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ABSTRACT

Theexpansionofinformationcommunicationtechnology(ICT)significantlyinfluencesorganizations
servicedeliveringculture.Thefinancialinstitutions,particularlythebankingindustryareoneofthe
majorsectorsthatinvestslargeamountofcapitalforintroducingnewtechnologies.E-financeisone
ofthetechnologychannelsthatbankersintroducedtotheircustomerstoaccessfinancialservices.
Therefore,thisstudywasaimedtostudytheeffectofe-financeservicequalityonbankcustomers’
fintechloyaltyofusingthee-financeservicesinfuture.Primarydatawascollectedfrom412bank
customersanditwasanalyzedusingthestructuralequationmodel(SEM)throughAMOS.Theresult
revealedthatbothinnormaloperationsofe-financeserviceandrecoveryservices,thequalityof
servicepositivelyinfluencesbankcustomers’satisfactionandtheire-loyalty.
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1. INTRodUCTIoN

Theadvancementofinformationcommunicationtechnology(ICT)profoundlyaffectingthedaily
operationofevery individualacross theworld.Since the introductionofelectronicbanking, the
bankingservicehasshiftedthebricksandmortarservicetoelectronicandbankingterminologies
thatarechangedtoe-banking,e-finance,e-payment,financialtechnology(fintech),etc.Fintechis
originallyderivedfromfinanceandtechnology,whichdefinedasthewayofdeliveringfinancial
services through technology channels (Milian, Spinola, & Carvalho, 2019). Fintech categorized
as “sustainable fintech” and “disruptive fintech,” which shows the former, is more applied for
conventionalbankingserviceswhilethelatterindicatesthenewfinancialproductsinamoresimple
andconvenientwayofdeliveringservices(Christensen&Raynor,2003).Theadoptionofelectronic
bankingbybankersresultedinanefficientoperationoftheirinternalbusinessbesidesincreasingtheir
customers’satisfaction.Usingelectronicbankinglikeinternetbanking,mobilebanking,ATMand
othersbelievedthatincreasingthequalityofservices(Ariffaetal.,2012;Felix,2017).E-financeis
theprocessofdeliveringfinancialservicesthroughelectronicmedialikepersonalcomputers,mobile
phones,machines,andotherdevicesbyusingremoteaccessconnections;internetandmessages.
Sincetheelectronicservicesallowcustomerstoaccesstheirbankaccountforfinancialservicesat
anytimefromanywhere, itwould increase theirsatisfactioncompared to traditionalbankbranch
services.Itisbelievedthee-financeserviceisconvenientforcustomersandminimizesthecostsof
accessingfinancialservices.
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Authorsbelievethatcustomersatisfactionisthefunctionofservicequality(Alhaliq&Almuhirat,
2016).Customersatisfactionusuallycomesaftertheirevaluationofservicestheyweredelivered.
Therefore,thequalityofservicetheyconsumedortestedobviouslyresultsinsatisfaction.Indifferent
sectors including thebanking industry researcherswere confirmed there is apositive anddirect
relationshipbetweenservicequalityandcustomersatisfaction.Someresearchersininternetbanking
services (Seyal&Rahim,2011;Sousa&Voss,2012)examined theeffectof servicequalityon
customersatisfaction.However,fewstudieswererelatedtoservicequalitywithcustomers’e-loyalty
particularlyinthebankingsectorloyalty(Yaya,Marimon,&Casadesus,2013;Xue,Hitt,&Chen,
2011). Moreover, since in delivering electronic-based financial services there is no interaction
betweenbankersandcustomers,itisexpectedthatcustomersfaceproblemsduringusingthebanking
technologies.Duringsuchaproblematictime,customersmayrequestthebankofficeforrecovering
theerror.However,previousstudieswerefailedtostudytherecoveryservicequalityduetoinsufficient
samplesize,whoencounteredproblems(Parasuraman,Zeithaml,&Malhotra,2005).Inthisparticular
studybankcustomerswhohadexperiencedaproblemwhileusing thebanking technologywere
includedandstudiedtheeffectofrecoveryservicequalityontheire-loyaltyofthetechnology.

Methodologicallythisstudyovercomesthelimitationofimplementingaformativemodelinstead
ofusingonlyreflectivemodels(Collier&Bienstock,2009).Authorsclaimthatusingasecond-order
modelbyusingformativevariablesrevealsmoredetailresultscomparedtothefirst-ordermodel
(Randolph,1998;Thompson,1990).Thoughpreviousstudieswereexaminede-servicequalitymodels
fore-financeandrelatede-commerceplatforms(Akinci,Atilgan-inan,&Aksoy,2010;Yarimoglu,
2015),theywerefailedtostudytheeffectofe-financeservicequalityoncustomers’satisfactionand
theire-loyalty.Therefore,thisstudywasaimedtwoissues;firstly,itconfirmstheeffectofpurely
electronic-basedfinancialservicesqualityonbankcustomers’satisfactionande-loyalty,andsecondly,
itmeasuresthemediatingroleofcustomersatisfactionofe-financeservicequalityonbankcustomers’
e-loyaltyofusingthebankingtechnologyinfuture.

2. LITERATURE REVIEw

Informationcommunicationtechnology,particularlytheadvancementofinternetservicesignificantly
changedorganizationsservicedeliveringchannels.Thebankingsectorisoneofaprominentlyaffected
industrythatinvestshugecapitalforintroducingadvancedtechnologies.E-financeisoneoftherecently
introduced mechanisms of bankers to deliver financial services through electronically including
internetbanking,mobilebankingandcardbankingusingATMandothercards.Bankcustomerscan
usethosetechnologiesforwithdrawingcash,makingapayment,transferringfundselectronically,
checkingtheiraccountbalance,printingbankstatements,andotherutilityserviceswithoutvisiting
thebranchoffice.Previousresearcherswereconfirmedthatusingtheseelectronic-basedfinancial
servicesincreasesconvenienceforbankcustomersandastheresult,itincreasescustomers’satisfaction
(Keskar&Pandey,2018;Priya,Gandhi,&Shaikh,2018).Because,itisbelievedthatcustomers’
satisfactionisthefunctionofservicequality(Yang&Tsai,2007).

Differentscholarsdefinedservicequalitydifferently.Somedefinedservicequalityintermsof
physicalproductcharacteristicsasservicehastobefreefromerrorordefectiveness.Parasuramanet
al.(1985)arguedthatthedefinitionofservicequalityisdifficultbecauseofthesubjectivenatureof
service.Similarly,intheearlystageservicequalitywasdefinedasitisthedifferencebetweenconsumer
expectation and actual performance, which is confirmation and disconfirmation of expectation
(Churchill&Surprenant,1982).However,manyofthemagreedthatservicequalityplaysasignificant
roleincustomersatisfaction(Al-Hawari&Ward,2006;Carrizo,Freitas,&Ferreira,2017).Scholars
arguethattheeffectofservicequalityisbeyondcustomersatisfaction;itresultsinorganizational
profitability(Ling,Yeo,Boon,&Huat,2016)andcustomers’loyalty(Antónioetal.,2017).

Electronicfinancialserviceisfullyelectronic-based,andcustomers’loyaltyispurelybasedonthe
electronicservicequality.E-loyaltyisthebankcustomers’commitmenttousingbankingtechnology
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