom ;Saand Service Quality i NS Ay et
Edlw’ Customer Satisfaction mensions 0.0704

P e _ e P
towﬁ"de d Service Quality Dimensjon ositive effect — Significant

lﬂcotmm r Satisfaction $ towards -.0684
CuZuP tion and Service Quality D

e -
0°" wds Customer Satisfaction 0194 Negative effect- Significant

get—————

Negative effect - Significant




| ('lmplcr il
SUMMARY, F INDINGS. C()N(‘LU

SIONS
ONS, AND RECOMMENDATIONS

service quality factors.

as already sai "
AS W Y said, the purpose of this study was to categorize the main factors
that affect how satisfied customers are with the Ozamis City mobile banking application.

Additionally, this involves figuring out how using such mobile banking financial systems

may help banks improve consumer satisfaction. As a result, this study acknowledges the

need of creatipg a strong and comprehensive mode] that includes the crucial points of

view related to satisfaction with mobile banking.
Findings
1. The age of customers is one demographic component that has a substantial
association with customer happiness. A major issue for banks would be

identifying the age range and stressing client wants. Finding and comprehending

the demographic traits and service attributes that have a significant impact and
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_ There was a highly Significant re

competitive edge in the
litive banking sector,

In the area of ease of ..
USe, an additional featyre should be added to the system to

make mobile bankj
anking more user-friendly. Banking institutions should

immediately upgrade their systems with the latest technology in order to provide
clients with speedier transactions, The banks should subsidize research and
development.

Banks should frequently examine the usefulness and effectiveness of mobile
banking services for its consumers. Banks should explore the operational features
and accessibility of mobile banking apps in order to increase the speed with which
online services respond to clients.

To achieve the highest level of reliability, banks should update their data to ensure
that accounts and files are accurate and that mistakes do not arise. They must give
service on time.

Banking institutions should take advantage of technology to improve customer

service. Zendesk, Freshdesk, and Zoho Desk are among the prominent tools that
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impact of identifyi i
. The 1mp ifying factors (independent) on customer satisfaction will

assist businesses in better equipping themselves with kniwledige iand iefftets 10
arrange their marketing operations. This information will assist banks in

emphasizing the proper influencing elements while minimizing those that have no

effect on the dependent variables.

. According to the survey, satisfaction was created by all service quality parameters

in the study. Banks should do more to be responsive and dependable.

All banks—private, public, and foreign—that provide mobile banking services

may benefit from this research model, and it is an important and substantial input for their

future plans. Financial organizations and decision-makers should thus consider how the
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The minimal rj i
risk associateq with daily transactions made through a

mobile device allows clients to develop trust in the financial services

provided.

«  The bank's ongoing service growth drives customers to use the technology
since it provides diversity in its offerings.
« Banks should establish a sophisticated technical mechanism in order to
provide customers with dependable and timely services.
The research's primary limitation is that it only examined how satisfied Ozamis
City customers are with mobile banking. To be able to strengthen the fundamental model,
the researcher also suggests identifying other factors for prospective future investigation.
The conclusion of this study is that geographic and psychological traits should also be

considered as category modifiers. Additionally, it is important to mention in a future

study any drawbacks that negatively affect customer satisfaction so that planners may

avoid them.
The other drawback of this research is that it focused only in examining the

factors that have a significant effect on customer satisfaction; however, future studies on
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QUESTI()NNAIRV
Adapted from Sagib, et al,, (2014) Banko|
' ¢

sClal, (201 1) and Khan, e al, (2021)

A Statements
sERVICE DIMENSIONS @ —— | Remoas.

Responses
J— 4 T3 T2 11
Ease of Use (SA) [(A) |(SD) (D)
L—"" nMnhi M .
1. Mobile banking transactions/serv: .
easy to use. S/Services are very simple and
[

2. Using mobile banking it is easy to do

: what |
for example transferring funds from i acco:na:l: to do,
other account, bill payments etc. 0 any

3. The interaction with the mobile b

ankin :
and easy to understand. g systems is clear

4. Itis easy to look for banking information.

5. Itis easy to navigate i.e. get anywhere on the mob;
binking site mobile

6. Using mobile banking does not require a lot of effort.

7. The mobile banking registration process is simple.

8. The interaction with the mobile banking systems is clear
and understandable.

Efficiency

1. Mobile banking enables me to complete a banking
transaction quickly.

2. Using mobile banking saves time compared to going to
branch, ATM or using a computer.

3. The bank provides all communication media like SMS,
email, toll free no. to communicate problems related to
mobile banking

4. All my mobile banking relevant transaction confirmation
details are sent by SMS or e-mail within 24 hours.

5. Mobile banking is available all the time.




M’—i
R [ Agents show a sincere interest in yolving
5, Agents assure you an e"o""?eahﬁﬁ;,‘c : Problems,
— on, -

3. 1 believe my mobile service
and trustworthy.

Provider s compeian

W . .
1. M-banking agents provide prom
Pt and accurate i
service

bile banking screen in
3 The moO B 5Creen incorporates
scheme, easy on the cye, Visunll;':)lmﬂ * B00d coloy
effective layout. Iractive and jy J |
an

7 M mobile banking transaction is '*
oS psiveness CCurately . :[:

/ i [
M banking agents always willing to help you
/ . .
3 M-banking agents take more time (more than
your

/e)_(_pgclati.on) to respond to your request
4. My mobile banking provides prompt responses i e
transaction 1s not processed. e iy

/ . .
5. If there is a mistake, my mobil —
effectively. tle makes it right quickly and

/gﬁhﬁmk quickly resolves mobile banking related

/___pggglems.
7. I can speak to a customer service repr :

ese : :
a problem related to my mobile banpking mntat:;tlii;hsere :

2. 1 feel secure in providing sensitive informati i
; ) ) ion wh
doing mobile banking transactions. .

wﬂ Security
1. 1 feel safe in my transactions while doing mobile banking

I - .
3. Personal information that I provide on mobile is well

|- D prootal
4. The online transactions carried out on mobile are secure

/ . . .
5. The confidentiality and privacy of my personal

information is assured when I do mobile banking,

Convenience
1. Mo

bile banking service is not complex than other electronic

banking services.
2. The mobile banking menu options are enough for me.

3. Mobile banking is convenient and the easiest to use.

Assurance

1. The behavior of the m-banking agent/s gives me confidence.

2. Mobile banking agents have that much knowledge to answer

my questions.

3. I can speak to a custo
mobile banking transactions.

mer service representative if there is a

problem related to my
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VEL OF CUSTOMER
LEv"

QUALITY Quigy IONNAIRY
il and Modified from Sagib, ¢t al,, (2014), Bankole, ¢
dap'®

SATISFA( TION IN MOBILY, WANKING MUy

4L, (2011) ang Khan, et o)
! (2021)
Directions: Check the box that correspond your answers based on the legend below
Legend: 4=5troagly Agres 3- Agree 2. Disagree | . Strongly Disagree
Statements D o
Responses
—_— ]
CUsTOMER SATISFACTION m N ;
SA) [(A) |(SD D) |
—
r/f;'n]gtisﬁed using mobile banking for it does not T
; require a lot of effort,

{f'{mfsatisﬁed with the clear and understandabe

interaction with the mobile banking s stems.
3. lam satisfied with my mobile bankin
" all the time.

g for it is available

— 2. 1am satisfied with my mobile service provider because
" it is competent and trustworthy.
— 5. | am satisfied on how the bank quickly

resolves mobile
banking related problems.

PERFORMANCE

I am satisfied with the confidentiality and privacy of my
o personal information when I do mobile banking,

([

I am satisfied and feel secure in providing sensitive
& information while doing mobile banking transactions.

8. Iam satisfied with the menu options of my mobile
" banking.

9. 4G communication quality is very good, and mobile
' banking also provides good service.

" 10.1 am satisfied with the knowledge of the mobile banking
' agents to answer my questions.
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