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Abstract: The purpose of this study is to review a major section of the literature on Electronic 
Banking Services (EBS) with a particular emphasis on the challenges of customer service delivery in 
the banking industry. This paper examines the studies some published journals and other related papers 
on electronic banking services and presents a framework that suggests evolving patterns of banks 
practices. Customer Service delivery remains an important strategic tool of banks in turbulent times. 
Three key behavioural factors are identified that contribute to effective customer service delivery in the 
banking industry, such as security, convenient and cost/charges. For sustainable competitive 
advantage, electronic banking goes beyond the operational level on online banking, mobile banking 
and ATM; while it moves into a wide range of behavioural factors. The study contributes to electronic 
banking literature by identifying key areas of customer service delivery. It reflects a qualitative 
orientation, but future research may achieve a more systematic and quantitative analysis of the 
electronic banking literature. An understanding of the factors identified in this study allows bank 
managers and policy makers to direct efforts and resources in the most effective and efficient way to 
increase bank business in the long run and encourage customers to adopt electronic banking. This 
review paper is unique in that it examines the electronic banking services literature and summarizes the 
results in order to gain a proper understanding of customer services delivery and provide perspectives 
for future research. 
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INTRODUCTION 
 
 Today, the world is becoming a global village, given the growing complexity of business portfolios and 
expansion of business groups, and the increase in decentralization in response to these changes. Thus, electronic 
banking services have been gaining ground around the globe. This offers banking industry a new leading edge 
of opportunities and challenges in the global banking market.  Hence, the success of electronic banking services 
depends on the rate at which the new technology is adopted by the customers. Consequently, the factors that 
affect the customer service will certainly be of concern to both bankers and policy makers. (Shaukat and 
Zafarullah, 2010).  
 On the other hand, electronic revolution in banking basically centers on changes in the distribution channels 
of financial institutions. The basis for the emergence of the electronic banking is the result of the evolution of 
the concept of money. Over the years, the ability to pay for goods and services was reflected in the physical 
existence of the goods, which could be used for exchange. Subsequently, hard cash in the form of coins made 
out of precious metals came into being. This was then followed by the advent of fiduciary money in the form of 
modern coins and paper notes. Today, an individual’s ability to pay for goods and services is simply reflected in 
the accounting records of his or her bank. Hence, it is important to appreciate at the outset that money as it is 
defined today is just simply information which can be electronically transmitted to facilitate economic 
transactions. It is this new definition of money which has resulted in the electronic revolution in the Banking 
Industry around the globe.  (Eshun, 2009; Idiaro, 2010) 
 Fundamentally, as customers are becoming more familiar and comfortable with electronic banking services, 
this increase in knowledge and comfort level will benefit e-base banks by bringing more retail and commercial 
consumers to their virtual branches. The speed of change in the business environment is quite rapid and this 
compels firms to accelerate their speed of response to the external market environment. In this context, it is 
inevitable that banks move away from closed innovation toward open innovation. Today, innovations that are 
springing up in the banking industry are gradually replacing human tellers with self-service distribution 
channels. In fact, the strength of customer intentions for usage of human tellers within the next decades supports 
the concept that the branch will remind irrelevant in the delivery of services to customers in the future. Thus, it’s 



Aust. J. Basic & Appl. Sci., 6(13): 80-85, 2012 
 

81 
 

for this reason that this study is undertaken. (Syed et al, 2009: Ramayah et al, 2003; Al-sukkar, 2005; Woodruff, 
1995; Thornton and White, 2000). 
 
2. Customer Service Delivery: 
 As the customer’s demands gradually becoming uncertain, diversified and sophisticated, Electronic 
Banking services tend to become more complex. This means that, for Banks to remains relevant in the near 
future, they have to consistently innovate and keep on track with the most recent technology that will put them 
at bay with other competitors. Conversely, fierce competition has obliged banks to look for an effective way to 
differentiate in the market and augment the likelihood of customer satisfaction. Additionally, banks struggle to 
find or develop instruments to measure the quality of their customer service delivery. It is a well known fact that 
customer service delivery in banks is not always targeted when looking for mediating factors towards electronic 
banking services. For that reason, this challenge has become one of the toughest decisions for today’s Banks to 
deliver such services with the most recent convenient and secured technology at a lower cost. (Bahia and Nantel, 
2000; Bhat, 2005).  
 Empirical evidence suggests that, delivering customer services is indeed an important marketing strategy 
(Berry and Parasuraman, 1995), because a firm’s excellent reputation in terms of customer service delivery 
surfaces in the repeated and longitudinal comparison against its competitors; and this competitive nature makes 
it common for banks to earn a distinguished reputation and a high base of loyal customers in the long run. 
Service delivery is hard to copy because of contingent, tacit and organization-specific know how and practices 
in customer service delivery; it is a wholesome and yet sophisticated reflection of a Bank’s activities (Lee, 
2012) but the difficulty in defining customer service delivery, as well as problems in deploying to specific 
contexts current instruments for measuring such constructs, represents important constraints for the banking 
industry to approach their markets.  
 Today, in the banking industry most models of customer services delivery focus on the comparative 
judgment of expectations versus perceived performance resulting in the two major evaluative judgments of 
perceived service quality and customer satisfaction (Bloemer et al., 1998; Murphy, 1996 and Smith, 1992). For 
example: 
 Customer's access service delivery by comparing their expectations prior to their service encounter with 

electronic banking. 
 Customers also, develop perceptions during the service delivery process and then compare their perceptions 

with the actual service received from the electronic banking. 
 Thus, customer expectations are unique because individual constructs, prior to a service, are influenced by 
customer's evaluation of service performance and customer satisfaction. Customer service deliveries on 
electronic banking services are basically intangible and easily duplicated. They can be divided into Electronic 
Banking Services and Behavioral factors. 
I. Electronic Banking Services are predominantly based on the use of automated systems, such as Mobile 

Banking, Online Banking and ATM. 
II. Whereas behavioral services are invisible and mostly Independent on electronic component in the service 

process of producing the service, such as security, convenient and cost/charges. 
 

Behavioral Factors              Electronic Banking 
 

 
 
Fig. 1: Conceptual Research Model.  
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 Consequently, customer service delivery in the electronic banking services includes both the electronic 
banking service and behavioral factors. Therefore, customer service delivery is differentiable and stem from the 
expectations of customers. Hence, it is necessary to identify and prioritize expectations for customer service and 
incorporate these expectations into a process for improving customer service delivery (Kassim and Bojei, 2001; 
Goodman et.al., 1986).  
 
3. Factors Affecting Usage of Electronic Banking Services: 
 Much has been written on the factors affecting usage of electronic banking services. Some of the major 
psychological and behavioral factors which affect the adoption of any new innovation such as electronic 
banking include security, convenience and cost/fees. They are very essential for electronic banking services. 
 
3.1 Security: 
 Today, security is considered to be one of the very important factors in determining the decision of 
consumers to use electronic banking services. Assurance about security relates to the extent to which the 
electronic banking guarantees the safety of customers` financial and personal information, an area which has 
witnessed a proliferation of research interest (Kimery and McCord, 2002; Miyazaki and Krishnamurthy, 2002).  
 According to Arwa and Ali, (2004) another important factor affecting the customer service delivery is the 
level of security or risk associated with it. Even in countries where electronic banking has long been established, 
one of the most important factors slowing progress of electronic banking services is the consumer concern for 
security of financial transactions over electronic banking. An empirical survey by Sara, (2008), of Australian 
consumers confirmed this fact. A key factor in customer relationships in today’s business is trust Wu et al, 
(2010) According to R. Supinaha et al (2008), slow growth of electronic banking services is caused by security 
concerns, lack of trust and lack of knowledge about the availability of such a service. Hence, users find 
electronic banking system useful, convenient, and easy to use, while privacy of data and security measures of 
the electronic banking technology is the issues that bother the minds of customers. (Adesina, 2010). The same 
results obtained from the study of Booz et al. (1997), reveals that security concern among customers was the 
top-ranking obstacle for non-adoption of electronic banking in Latin America.  
 Therefore, it is posited that security has a positive effect on customer service delivery, in the banking 
industry. Also, to minimize customer’s security concerns, banks need to effectively educate their customers and 
assure them of the service’s security (Fleming, 2011). Therefore, the role of security was assessed by physical 
access control to the machine, User authentication and authorization, confidentiality, data integrity, secure 
storage of user information, user’s privacy protection, authentication of the parties involved and the like.  
 
3.2 Convenience: 
 Convenience has been identified by several studies as an important adopting factor of electronic banking 
services. Thus, electronic banking provides a higher degree of convenience that enables customers to access 
online banking, mobile banking and ATM at all times around the globe. Nevertheless, the ease of access to 
electronic banking is perceived as a measure of relative advantage (T. O. Ombati et al, 2010 and Abdullah et al, 
2011). According to R. Supinaha et al, (2008), the provision of customer service delivery is an important 
criterion that attracts users in the delivery of Electronic Banking. Today, convenience is considered to be one of 
the influential factors of the customer service delivery of e-base banks.  
 Research has proven that, positive relationship between convenience and service delivery as  a critical 
factors on the use of electronic Banking. As a result, we are able to confirm that convenience has a significant 
influence on customer service delivery. These findings are also consistent with other research findings. For 
example, Poon and Tan (2008), Goi, (2006), Alam, (2009 ), Suganthi, (2010) and Hazlina et al (2011) found 
that electronic banking provides a higher degree of convenience that enables customers to access bank services 
at all times around the globe. Thus, the same study also indicated that the perceived convenience was the most 
influential variable of overall adoption of all three service delivery activities investigated.  
 Thus, having reviewed the logic of customer service delivery, it is imagined that convenience has a positive 
effect on customer service delivery on electronic banking services; because it is easy to use. The measure for the 
convenient in this context consists of: Ease of use, awareness, internet access anytime and anywhere, no queue, 
save time as compared to conventional banking, user friendly, easy login, check transaction details, efficiency.  
 
3.3 Cost and Fees: 
 Customer service delivery attributes in the electronic banking industry are important, in view of the fact that 
online banking, mobile banking and ATM interaction are the main sources of service delivery. Therefore, 
offering high quality services to satisfy consumers’ needs, at lower cost and fees, will be the potential 
competitive advantage of electronic banking sustainability and growth in the future. At present, studies show 
that electronic banking has successfully reduced operating and administrative cost and fees (Ahmad, 2011; 
Migdadi, 2008; Suganthi, 2010 and Bankole et al, 2011) while at the same time research has proven that, cost 
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and fees savings have helped e-based banks offer lower or no service cost/fees (Ahmad, 2008). Cost was once 
considered as the major competitive priority and a key aspect for the future development in every organisation 
(Burgess, 1998). Prior research has empirically found a positive relationship between cost/fees and customer 
service delivery as a critical factor with the use of electronic banking (Ching et al, 2011 ad Khumbula, 2010). 
 On the same note, the cost/fees determine by e-base banks are an important element to facilitate the usage 
of electronic banking which is reflected in the customer service delivery. According to Peter Drucker (1985), 
electronic banking is the answer to reduce cost/fees, and to solve the tension between sustainability and reaching 
the very poor. This means that, by creating new channels of delivering financial services at low cost, banks may 
find that these customers, who once seemed beyond the frontier of formal financial services, are in fact a 
profitable and attractive market. To this extent Mazursky et al., (1987) identified cost/fees as the major factor in 
brand switching of customer over a giving period of time.  
 Hence, it is assumed that fees/charges have a positive significant influence on the adoption and customer 
service delivery. The roles of cost/fees were assessed by measuring: reasonable electronic bank’s charges and 
lower transaction fees. Therefore, if customers are to use electronic banking, then electronic banking must be 
reasonably cost/fees relative to alternatives. Otherwise, the acceptance of electronic banking may not be viable 
from the standpoint of the customers. 
  
4.0 Challenges of Electronic Banking Services: 
 Many of the Banks that are piling onto the electronic banking may totally misunderstand what this medium 
is all about. Apparently, banks cannot succeed in exploiting electronic banking unless the right electronic 
banking infrastructure and development are in place to meet the demands of the users. Today, the banking 
industry is gradually moving from a product and sales philosophy to a new marketing philosophy. Thus, e-base 
banks have emphasised a better understanding of customer’s needs and wants and then translated them into the 
capability to give customers what they really need and want. Electronic banking determines what can be offered 
to customers, but only customers determine which of those technologies will be accepted. Customer service 
delivery may increase based on the want, need, times, power of buying, and status. Therefore, the key to success 
in electronic banking lies in knowing the customers. 
 
5.0 Conclusions and Implications: 
 This research seeks to make an original contribution to knowledge by investigating the impact of electronic 
banking service on the outcomes of customer service delivery in the banking industry. The factors identified are 
in line with findings reported in previous studies mentioned earlier in the paper. Furthermore, the study shows 
that service delivery, such as security, convenience and cost/fees are the major integral determinants of 
electronic banking services and this reaffirm the study of (Aliyu and Tasmin, 2012) 
 It was established that there is a direct relationship between Electronic Banking service and customer 

service delivery in the banking industry.  
 The empirical results show that the security, convenience and cost/fees all have significant effects of 

customer service delivery on the intention to use electronic banking. 

The implications of these findings are： 

 The customer service delivery is a potential threat to electronic banking services. Thus, the perceptions 
indicate that the customers may use the effectiveness of security, convenience and Cost/ fees to determine 
the functions of customer service delivery presently done via EBS. 

 That, banks should give high priority to customer service delivery and should consider electronic banking 
as important key drivers towards successful implementation of customer service delivery.  

 An understanding of the factors identified in this study allows bank managers and policy makers to direct 
efforts and resources in the most effective and efficient way to increase bank business in the long run and 
encourage customers’ to adopt electronic banking. 
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