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ABSTRACT 

Purpose - This study was conducted in order to investigate and analyze the underlying 

impact that mobile banking applications’ service quality has on customer satisfaction 

within the Lebanese context, specifically North Lebanon. 

Design/methodology/approach - Deduction was the reasoning approach embraced in this 

study. Using an online distributed questionnaire, there was a collection of 157 usable 

responses. Data was analyzed using SPSS. Moreover, correlations along with regression 

and other tests were used to test the considered hypotheses.  

Findings – The hypotheses considered in this study were all approved and verified after 

data analysis and interpretation. The findings showed that each of assurance, convenience 

and ease of use, privacy/security, responsiveness, sociality and reliability have a positive 

impact on the satisfaction of customers. The top three variables in terms of impact on 

customer satisfaction were convenience and ease of use the privacy/security the reliability.  

Research limitations/ implications – Aside from adding to the literature especially the 

Lebanese one, this study was limited to only one specific region being North Lebanon. 

Furthermore, the considered sample was small in size. Moreover, not all service quality 

constructs and variables were covered in this study.  

Practical implications – This study increases the awareness and understanding of bank 

managers about the service quality factors in mobile banking applications affecting 

customer satisfaction. Moreover, this study help each of IT, sales and marketing managers 

in banks by giving them insights in order to ameliorate applications in a way that satisfies 

customers better.  

Originality/value – In respect to the few previous Lebanese studies, this research has its 

own originality by shedding more light of the topic of e-banking focusing on mobile 

banking applications with customer satisfaction. Moreover, this study encounters details 

concerning in specific North Lebanon as a Lebanese region which was not studied before.   

Keywords – e-banking, Mobile banking applications, Service quality, customer 

satisfaction.  
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Chapter 1 

INTRODUCTION  

Globalization, along with the technological advancements specifically on the level of 

information technology, has generated over the last few decades a variety in the desires 

and needs of customers who are increasingly incorporating technology in their lives. 

Markets accordingly are becoming competitive in a severe manner encountering therefore 

the need for institutions to conduct several changes and modifications in order to cope with 

the emerging advancements and not to lose customers. Emerging from the latest 

perspectives, there has been a transformation in the way financial institutions, namely 

banks, execute their transactions through the embracement and usage of electronic 

communication. To gain competitive advantage and to be able to survive in an augmented 

competitive environment, banks have adopted innovative tools for the conduct of their 

operations such as e-banking.   

E-banking goes along as part of the efforts computed by banks to differentiate and to attain 

customer preference in terms of satisfaction in the financial sector in which more attention 

has been placed on satisfaction due to the technological progress as well as augmented 

competition. E-banking serves as one of the techniques and tools which help in 

strengthening the satisfaction of customers and in retaining clients and making them loyal 

as a result (Liebana-Cabanillas et al., 2013) It should be mentioned at this stage that a 

linkage exists between service quality and satisfaction given that having service quality at 

high stages will increase satisfaction levels along with stronger connections and 

relationships with customers (Ozatac et al., 2015). Accordingly, the quality of services 

being offered in the banking industry within the adopted electronic environment is a matter 

of focus being important in terms of client satisfaction and retention.  

In the Lebanese banking sector, there is a strategic use and adoption of developments and 

improvements in electronic banking services for the purpose of gaining competitive 

advantage, retaining as well as attracting new clients. However and regardless of this issue, 

the Lebanese electronic banking could be considered still limited to some services and 

electronic devices due in part to the sluggish advancement in the country in terms of the IT 

infrastructure (Hammoud et al., 2018). 
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Emerging from the latest ideas, this study will be conducted given the following research 

question: 

• What is the impact of mobile banking applications’ service quality on the Lebanese 

banking customers’ satisfaction? 

It aims to further investigate and elaborate on the underlying effect that mobile banking 

applications’ service quality has on customer satisfaction within the Lebanese context. It 

aims to analyze and assess the impact of service quality variables as well as dimensions in 

specific on customer satisfaction. 

This study has its own originality and will contribute to a specific added-value within the 

area of investigation of e-banking. Given the knowledge and information of the author, the 

underlying focus of the majority of the available studies conducted in Lebanon within the 

scope of electronic banking was concerning the adoption and acceptance of customers of 

several respective types of e-banking. There was no deep investigation however of 

customer satisfaction with the Lebanese electronic banking or its diverse kinds given that 

clients are the main source of business for banks and that satisfaction is related to 

subsequent loyalty and retention. Only one study has directly tackled the connection and 

link between e-banking specifically and the concept of customer satisfaction focusing 

primary on some particular dimensions of service quality within the Lebanese banking 

sector. There was no inspection of various service quality variables like convenience, 

assurance, system availability and others. Also, there was no research conducted definitely 

upon one precise area of Lebanon like North Lebanon to gain deeper knowledge about its 

specialty. Hence, this study will shed more light on the sphere of e-banking along with 

customer satisfaction while encountering more details concerning the issue within a 

specific Lebanese area.   

This study benefits many parties within financial institutions, namely banks. It is beneficial 

to bank managers; it helps them raise the awareness and understanding of the critical 

factors, and dimensions on the level of service quality in e-banking that affect the 

satisfaction of customers. Moreover, it provides advantages to the IT managers, since it 

helps them develop and upgrade the mobile banking applications and make them efficient 

and effective in serving customers. Furthermore, it is helpful to sales managers and the 
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marketing department in banks, it aids them to develop strategies to better target their 

customers and increase their market share and customer retention providing them with 

insights concerning what customers prefer and favor.  

Five main chapters compose this study starting from the introduction and ending up with 

both conclusions and each of implications, limitations and future perspectives. Chapter one 

entails the introductory part providing a general background on the discussed topic along 

with the research questions, aims and the originality of the study. Chapter two presents 

what has been discussed previously about areas related to the topic and the subject itself. 

It begins by tackling the concept of e-banking and its different types arriving specifically 

to mobile banking along with its advantages and challenges. It then encounters service 

quality including its types and measures. It also undertakes customer satisfaction stating its 

concept, measures and theories. In addition, it tackles the linkage between service quality 

and customer satisfaction and the one between e-banking, mobile banking in specific, and 

customer satisfaction through previous studies. It then refers specifically to the Lebanese 

case entailing its banking sector along with the studies done about Lebanon. Later, selected 

variables are identified and defined to form the conceptual model which is followed by the 

detailed hypotheses studied in this research. Chapter three deals with the procedures and 

the methodology followed in the conduct of the study. It tackles the independent and 

dependent variables in details then it identifies the reasoning approach adopted in the study. 

Afterward, each of research and sampling design are respectively incorporated. Data 

collection is then deeply tackled ending up with the pilot study and its results. Chapter four 

includes the results along with a discussion of the findings and a set of recommendations 

for different parties. Chapter five presents the conclusion of the overall study including the 

main findings along with each of implications as well as future perspectives.  
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Chapter 2 

REVIEW OF LITERATURE  

2.1 E-banking 

2.1.1 Concept of E-banking 

Within the sphere of credit and financial organizations, the adoption of e-banking is 

considered a natural practice in the electronic age in which customers are increasing their 

online purchases and are favoring e-commerce as a  manner of conducting business  

(Toufaily et al., 2009). E-banking in its first implementation goes back to the early 1970s. 

Banks at that time started to conduct a replacement of some of their branch activities due 

to two main reasons. The first cause was related to the expensive setup and maintenance 

costs associated with branches while the second one was allied with the completive 

advantage generated by the products and services of electronic banking for banks 

implementing them.(Machogu & Okiko, 2015).  

Having multiple definitions as well as terminologies, e-banking serves as a description for 

the process by which transactions and activities are completed by bank clients through the 

use of information technology, namely electronic ones (Machogu & Okiko, 2015). It 

represents a linkage between banks and clients characterized by being electronic enabling 

though the preparation, management and control of bank transactions (Munir, 2016). Many 

services are encountered within the scope of e-banking such as the usage of debit cards, 

direct deposits, automated teller machine services and others (Hernandez & Mazzon, 

2007).  

2.1.2 Types of E-banking  

E-banking includes the following forms: 

• Personal Computer (PC) Banking: Within this type of e-banking, the conduction of 

banking transactions and activities is done by using the banking client’s personal 

computer (Munir, 2016). It allows banking transactions to be executed by the client 

from a personal computer via a specific modem (Toufaily et al., 2009) .A banking 

software should be installed on the PC of the customer to be able to have access to 

his or her account (Machogu & Okiko, 2015). With his or her modem, the bank 
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client would be able then to dial into his or her respective bank. After data 

downloading, the programs which exists on the client’s computer are run by the 

customer (Toufaily et al., 2009).For example, accounts could be accessed by bank 

clients though their personal computers at different locations like office or home by 

using a specific password via the banks intranet proprietary software (Munir, 2016). 

• Internet Banking: Within this form of e-banking and using a PC or a mobile phone, 

customers would be able to gain access to their accounts via Internet and web-

browser (Machogu & Okiko, 2015). Online banking or web banking as terms are 

also used to refer to internet banking. Internet is adopted as the delivery channel by 

which transactions like payment of bills or mortgages, transfer of money, buying 

of certificates of deposits and others are conducted. Instead of being resident on the 

client’s PC, Internet banking programs does exist on the bank’s specific World 

Wide Web server. Internet banking is characterized by more flexibility than the 

type of e-banking being PC banking. There is no need for a software to be installed 

for the bank client who connects him or herself with the respective bank using his 

or her web navigator (Toufaily et al., 2009). 

• TV Banking: Within this type of e-banking, the delivery of the respective 

information of the client’s account to the TV screen requires the usage of a satellite 

or a cable (Machogu & Okiko, 2015). 

• Telephone Banking: This type of e-banking signifies a technology which is 

characterized by being active. Instead of calling the respective banking institution 

and speaking in person to a customer service representative, a certain degree of 

development has been experienced enabling the customer to call a specific system 

namely, an automated account management system. Within phone banking, only a 

touch-tone phone is a requirement. There is no need for other equipment or services 

like the case of PC banking (Toufaily et al., 2009).  

• Automated Teller Machine (ATM): ATM being available for 24 hours a day, would 

be considered the most used tool to transfer funds and money electronically. To 

access accounts via ATM, customers are required to use a plastic card which is 

magnetically encoded and to use bottoms on the computer terminal of the machine 

in an appropriate way. Taking out cash from bank account, transferring money from 
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one account to another and other functions could be done through the usage of ATM 

(Toufaily et al., 2009).  

• Extranet: It is a private network which enables the sharing of part of a business’s 

data and operations with several parties including for instance partners and 

customers in a secure way. Within this kind of network, there is usage of Internet 

technology and a system being the public telecommunication one.  Considering 

extranet as part of an institution’s Intranet being subject to extension to external 

parties would be an applicable description and view of extranet. The access of an 

extranet requires the existence of a username along with a specific password 

characterized by being valid (Toufaily et al., 2009). 

• Mobile Banking: The initial beginning of mobile banking goes back to when the 

first service was initiated by a company called Pay box, being a German one, 

cooperating with Deutshe bank specifically at the end of 1990s (Shaikh & 

Karjaluoto, 2014). Mobile banking is about the system through which the access of 

both accounts and banks’ products and services general info is enabled with the use 

of mobile devices by banks clients (Sagib & Zapan, 2014). Each of mobile phone, 

tablet or smartphone is considered a mobile device which can be used for the 

conduction of mobile banking (Shaikh & Karjaluoto, 2014). Furthermore, mobile 

banking has been considered as an application of a specific type of e-commerce, 

namely m-commerce, allowing the conduction of bank transactions by clients 

gaining access to their bank accounts via the use of a mobile device (Alafeef et al., 

2012) Within the scope of mobile banking and through the use of mobile devices, 

many banking services could be conducted by bank clients like the reception of 

bank alerts, bank statements and others. In addition, three main forms of customer 

access were encountered under the definition of mobile banking as a system 

including each of a simple as well as short text messaging, a web-based and a 

mobile application interface. While the conduction of services within mobile 

banking was mostly through SMS or mobile web, there is a raise in mobile 

application interface going with the development and improvement in the phones 

based on a specific operating system (Babatunde, 2018).  
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o The latest interfaces or points of access to the services within the scope of 

mobile banking could be explained as the following:  

Short Messaging Services (SMS): SMS messaging services enable 

customers to be provided with notifications concerning information of their 

respective bank account (Shaikh & Karjaluoto, 2014). The idea of sending 

and receiving text messages from the banking institution is encountered 

within SMS based mobile banking services (Babatunde, 2018). In addition, 

there is reliance on a specific kind on networks instead of the internet for 

SMS to work, namely Global System for Mobile Communication networks 

(Shaikh & Karjaluoto, 2014). Aside from being uncomplicated to run and 

operate, SMS is regarded as the most type of mobile banking services being 

inexpensive. However, it should be mentioned here that what could be 

included in the message is limited meaning specifically in terms of the 

number of characters involved. A special SMS mobile banking number and 

instructions are specific to each bank alone (Babatunde, 2018).  

Mobile Web Based Services: At the level such services, the approach is that 

customers are able to gain access to the bank’s internet through the referral 

and usage of the internet browser of the mobile device by means of a 

network characterized by being wireless. A special remote server available 

at the bank is responsible for doing the necessary processing at the level of 

the mobile website. Hence, the storage of information and data in the mobile 

device goes to a much lower level (Babatunde, 2018).  

Mobile Application Based Services: For customers to gain access to mobile 

banking, there is a need for a specific client application to be downloaded 

and installed on the mobile device. A variety of services could be offered as 

result to bank clients with the aid and support of the installed application 

(Babatunde, 2018).  

Within the context of this study, mobile banking applications in particular will be 

considered for research given that people are referring more to the integration of 

technology in their busy lives looking especially for options that help them get things done 
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in an easier way and in shorter time. Mobile devices in particular are being used by almost 

all individuals on a daily basis for many hours a day so that an installed application like a 

banking one helping them to complete tasks and transactions wherever they are with no 

time boundaries will constitute a forward life facilitating tool.   

2.1.3 Benefits and Challenges of Mobile Banking  

Concerning its advantages and pros, mobile banking benefits both parties being banks as 

well as their respective clients. Banks thrive the embracement of mobile banking as a 

specific channel and type of e-banking to take advantage of the potential of achieving a 

reduction in cost and error. In addition, banks along with other parties including telecom 

firms and third-party provider’s benefit from considerable profit margins with mobile 

banking (Koksal, 2016). Banks adopting mobile banking were also capable of realizing an 

enlargement of the territories of their markets. They were able as well to achieve an 

improved degree of understating and meeting of the needs of bank clients. The attainment 

the latest improvement was done by the investigation of the data gathered by the means of 

impersonal links as well as connections among the mobile devices of the clients and the 

computer systems of the banks (Cruz et al., 2010). Furthermore, a higher degree of both 

sustainability and cost effectiveness is achievable for banks offering innovative 

technology-based services such as the ones provided through mobile banking (Kumar et 

al., 2017). Customers also are provided by convenience as well as efficiency along with 

conformability and rapidness of services through their usage of mobile banking being an 

innovative technology (Shankar & Datta, 2018). In addition, bank clients using mobile 

banking benefit from the ability of conducting and performing their corresponding 

transactions from anyplace in the world at any time (Cruz et al., 2010).    

Concerning its challenges and threats, mobile banking might be associated with certain 

risks and challenges on several levels like security, network and customer awareness and 

knowledge. The risk of having the clients’ data such as PIN or password used to process 

financial transactions stolen by an unauthorized party does emerge in the case of mobile 

banking. In addition, the possibility of being subject to a virus or malware attack is a risk 

and threat within mobile banking. Defects might be caused in mobile banking because of 

certain malicious codes. For instance, SMS banking might be attacked and mobile banking 
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authentication data might be stolen. Furthermore, wireless network might constitute a 

threat for mobile banking in the case of countries where the infrastructure and 

telecommunications network are of poor nature. Another challenge being encountered 

within the scope of mobile banking is on the level of the awareness as well as knowledge 

of clients. The latest threat does illustrates in the idea of the lack and insufficiency of the 

required knowledge and understanding from the part of customers sometimes in what it 

concerns the operation of mobile banking(Chuang, 2019). 

2.2 Service Quality  

Given its criticality, the quality of service is gaining a higher degree of importance as a 

subject matter on the level of service sector encountering diverse industries such as 

telecommunications and banking. It is increasingly regarded as one of the strategic values 

which are vital and necessary for service organizations. It is important as well for 

competitive advantage in terms of its creation and sustainability (Al Hakim & Maamari, 

2017). The basis of perceived service quality along with its constituencies should be known 

by firms for the ability of fortifying competitive advantage on the level of its base 

(Legcevic, 2008). Service quality is defined through its ultimate types given its context and 

it is measured subsequently through various dimensions.  

2.2.1 Types of Service Quality 

Service quality incorporates two types as it follows:  

• Traditional Service Quality: Within the marketing field, service quality is regarded 

as one of the topics having high crucially and significance. It has been also one of 

the broad areas of investigation and analysis within the scope of traditional retailing 

(Arcand et al., 2017). As a definition, service quality refers to the difference 

emerging between two concerns being represented in terms of what clients expect 

and what they perceive of a specific service (Parasuraman et al., 1985). It also refers 

to a cognitive judgment on a long-term basis in what it concerns the issue of 

supremacy or excellence of a certain company (Ma & Zhao, 2012). For consumers, 

there is more difficulty to appraise the quality of services than the one of goods.  At 

this level, it should be mentioned that the perceptions concerning service quality 

are the outcome of a collation of what customers except and what the service 
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actually performed. In addition, rather than being based just on the outcome of the 

service, quality evaluations also encounter the idea of evaluating the continuum 

concerning the issue of service delivery (Ozatac et al., 2015). 

• E-Service Quality:  Electronic service quality is defined as the assessment and 

evaluation done by customers in regards of the excellence as well as competence 

of the service being offered within an electronic sphere and in a virtual marketplace 

(Santos, 2003). In addition, the interactions between customers and an organization 

in all their phases and stages are used to be encompassed given the description of 

the electronic type of service quality. E-service quality was termed to refer to the 

degree to which both efficiency and effectiveness are facilitated by the electronic 

system within service delivery (Parasuraman et al., 2005). 

2.2.2 Measures of Service Quality 

Measurement of service quality is a notable concern since it enables the conduction of 

several subsequent issues on the level of organizations and institutions such as making 

comparisons concerning modifications prior and after they have taken place. By measuring 

service quality as well, problems which are of relationship with quality could be identified 

and standards characterized by clearness could be established for the purpose of service 

delivery. Measurement along with analysis represents the initiating point from which the 

development of quality in services starts (Arora & Narula, 2018). In addition, it is crucial 

for service companies to ensure their survival and growth to focus on the measurement and 

management of service quality (Legcevic, 2008). Service quality, given its correspondent 

types, is measured as it follows:  

• Measures of Traditional Service Quality: A specific model known as SERVQUAL 

model constituting of several dimensions was developed to enable the measurement 

and evaluation of service quality. After being narrowed down, the dimensions of 

the latest model used to include five major variables including each of reliability, 

responsiveness, tangibility, empathy and assurance (Parasuraman, Zeithaml, & 

Berry, 1988). Within the scope of traditional settings, the model that currently 

remains the most commonly adopted and used for the purpose of measurement as 
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well as operationalization of service quality is the SERVQUAL instrument 

(Choudhury, 2013).  

The variables of the model were defined as the following:  

o Reliability: This dimension refers to the capability concerning the 

completion and the execution of the promised service in a way characterized 

by accuracy as well as dependableness (Parasuraman et al., 1988).    

o Responsiveness: This dimension refers to the alacrity of the specialist to 

provide aid and support to clients along with a service characterized by 

promptness (Parasuraman et al., 1988).     

o Tangibility: This dimension refers to each of equipment as well as facilities 

being material and physical. It also encounters the staff members in 

company in terms of their appearance specifically (Parasuraman et al., 

1988).       

o Empathy: This dimension refers to the carefulness and attentive treatment 

shown from the part of the firm to each client individually (Parasuraman et 

al., 1988).       

o Assurance: This dimension refers to the know-how that the personnel have 

as well as to their kindness and sympathy. It is also about the capability of 

the employees in a certain organization to embolden both concerns being 

trust and confidence   (Parasuraman et al., 1988).   

 

 

Figure 1: SERVQUAL Model 

Source: Arora & Narula, 2018  
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• Measures of E-Service Quality: Numerous dimensions and measurement variables 

have been identified within the scope of electronic service quality. An instrument 

known as e-SERVQUAL was established for the measurement of service quality in 

an electronic context. Emerging from the basic measurement of service quality, e-

SERVQUAL used to include a set composed of four variables being reliability, 

privacy, efficiency and fulfillment. It also incorporates each of responsiveness, 

contact as well as compensation as items defined under the denotation of the e-

recovery service quality (Zeithaml et al., 2002). Another instrument exists also for 

the measurement of electronic service quality including broad arrays of significant 

criteria.  In addition to ease of use or usability, each of graphic style, information 

availability and content, and privacy or security are part of the instrument. 

Reliability or fulfillment is counted as well as a criterion of the measurement tool 

(Parasuraman et al., 2005). A five factors tool was also settled within the framework 

of an information service specifically on the internet. The latest tool consists of 

adequacy of information, usability, interaction, usefulness of content and 

accessibility (Yang et al., 2005).Within the scope of online retailing service quality 

and for the purpose of investigation of customers’ perception of that quality, an 

instrument made of six factors was used. Adding to appearance, the dimensions 

contain accessibility, availability, credibility, communication as well as 

understanding (Cox & Dale, 2001). Furthermore, another scale was adopted and 

used in the context of the banking sector specifically to measure the service quality 

being electronic from the perspective of clients. Each of ease of use, reliability, 

personalization and website design constitute part of the scale. The other existent 

factors are security along with responsiveness (Al-Tarawneh, 2012). Adding to the 

previous, one more instrument was developed within the online retailing setting. 

The tool includes items such as contact, privacy, efficiency, system availability and 

graphic style. It also incorporates the variables being compensation, fulfillment, 

information and responsiveness (Kim et al., 2006). 
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2.3 Customer satisfaction  

2.3.1 Concept of Customer Satisfaction  

Within its conceptualization, satisfaction is be deemed to be a significant construct used 

for the explication of the relationships that exists between several parties mainly two on 

the level of all manners (Sanzo et al., 2003). It is also considered to be central to the 

relationships being based on exchange (Vesel & Zabkar, 2010).  A relation with both 

services and goods could be associated with customer satisfaction as a notion. Being 

significantly influenced by what the customers are expecting, customer satisfaction refers 

to an assessment that is conducted on a personal level (Molla & Licker, 2001). A 

conception of the notion of customer satisfaction is elaborated in the idea of meeting what 

the clienteles are supposing and expecting from a particular service or product (Oliver, 

1980). There is a high dependency within customer satisfaction on the extent to which there 

is a meeting or surpassing of the expectation of customers by the product offered by a 

certain company (Anderson & Sullivan, 1993). Moreover, in an electronic context and with 

respect to the previous purchasing experience of a client, satisfaction has been explicated 

in terms of his or her contentment and happiness with a specific e-commerce (Anderson & 

Srinivasan, 2003). Signs and clues in what it concerns the actual level of success in 

providing products to the market are brought about to companies by the means of their 

measurement of the satisfaction of customers. Customer satisfaction is linked to the 

concept of loyalty on a significant level, meaning that it is a predecessor of loyalty in more 

specific terms. The effect of satisfaction in positive and favorable terms is accounted for 

upon several issues. It is revealed upon the behavior of buying, the intention of 

repurchasing and the word-of-mouth being positive. The retention of clients and the usage 

of the offered service on an unceasing basis are also two of the issues reported upon by the 

positive influence of satisfaction (Anderson & Sullivan, 1993).   

2.3.2 Measurement of Satisfaction  

Given the objective prevailing within the notion of marketing, the attainment of satisfaction 

on the level of both customers and publics represents the goal towards which companies 

strive. Even though the latest concept was subject to adoption by many firms, there was a 

failure in what its concerns the level of satisfaction of customers in terms of its assessment 

and evaluation by many organizations. Sales, attendance, enrollment in addition to others 
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were referred to as variables for the measurement of customer satisfaction instead of 

conducting its evaluation in a direct manner (Azoury et al., 2013). For example, a good or 

improved level of sales indicates that customers being the major source of business are 

happy and satisfied so that they are purchasing what is provided by the firm in terms of 

product or service. Customers might be satisfied with previous experience so that they are 

buying again or they might be sharing their experience through a positive word-of-mouth 

letting others purchase the products enhancing sales as a result. Another example, might 

be concerning the idea of enrollment of individuals in an organization like a university a 

college. A significant enrollment level for a specific institution mainly imply that enrolled 

individuals have attained satisfaction with what the institution is offering so that they do 

not switch to other competitors in the marketplace. Measurement of satisfaction could be 

also done through various items and means such as the quality of product or service, price 

and purchase location (Iberahim et al., 2016). For instance, a price that contributes to the 

satisfaction of clients and customers especially when it is deemed by them as a reasonable 

price that matches the kind and quality of the product or service being offered.  

The arrival as well as reporting of satisfaction by persons have been shaped through a 

specific process incorporating five kinds of operations at a minimum level. The 

interpretations of the question being present in the survey and the access from memory of 

info being significant about the firm are two of the operations existing within the process. 

Afterward and on the basis of their relevance, information are thus ultimately weighed. 

Later and after summing up the information to a specific judgment on an implicit level, the 

latest judgment is being translated into the particular response format (Tourangeau et al., 

1989).  

2.3.3 Theories of Customer Satisfaction  

The theoretical framework of customer satisfaction is dominated by the efforts of many 

scholars and researchers. Many theories exist with the attempt of explaining and 

contributing to the field of customer satisfaction.  

• Expectancy Disconfirmation Theory (EDT): Being developed by Oliver, the 

expectancy disconfirmation theory is one of the theories used within the effort of 

enlightening the concept of customer satisfaction. According to the theory, the 
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outcome emerging from the discrepancy existing between both expectations and 

perceived performance is the satisfaction of customers. Based on the theory, the 

purchase and acquisition of goods and services by customers is because of what 

they expect about the foreseen performance of the product. At this level and 

concerning the judgment of the performance of the product, there is a referral to the 

usage of the expectancy level as a standard. In the case when there is a surpassing 

of the actual performance to the initial expectations of the customers, a 

disconfirmation being positive takes place resulting in having highly satisfied 

clients. A negative disconfirmation emerges however in the situation when the real 

performance underperforms what the clienteles were originally expecting resulting 

in a dissatisfaction from the part of customers. Besides, a confirmation takes place 

with satisfaction as an underlying result when there is a matching between the 

expectations of the customers at the initial level and the outcome meaning service 

performance (Oliver, 1980). The theory has been used in most of the studies done 

within the scope of the evaluation of customer satisfaction (Sagib & Zapan, 2014).  

• Assimilation Theory: The initial base of the assimilation theory is considered the 

dissonance theory in which a certain type of cognitive comparison is conducted by 

the customers between what they are expecting of the product and its perceived 

performance (Festinger, 1957). Customers use certain specific means for the 

purpose of trying to avoid dissonance. They do the latest issue through the creation 

of certain adjustments to their specific perceptions concerning a product in order to 

bring it more in line with what they are expecting. Furthermore, the tension that is 

the outcome of the discrepancy revealed between both product performance as well 

as expectations can be reduced by customers in two ways. One of the means that 

could be adopted is through the alteration of customers’ expectations so that they 

will go along with and be in coexistence with the perceived performance of a 

specific product.  The other way is embodied in the idea of making an increase in 

terms of the satisfaction level by the means of lessening the relative significance of 

the disconfirmation being experienced (Anderson, 1973). 

• Contrast Theory: The initial and original introduction of the contrast theory was 

contributed to by Hovland, Harvey and Sherif. The issue of intensification of what 
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is emanating in terms of contrast between each of the expectations of customers 

and the evaluation of the product was at the core of the theory. Specifically, the 

emergence of the surprise effect when there is no matching between both 

expectations and the real performance of the product will contribute to customers 

magnifying the discrepancy. Instead of lessening dissonance like the case of 

assimilation, there will be a magnification from the part of the consumers of the 

difference between what they are expecting and the performance of the provided 

product or service. When the relative qualities of a specific product are understated 

on a small scale in advertising, customers might subsequently be satisfied on a 

higher level given the contrast theory. On the contrary, a rejection of a certain 

provided product or service as being totally unsatisfactory will take place in case 

when the expectations are increased by the company in its advertising and the 

customer’s experience differs from what was promised on an only slight less level 

(Hovland et al., 1957). 

2.4 Service Quality and Customer Satisfaction  

Being part of the prevailing topics, service quality and customer satisfaction, whether on a 

combined or distinct level, are subject to a growing level of importance to investigators as 

well as practitioners both theoretically and managerially. There has been many 

investigations of the latest issues separately or jointly in diverse kinds of both industries 

and cultures (Al Hakim & Maamari, 2017).Services being perceived as offered with high 

levels of quality will upturn great satisfaction from the part of customers (Zameer et al., 

2015). Service quality provides organizations and institutions with clients who have higher 

satisfaction and loyalty which will lead in return to increased profits above competitors 

(Ozatac et al., 2015). At this level, it should be mentioned that clients, specifically in the 

case when there is no appropriate meeting of their needs, have the capability to shift to 

competitors such as other service providers. Hence for the purpose of raising the level of 

customer satisfaction, the significance of an assessment being conducted in what it 

concerns service quality does show up (Hussein & Abd El Aziz, 2013). 

Concerning financial institutions and specifically banking ones, service quality has been 

regarded as being related to the banking service satisfaction of clients in terms of having it 
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the predictor with the most significance (Sobhy, 2013). Customers will be more satisfied 

with a better service quality leading to more steadiness between them and their respective 

banks in terms of relationships. Therefore, both loyalty and profitability levels will be 

subject to improvement (Ozatac et al., 2015). At this level, the idea of ensuring that there 

is attentiveness on providing customers with services characterized by both fairness and 

promptness in the banking environment is an essential issue for bank management (Hussein 

& Abd El Aziz, 2013).  

2.5 Earlier Studies  

In literature, many of the prevailing studies were related to the overall field of e-banking 

along with customer satisfaction taking service quality intro consideration. Other studies, 

as it follows, were however more selective in terms of investigating the association 

between the satisfaction of clients and the service quality of a precise section and kind of 

e-banking which is mobile banking.  

2.5.1 E-banking and Customer Satisfaction  

Numerous studies were conducted with respect to electronic banking and customer 

satisfaction.  

A study conducted by Ayo et al. (2016) in the Nigerian banking sector inspected the factors 

and elements that affect the usage of electronic banking on the basis of three concepts being 

customer attitude, e-service quality as perceived by clients and customer satisfaction. It 

was shown given the findings that both satisfaction of customers and usage of e-banking 

are affected on a strong level by e-service quality. Also, e-service quality was found to 

have the highest and toughest impact on the attitude of customers. Regarding customer 

attitude as well, relative advantage among the other three investigated constructs 

(complexity, self-efficacy and compatibility) was found to have a significant influence. 

Concerning the dimensions of e-service quality, competence of e-service support staff has 

been weighted the highest one. The latter attribute was followed respectively in order by 

system availability, service portfolio then responsiveness and later reliability. 

 In another study done by Al Kabir and Poddar (2015) with the attempt to measure the 

degree to which customers in Bangladesh are satisfied with e-banking in terms of service 

quality variables, it was found that only four among six dimensions which hasten 
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satisfaction have proven to have effective influence. The impacting variables included 

assurance, charges, responsiveness and visibility taken within the context of e-banking in 

Bangladesh. Due to insignificance, there was a removal of both reliability and easiness 

from the analysis on a final level. 

A study was also carried out by Liebana-Cabanillas et al. (2013) with the focus on the issue 

of satisfaction within the scope of e-banking tackling the linkage between it and a set 

compromised of specifically four variables, namely being the determinants of satisfaction. 

Within the research, the data needed for subsequent analysis were taken from a specific 

questionnaire characterized by its conduction by an organization being a financial one and 

operating on a national level specifically in Southern Spain. The administration of the 

questionnaire used in the study to the respective clients of the bank was every two years. 

The findings of the study showed that, with e-banking, usefulness as well as accessibility 

were considered the two variables determining satisfaction on a major level. Ease of use 

and trust were found to be the next two subsequent constructs. 

An additional study, done by Munir (2016), was concerned about investigating whether 

there is a positive association between three kinds of qualities and customer satisfaction 

within e-banking. The study has encountered people living in Dhaka city and being at the 

same time clients of a state owned schedule bank. Each of service quality, system quality 

as well as information quality were the dimensions explored in the research along with the 

satisfaction of clients being the dependent construct. As a result, it was found that service 

quality is the construct having the highest impact on customer satisfaction. Information 

quality then system quality were the following constructs. 

2.5.2. Mobile Banking and Customer Satisfaction 

 Concerning mobile banking, studies were done on several distinct levels around the world.   

The study done by Arcand et al. (2017)  was completed with the focus on exploring the 

underlying effect that service quality within mobile banking has in specific terms on 

relationship quality. Two sets of dimensions encountering several variables as well were 

adopted under the concept of service quality. Both variables practicity as well as 

security/privacy were grouped under the dimensions that were considered to be utilitarian. 

Hedonic dimensions however were considered in terms of other factors including 
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design/aesthetics, enjoyment in addition to sociality. Three elements, including 

satisfaction, commitment as well as trust, were undertaken under the concept of quality of 

relationship within the study. According to the results of the study, there was a substantial 

and positive effect of trust on commitment/satisfaction. Also, all the variables considered 

under relationship quality were affected by the quality of service. It was found as well that 

an association exists between trust and the utilitarian factors. The findings also indicate 

that both sociality and enjoyment are the factors that drive and determine 

commitment/satisfaction. Interface design was not found to be related or linked to any of 

the variables of relationship quality. Also, one indication of the study was that concerning 

the development of quality relationships two sorts of constructs, hedonic and utilitarian, 

are essential and complementary. Instead of being ignored, hedonic factors, according to 

what the study revealed, should be taken into consideration within the efforts to have a 

certain level of engagement and satisfaction from the part of customers. 

In another study conducted by Gomachab and Maseke (2018), two main ideas were 

considered and investigated on the level of certain banks being commercial and located 

specifically in Keetmanshoop, Namibia. The respective research was focusing on mobile 

banking aiming on one side to identify the effect of the latest banking type on customer 

satisfaction in terms of specific factors and to reach an understanding concerning what 

clients expect about the initiation of mobile banking on the other. It was found that 

customers use the service of airtime purchases in most frequent terms while they use the 

allocation of funds the least. The findings also included which aspects affected the 

registration of bank customers for mobile banking the most and the least. While reliability 

was the factor showing the greatest level of significance, cost was the one having the 

slightest. Give that their respective percentage contribution of the customers’ satisfaction 

was 75%, several factors were identified with the sphere mobile banking. Each of 

reliability, convenience and cost effectiveness constituted part of the recognized factors. 

Availability on diverse mobile networks was also one of the factors. Other factors were 

about the issues that ads are encouraging and that service is being subject to compatibly 

with devices characterized by being mobile. Furthermore, the idea that the respondent’s’ 

income is having a certain impact on mobile banking specifically in terms of its usability 

is one of the underlying factors. The higher degree of security of mobile banking as 
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compared to the traditional banking conducted at branches represents an extra factor added 

to the previous. 

A study which was also done by Jun and Palacios (2016) was concerned with mobile 

banking in terms of pinpointing the dimensions that are related to the respective perceived 

service quality on a critical level using a special technique known as critical incident 

technique. Recognition of the core sources which lead to customers being 

satisfied/dissatisfied was also another concern within the emphasis of the study. The 

correspondent research was done within the context of specific US financial institutions 

being the biggest thirteen taking into consideration the critical incident reports that are 

applicable and qualified in terms of meeting specific criteria. 17 dimensions were identified 

in aggregate as a result of the conducted research. The first set of dimensions was related 

to mobile banking in terms of customer service quality. Each of competence, 

communication, responsiveness and continuous improvement were included in the latest 

set. Understanding the customer was also one of the underlying factors under the category 

of mobile banking customer service quality. In addition to credibility, other items were 

grouped also within the first set of dimensions including courtesy, reliability as well as 

access. The other category being related as well to mobile banking was in terms of 

application quality and it included items such as ease of use, mobile convenience, security 

and content. Additional four items were also part of the quality of application and they 

consists namely of aesthetics, accuracy, diverse mobile application service features and 

speed. Concerning the constructs that accounts the most to the satisfaction and 

dissatisfaction of clients, five variables were selected among the previous 17 dimensions 

and they were listed in terms of their frequency of mention from the highest to the lowest. 

The first construct was accuracy then mobile convenience and later ease of use. 

Subsequently, the fourth item was continuous improvement and the fifth was diverse 

mobile application service features.  

Another study completed by Khan et al. (2018) concerning mobile banking was similarly 

done in Bangladesh covering specifically Dhaka and Tangail districts with the intent of 

exploring the impact that the quality of service has on the satisfaction of the clients using 

the SERVQUAL model. The findings of the study revealed that the relation between all 
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the variables of the SERVQUAL model and customer satisfaction is characterized by being 

positive as well as significant. With the exception of the tangibility construct, there was a 

sufficient effect from most of the explored factors on the satisfaction of customers. While 

the effect of the responsiveness variable was the strongest on satisfaction, the one of 

tangibility was the smallest.  

A study was done as well by Sagip and Zapan (2014) within the concept of mobile banking 

in Bangladesh focusing on the investigation of the underlying influence that the quality of 

service has on satisfaction and retention after the determination of the appropriate 

dimensions of service quality which is perceived by customers. Reliability as well as 

easiness to operate along with assurance and convenience of location were part of the 

variables associated with quality for mobile banking. Adding to responsiveness, efficiency 

plus security were the remaining constructs which were identified. The findings have 

illustrated that a robust predecessor of satisfaction as a concept is recognized in terms of 

the overall service quality. However, not all the encountered variables used to affect 

satisfaction in a significant way. Concerning satisfaction, the most influential construct was 

identified as the variable being reliability and responsiveness. The subsequent factors in 

terms of influence were efficiency and convenience. In what it concerns the retention rate, 

the factors which have shown an impact being considerably significant were reliability and 

efficiency. 

An additional study was done by Babatunde (2018) within the scope of Nigeria specifically 

in Ilorin metropolis taking into account a specific number of financial institutions 

characterized by being deposit money banks. This study was concerned about the 

investigation of the subsequent influence taking place on the level of satisfaction of clients 

and arising from mobile banking quality. It was conducted with the consideration of three 

main distinct variables being reliability, accessibility in addition to responsiveness.  It was 

found as a result of the research that each of the studied and encountered factors has 

positively and considerably affected the respective satisfaction of customers. 

Another study, done by Trialih et al. (2018), with the focus on examining and empirically 

investigating the impact promoted by mobile banking service quality on the satisfaction of 

clienteles considered in terms of generations X and Y was done in Indonesia in the context 
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of a specific bank. All of the explored variables, with the exception of easiness to operate, 

used to have both a favorable and considerable effect on the dependent construct adopted 

in the study being customer satisfaction. In addition to assurance and security, the latest 

variables were composed of convenience as well as efficiency. Reliability and 

responsiveness was also one of the meaningfully influential factors.  

2.6 The Lebanese Case  

2.6.1 The Lebanese Banking Sector  

Throughout history and especially after the crisis which has happened in 2008 on a 

worldwide level both economically and financially, the financial institutions in Lebanon 

namely banks emerged with no harm due to many reasons. One of the reasons was related 

to the idea that the rules governing the banking sector were regarded as rigorous and strict. 

In addition, both the liquidity and security being at high degrees were among the factors 

that have helped banks in Lebanon to safely overcome the crisis and its negative 

consequences (Koksal, 2016).  

According to the latest obtainable indicators, the banking sector in Lebanon incorporates, 

at the end of 2018, 65 main distinct banks handling the financial operations along with the 

respective 1101 branches distributed all over the Lebanese territory. Given the 

preeminence of banks in the financial system, the banking industry in Lebanon is regarded 

as an industry with a high degree of integration in the economy of the country. Banks are 

structurally owned and sized in a different manner. Also, they do not all share the same 

nature. For instance, some are of Islamic nature while others have a commercial one in 

addition to being privately owned with diverse sizes. In addition to being governed by the 

correspondent Lebanese codes, the banking sector is marked by its obedience as well as 

commitment to the principles shared internationally. Besides, intermediation on the 

financial level is characterized by being dominated by the Lebanese banking industry. The 

flow of money and funds inside the country is also chiefly channeled through the banking 

industry in Lebanon.  In addition, the several kinds of services offered and provided by the 

Lebanese banking sector are traditional and modern such as ATM, brokerage services and 

e-banking (Association of Banks in Lebanon, 2019). Banks used to embrace and implement 

great vertical expansions in terms of two specific issues concerning the modernization and 
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diversification of what is being offer by them to customers. There has been a development 

of electronic services within the scope of a chief step taken by banks to integrate technology 

in a higher degree in their operations as well as products and services. Special banking 

applications functioning on mobile devices were introduced by banks in addition to 

websites in order to further enable customers to transact without physical presence 

(Association of Banks in Lebanon, 2016). Mobile applications serving as channels 

providing exclusive benefits to customers are characterized by being distinctive to each 

bank developed under a specific name (Audi et al., 2016). For example, Byblos Bank, 

Cedrus Bank, BankMed and many others have already developed and offer their clients 

applications to transact via mobile devices.  

Within the sphere of digital banking along with branch banking and payment methods, a 

study led in the MENA region have shown that the percentage indicating the correspondent 

rate of adoption of digital banking in Lebanon as a specific country was 54%. Going more 

specifically in terms of digital banking specifically within the latest study and taking into 

consideration only mobile banking usage, the second rank being 6% was shown to be 

associated with Lebanon (Arabnet, 2016).  

When compared with other countries in the MENA region, Lebanon does not have high 

levels of adoption in what it concerns digital banking. It is instead one of countries showing 

the lowest percentage of adopters regardless of the innovative efforts and steps that have 

taken place in the banking system in the country. In Lebanon, the adoption of digital 

banking incorporating mobile banking as part of it is slackened due to several issues 

regarding accessibility, trust in addition to security (Blominvest Bank, 2016).  

2.6.2 The Lebanese E-banking Investigations  

Concerning the areas of investigation in Lebanon, there has been a common exploration of 

what it concerns the perspective of customer’s adoption and acceptance in within the field 

of electronic banking by most of the available studies. Mobile banking for instance, 

whether as an overall concept or in terms of only mobile banking applications, was the 

scope under which studies were done to investigate its adoption from the part of customers 

given specific factors. Variables such as trialability, perceived usefulness and compatibility 
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were several ones among the commonly and repetitively explored factors (Audi et al., 

2016; Koksal, 2016).  

The study conducted by Hammoud et al. (2018) taking into consideration the perspective 

of customer satisfaction with Lebanese e-banking has encountered data obtained from 258 

relevant and reliable surveys into analysis using the structural equation model. In addition 

to security and privacy, the study has encountered each of efficiency, responsiveness and 

communication as well as reliability as variables under the concept of service quality to be 

explored throughout the research. It was found that satisfaction of clients was influenced 

on a substantial level by the factors of service quality explored in the study. The findings 

have also indicated that the chief effect on customer satisfaction was associated with the 

construct of reliability. 

Distinctively, this study will not take into account Lebanon as a whole. It will cover North 

Lebanon in order to tackle the issue of satisfaction of clients with respect to mobile banking 

applications’ service quality. The particular area within Lebanon will be investigated in 

order to reach a deeper understanding level and higher insights about its specificity and 

specialty.   

2.7 Conceptual Model and Hypotheses  

2.7.1 Variables in the Conceptual Model  

Assurance 

As provided beforehand, assurance as a part of the SERVQUAL model deals with 

employees in terms of their acquired information and knowledge along with courteousness.  

In addition, it relates to the idea that workers are capable of inspiring and inciting 

confidence and trust (Parasuraman et al., 1988). Assurance concerning services such as 

mobile banking ones goes also along with confidence and trust as being perceived by the 

respective customers (Sagib & Zapan, 2014). It was counted as the second important 

variable concerning service quality in order of significance after reliability (Parasuraman 

et al., 1988). It was taken into consideration along with the security dimension in some 

instances given that assurance will emerge when safety characterizes the service (Sagib & 

Zapan, 2014; Trialih et al., 2018). It was found in several instances that assurance impacts 
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and affects customers in terms of their satisfaction in a positive as well as significant way 

(Al Kabir & Poddar, 2015; Khan et al., 2018).  

Convenience and Ease of Use  

Convenience relates to the service offered by an institution in terms of having customers 

being able to use it regardless of their location of presence and timing. It also encounters 

the issue of having no delays during the usage of the service (Sagib & Zapan, 2014). Within 

mobile banking as well, the perceptions that the clients shape about their correspondent 

time and effort concerning the usage of services are involved in the definition of 

convenience. For instance, a great degree of importance is associated with the idea of 

portability given the construct of convenience. Switching banks, as a result of frustration, 

might be the decision undertaken by customers in case of failure in meeting what they 

expect about portability. Acting as a motivational factor being imperative and significant, 

convenience ultimately underlines the preferences of mobile banking clients in what it 

relates to the usage of services (Jun & Palacios, 2016). Satisfaction has been proven to be 

influenced by the construct of convenience in many contexts including Bangladesh (Sagib 

& Zapan, 2014; Trialih et al., 2018), United Sates (Jun & Placios, 2016) and Namibia 

specifically Keetmanshoop (Gomachab & Maseke, 2018). For example, convenience has 

been found to be among the three factors affecting hence the satisfaction of customers with 

respect to mobile banking (Sagib & Zapan, 2014).  

Ease of use in its definition relates to the idea that the usage of a system, as regarded by 

users, does not require effort or in simpler terms is done easily (Taylor & Todd, 1995). The 

perceptions shaped by customers towards banking applications used on mobile devices as 

being easy to understand and/or operate describe as well the construct of ease of use (Jun 

& Palacios, 2016). For it being classified as easy to use, a technology is characterized for 

example by simple language, easily understood menu options, functional features and 

others (Trialih et al., 2018). Both the attraction and retention of clients are derived on a 

major level by the development of a mobile banking application that is characterized by 

being well-structured having an efficient interface like user-friendliness in terms of 

navigation. An important role was found to be played by the construct of ease of use on the 

satisfaction of customers specifically in terms of improvement and enhancement. Ease of 
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use was among the first four constructs that have an effect on customer satisfaction (Jun & 

Palacios, 2016).  

Privacy/Security 

Privacy as a construct includes the idea that information in its two forms, digital or not, can 

be controlled in terms of both collection and usage being an individual’s own right. In 

addition, the prevention of the unapproved disclosure of data and information characterized 

by being personal is as a right incorporated as well in the description of privacy (Westin, 

1967). Also, privacy is related to transaction data in terms of assuring its correspondent 

confidentiality (Parasuraman et al., 2005; Zeithaml et al., 2002). Within the sphere of 

privacy in the Lebanese context, the data of customers whether personal or account-related 

cannot be shared by banking institutions given the provisions and rules of secrecy adopted.  

Within mobile banking, security is about the degree of safety of the provided service in 

addition to the protection of the information of the customers or users (Sagib & Zapan, 

2014). Concerning the mobile channel as well, there was an existence of security breaches 

affecting thereof the mobile adoption rates on considerable levels (Gosh & Swaminatha, 

2001). The banking security on a digital level was an important concern for customers in 

the Lebanese banking sector (Arabnet, 2016).  

When referring to mobile banking, the degree of risk being perceived is higher. In specific 

terms, the threat of privacy/security is brought to higher levels due to the issue of mobility. 

Besides the issue of connectivity being done on a remote basis, the possibility of having 

the mobile device used for banking purposes lost or stolen increases the potential of privacy 

as well as security risks (Hanafizadeh et al., 2014).When a higher degree of safety as well 

as confidence, in terms of transactions and responses, is felt by the users of the system, 

both attitude and satisfaction will be greater (Ayo et al., 2016).  

Responsiveness   

As displayed before, the construct of responsiveness relates to the service provider having 

the will to supply customers with each of prompt service and support (Parasuraman et al., 

1988). In addition to promptness, readiness is encountered within the description of 

responsiveness in terms of delivering a service characterized by being rapid to clients and 
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aiding them (Madu & Madu, 2002). Both speed and timeliness are as well considered when 

taking about responsiveness (Jun & Palacios, 2016). An example could be an instantaneous 

response provided in a fast and effective way aiding customers in the case when an error 

does manifest in the providence of the service (Trialih et al., 2018). Responsiveness is also 

regarding the perception that the clients have and develop in what it relates to the 

obtainment of aid and support when it is required (Sagib & Zapan, 2014). Responsiveness, 

as a dimension of service quality, has been repeatedly investigated within the banking 

sector specifically the electronic one in many contexts around the world such as 

Bangladesh (Khan et al., 2018), Nigeria (Ayo et al, 2016), United States (Jun & Palacios, 

2016) and others. Along with reliability, responsiveness is the other construct of service 

quality to which a special degree of attention should be allocated by service providers going 

in accordance with the attainment of enhanced customer satisfaction (Khan et al., 2018).  

Sociality  

Sociality as in terms of occurrence and with respect to mobile banking takes place with 

two parties being customer representatives in addition to other customers. Given the usage 

of mobile devices, sociality as a construct refers to the benefits occurring on a social level 

and resulting from the interaction with others. When in need for, users are able using their 

mobile devices to chat with the representatives in charge of customer service on an online 

basis. The latter is enabled by the idea of connectedness.  Also, customer endorsements 

made available by financial institutions on mobiles is of relation with the concept of 

interaction with others (Arcand et al., 2017). Interaction on a social level is of relationship 

with mobile banking services regarded as self-serving technologies in terms of being a 

factor driving customers to adopt and use them (Hanafizadeh et al., 2014). In the banking 

sector, hedonic constructs including sociality complements with other factors in order to 

establish quality relations with clients. In case of mobile platforms’ development, the 

power of sociality as one of hedonic factor should not be minimized and undervalued in 

the financial sector. It was found that commitment/satisfaction is impacted on a prime level 

by specific constructs of service quality being hedonic including sociality. When trying to 

affect the satisfaction/ engagement of customers, there should not be a negligence of 

dimensions that are hedonic including sociality (Arcand et al., 2017). 



28 
 

Reliability  

As it was formerly defined, reliability relates to the service being promised by a specific 

institution in terms of the capability of its performance in a way that is both accurate and 

dependable (Parasuraman et al., 1988). The idea of delivering on promises by a firm 

conceptualizes the concept of reliability given that promises encounter many things such 

as problem solving and service provision (Lee & Johnson, 1997). Reliability, among other 

dimensions of service quality, was considered to be the one with the highest importance 

(Parasuraman et al., 1988). On a similar basis and within the sphere of banking specifically, 

the chief dimension has been found to be associated with reliability (Asubonteng et al., 

1996). For attaining improved customer satisfaction, reliability is one of the service quality 

dimensions which should receive distinct focus and concentration by service providers 

(Khan et al., 2018). The variable impacting the satisfaction of customers, across Lebanon, 

on the toughest level was found to be reliability (Hammoud et al., 2018). 

2.7.2 Conceptual Model and Hypotheses  

Emerging from all of the previous and taking into consideration specifically mobile 

banking applications as a special type of e-banking, this study is dedicated towards the 

testing of the particular hypotheses presented through a correspondent conceptual model. 

The model represents a conceptualization of the main subject matter tackled in this study; 

it illustrates the proposed connection between the mobile banking applications in specific 

terms of variables of service quality and the satisfaction that clients show. Given the 

conceptual model, the underlying hypotheses are as it follows:  
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Figure 2: Conceptual Model 

• H1: Assurance within mobile banking applications has a positive underlying impact 

on the satisfaction that customers have.    

• H2: Convenience and ease of use within mobile banking applications has a positive 

underlying impact on the satisfaction that customers have.  

• H3: Privacy/Security within mobile banking applications has a positive underlying 

impact on the satisfaction that customers have.  

• H4: Responsiveness within mobile banking applications has a positive underlying 

impact on the satisfaction that customers have.   

• H5: Sociality within mobile banking applications has a positive underlying impact 

on the satisfaction that customers have.  

• H6: Reliability within mobile banking applications has a positive underlying impact 

on the satisfaction that customers have.  
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Chapter 3 

METHODOLOGY 

3.1 Selected Variables  

This study is composed of two major types of variables being independent and dependent 

respectively.   

3.1.1 Independent Variables  

The variables considered to be independent in this study incorporate ones related to the 

background and demographic information of the respondents then, ones with relation to 

the constructs taken into consideration in the research. 

The background and demographic variables include the following:  

• Gender  

• Age  

• Status  

• Education  

• Occupation  

• Salary  

• Availability of a bank account  

Since some individuals might not be bank clients, it was important to notice whether 

participants have a bank account or not.  

• Usage of mobile banking applications 

Since some individuals who already have bank accounts might not be using the banking 

applications offered on mobile devices to encounter their desired services, it was essential 

to notice if participants use mobile banking applications or not.  

It should be noted at this level that in the questionnaire, customers who do not use mobile 

banking applications were requested to stop answering the questionnaire.  
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• Selection of mobile banking applications’ services  

Since services enabled by banks through mobile banking applications are various, it was 

crucial to notice the service(s) adopted or used by each of the individuals incorporated in 

the study.  

• Frequency of usage of mobile banking applications 

Since mobile banking applications might not be used by all customers repetitively at the 

same rate, it was vital to notice how frequent do participants refer to the usage of those 

applications.  

The other respective set of variables incorporates variables with relation to the main 

dimensions and constructs studied within this research being assurance, convenience and 

ease of use, privacy/security, responsiveness, sociality as well as reliability.  

The second group of variables includes the following:  

• Assurance  

The measurement of assurance was adapted from previous studies available within 

literature (Parasuraman et al., 1988; Sagib & Zapan, 2014; Trialih et al., 2018) in 

a manner that fits the Lebanese context with the consideration and inclusion of 

each of the following items and factors:  

- Confidence 

- Knowledge and information of the mobile banking applications’ provider  

- Courtesy  

- Trust  

• Convenience and Ease of Use 

The measurement of convenience and ease of use was adapted from previous studies 

available within literature (Jun & Palacios, 2016; Liebana-Cabanillas et al., 2013; Sagib & 

Zapan, 2014; Sikdar, Kumar, & Makkad, 2015; Trialih et al., 2018) in a manner that fits 
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the Lebanese context with the consideration and inclusion of each of the following items 

and factors: 

- Saving more time  

- Absence of time boundaries  

- Absence of location boundaries  

- User-friendliness  

- Simple and straightforward usage  

- Clarity and easiness of understanding in the way of interaction  

• Privacy/ Security  

The measurement of privacy/security was adapted from previous studies available within 

literature (Alawneh et al., 2013; Arcand et al., 2017; Sagib &Zapan, 2014; Trialih et al., 

2018) in a manner that fits the Lebanese context with the consideration and inclusion of 

each of the following items and factors:  

- Protection of sensitive information 

- Safeguard against potential risks of deception  

- Confidentiality of own data  

- Non-violation and alteration of secret information without confirmation  

- Concealment of account and data 

• Responsiveness 

The measurement of responsiveness was adapted from previous studies available within 

literature (Alawneh, Al-Refai, & Batiha, 2013; Ayo et al., 2016; Jun & Palacios, 2016; 

Parasuraman et al., 1988; Sagib & Zapan, 2014; Trialih et al., 2018) in a manner that fits 

the Lebanese context with the consideration and inclusion of each of the following items 

and factors: 

- Direct and fast help  
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- Promptness of service  

- Ongoing will to help 

- Less response time to requests than expected  

- Short waiting time  

• Sociality  

The measurement of sociality was adapted from a previous study available within literature 

(Arcand et al., 2017) in a manner that fits the Lebanese context with the consideration and 

inclusion of each of the following items and factors: 

- Possibility of leaving a message or comment  

- Possibility of calling the center for customer service  

- Possibility of sending an e-mail to the customer service  

• Reliability 

The measurement of reliability was adapted from previous studies available within 

literature (Ayo et al., 2016; Alawneh et al., 2013; Parasuraman et al., 1988; Sagib 

& Zapan, 2014; Trialih et al., 2018) in a manner that fits the Lebanese context with 

the consideration and inclusion of each of the following items and factors: 

- Guarantee of an error-free transaction  

- Providence of services as originally intended and promised   

- Accuracy of services  

- Dependability of services 

-  Awareness of the exact timing of a transaction’s execution  

3.1.2 Dependent Variable 

The variable counted as the dependent one in this study is customer satisfaction.  
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The measurement of customer satisfaction was adapted from previous studies available 

within literature (Sagib & Zapan, 2014; Sikdar et al., 2015; Toor, Hunain, Hussain, Ali, & 

Shahid, 2016; Trialih et al., 2018) in a manner that fits the Lebanese context. In addition, 

more items were added in order to strengthen the construct of customer satisfaction. The 

considered and included items and factors are the following:  

• Experience with mobile banking applications  

• Fulfillment and/or surpassing of expectations  

• Best choice  

• Continual usage of mobile banking applications  

Praise and encouragement towards the adoption of mobile banking applications’ services   

3.1.3 Variables along with Hypotheses  

The table below presents an identification of the variables both dependent and independent 

along with the specific questions and hypotheses. 
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Hypothesis  Dependent 

Variable  

Questions 

related to the 

dependent 

variable  

Independent 

Variables  

Questions related 

to the independent 

variables 

Assurance within 

mobile banking 

applications has a 

positive underlying 

impact on the 

satisfaction that 

customers have 

Customer 

satisfaction  

Q39. 

Q40.  

Q41.  

Q42. 

Q43.  

Assurance  Q11. 

Q12. 

Q13. 

Q14. 

Convenience and ease of 

use within mobile 

banking applications has 

a positive underlying 

impact on the 

satisfaction that 

customers have 

Customer 

satisfaction  

Q39. 

Q40. 

Q41.  

Q42. 

Q43. 

Convenience and 

ease of use  

Q15. 

Q16. 

Q18. 

Q19. 

Q20. 

Privacy/Security within 

mobile banking 

applications has a 

positive underlying 

impact on the 

satisfaction that 

customers have 

Customer 

satisfaction  

Q39. 

Q40. 

Q41. 

Q42. 

Q43. 

Privacy/ Security  Q21. 

Q22. 

Q23. 

Q24. 

Q25. 

Responsiveness within 

mobile banking 

applications has a 

positive underlying 

impact on the 

satisfaction that 

customers have 

Customer 

satisfaction  

Q39. 

Q40. 

Q41.  

Q42.  

Q43.  

Responsiveness  Q26. 

Q27. 

Q28. 

Q29. 

Q30. 

Sociality within mobile 

banking applications has 

a positive underlying 

impact on the 

satisfaction that 

customers have 

Customer 

satisfaction 

Q39.  

Q40. 

Q41.  

Q42. 

Q43. 

Sociality  Q31. 

Q32. 

Q33. 

Reliability within 

mobile banking 

applications has a 

positive underlying 

impact on the 

satisfaction that 

customers have 

Customer 

satisfaction  

Q39. 

Q40.  

Q41.  

Q42.  

Q43.  

Reliability  Q34. 

Q35. 

Q36. 

Q37. 

Q38. 

Table 1: Identification of Variables and Related Questions along with Hypotheses 
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3.2 Methodology Used 

3.2.1 Reasoning Approach 

As concerning reasoning, the two usable approaches works in differing and opposite ways. 

Induction on one side involves the transfer as well as the passage from what is specific and 

particular to the general. Through induction, observations and measures represent the 

beginning of the reasoning approach moving then to the finding of specific patterns. Later, 

hypotheses formulation takes place ending up with the development of a theory. Deduction 

on the opposite side involves the passage from the general to the specific. It begins at the 

start from a theory moving then to the derivation of certain hypotheses which will be tested 

later arriving finally to the revision of the initial theory (Locke, 2007; Trochim, 2006). 

Adding to the previous, the hypothetico-deductive method encounters the testing and 

examination of propositions derived from a hypothesis against data that could be 

experimental or of other type. Testing is conducted to examine if there is a confirmation of 

the hypothesis or if the hypothesis is falsified (Mahootian & Eastman, 2009). 

This research aims to investigate the considered topic emerging from existing theories upon 

the derivation of hypothesis with specific variables that will be analyzed and tested 

subsequently after data collection from members of the sample. Accordingly, deduction 

and more specifically the hypothetico-deductive method as a reasoning approach in this 

study.  

3.2.2 Research Design  

This study given its underlying research is built upon a specific research design frame.  

Within marketing research, conclusive research is usually considered applicable according 

to specific purposes and aims such as the evaluation of hypotheses and the investigation of 

the relation existing between several constructs. One of its requirements is a clear 

specification as well as definition of the needed information. Unlike the other type of 

research design, conclusive research is characterized by both formality and structure 

regarding its underlying research procedure. Samples being both big and representative 

constitute the base of conclusive research. Also, the latest research design undergoes an 

analysis of data through the use of quantitative means. More specifically, descriptive 

research is mainly concerned with the issue of describing a specific thing including in most 
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usual cases characteristics or functions of the market (Malhotra & Briks, 2007). It refers to 

the application and usage of all diverse types of the specific method of research being 

survey (Kothari, 2004). Going more deeply into research design, a design is considered to 

be cross- sectional when data is gathered just once instead of repetitive times from the 

correspondent sample of a specific study (Malhotra & Briks, 2007).  

In alignment with the latest information, a conclusive research is adopted as a specific type 

of design within the scope of this study. Moreover, a descriptive and specifically a cross-

sectional research is embraced in which there will be a quantitative analysis of data. This 

study focuses on the investigation and assessment of the connection between mobile 

banking applications and the satisfaction that clients have taking into consideration specific 

service quality variables for examination. It works on the testing of the considered 

hypotheses throughout the analysis of data gathered quantitatively using statistical means 

along with a specific regression model. The primary source of data collection is through a 

research survey into which the respondents in the considered sample are requested to fill 

and answer a planned questionnaire once in time. The questionnaire will be subject to a 

pre-test, meaning pilot testing, in order to tackle any underlying flaw or shortcoming such 

as redundancy (Kothari, 2004). The pilot survey undertakes a complete testing covering 

the diverse aspects of the tool of measurement meaning questionnaire such as the order of 

involved questions, their content, their level of difficulty and others (Malhotra & Briks, 

2007).   

3.2.3 Sampling Design 

Within the context of this study, North Lebanon represents the area where the research is 

conducted. At this level, it should be mentioned that Akkar is no longer part of the North 

Lebanon governorate. It was alienated and created as a standing-alone separate governorate 

given the Law 522/2003 (Presidency of the Council of Ministers Central Administration of 

Statistics, 2020). Nowadays, the North Lebanon governorate incorporates each of:  

• Minnieh- Dannieh 

• Zgharta 

• Bcharreh 

• Batrun 
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• Koura  

• Tripoli  

It should be also noted here that there is still an adoption of the previous division of 

governorates in Lebanon, meaning having 6 governorates instead of 8, by several 

administrations being public including for example Central Administration of Statistics 

(CAS) (Presidency of the Council of Ministers Central Administration of Statistics, 2020).  

More specifically, banking clients in terms of only individuals rather than institutions are 

taken into account in this study. At this point, two essential conditions are considered: the 

first one is characterized by the age of individuals is critical meaning that people aged 18 

and above are the ones considered due to their ability to open an account at the bank by 

their own. The second one is embodied in the usage of mobile banking applications is as 

well an important matter enabling the eligibility of participants. 

As concerning the adopted techniques of sampling, the non-probability technique, referring 

to the investigator in terms of his or her personal judgment when deciding on the specific 

sample elements, is the one endorsed in the study (Malhotra & Briks, 2007). In specific, 

both convenience and judgmental sampling are used in this study. 

In convenience sampling, ease of access represents the regular basis for the choice of the 

population elements that will be incorporated in the considered sample (Kothari, 2004). In 

addition to accessibility, two other issues characterize the sampling units in the 

convenience technique being cooperation as well as easiness of measurement. The 

selection of the respondents in convenience sampling often goes back to the idea that they 

are available in the right timing and location. Moreover, convenience sampling as a 

technique incorporates more than one instance such as the usage of students as part of the 

sample, the referral to some kinds of electronic mail and internet survey and others 

(Malhotra & Briks, 2007). In this study, there is an ease to access individuals to be part of 

the research given to the proximity of most of the districts of North Lebanon trough the 

help of relatives and friends. Also, people are accessed through the posting of the 

considered questionnaire on online platforms and social media.  
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In judgmental sampling, the choice of the elements which will be part of the sample goes 

back to the researcher on the basis of his or her own judgment. More specifically, the 

inclusion of the elements is built on the consideration of the researcher in what it regards 

the representativeness or appropriateness of the items (Malhotra & Briks, 2007). In this 

study, the individuals that are deemed suitable to be included in the sample are the ones 

having a personally established account at the bank and showing readiness to answer the 

questionnaire. 

3.2.4 Data Collection  

For the purpose of subsequent analysis assisting the testing of the initially established 

hypotheses, information was gathered from members of the identified sample. Within the 

sphere of this study, the assembly of data was done by the means of questionnaire as a 

specific tool being self-administered and having a structured from.  

Two major sections constitute the questionnaire. The first section addresses a set of 

questions to obtain the necessary information concerning the background and 

demographics of the individuals filling in the questionnaire. Within this section, two 

consecutive questions are inserted in order to identify whether respondents and participants 

should continue the questionnaire or not. Specifically, individuals are asked at first if they 

are holders of bank accounts then they are inquired if they use mobile banking applications. 

The questions included in the first section are designed in two forms being dichotomous 

and multiple-choice ones. The second section incorporates inquiries designated to address 

relevant concerns associated with the respective variables encountered within the study 

having the satisfaction of customers as the dependent variable and each of assurance, 

convenience and ease of use, privacy/security, responsiveness, sociality, and reliability as 

the independent variables. In the second section as well, the rating of the questions being 

ordinal is correspondently done through the usage of Likert scale on a five-point basis in 

specific with “strongly disagree” being referred to as 1 and “strongly agree” being referred 

to as 5.  

Google forms were used as the means through which the questionnaire was created and 

formed. It should be mentioned at this level that items of the questionnaire were adapted 

from previously existing studies within literature in a manner that fits the Lebanese context. 
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Furthermore, the whole questionnaire was submitted before distribution and sharing to the 

Institutional Review Board, IRB, at Notre Dame University for approval ensuring there is 

no violation of the ethical standards. As requested by the IRB, minor changes were applied 

to the questionnaire such as the inclusion of the contact information of the researcher 

enabling the respondents thereof to have access to him/her in case of any inquiries or 

problems. A final approval was obtained in order for the researcher to proceed and move 

forward in the study.  

In addition, the questionnaire was subject to adjustments given the results of the pilot test.  

As a whole, the final questionnaire is composed of 43 questions in total.  

Subsequently, the questionnaire that participants are requested to fill in was posted and 

delivered by the means of diverse online platforms and social media due to several factors. 

First, the prevailing health situation in Lebanon represented by the Corona Virus (COVID-

19) requiring social distancing between people and a special lockdown has prevented the 

researcher from physical distribution of the questionnaire. Second, the negative economic 

and financial situation facing Lebanon has obliged the researcher to refer to online 

platforms and social media in order to be able to save as well as avoid high costs. So, 

Whatsapp, Instagram direct messaging and Facebook were used as delivery means of the 

questionnaire. For increased participation, family members, relatives and friends have 

assisted in the distribution of the questionnaire through its sharing with others aside from 

answering it themselves. The data collection period was one month during June 2020.  

3.2.5 Pilot Study  

The questionnaire was subject to pilot testing among a group of 26 bank customers prior 

to its ultimate sharing via online platforms and social media tools. Pilot testing was 

conducted in order to go through any vital inconvenience in the questionnaire in terms for 

example of redundancy, ambiguity, misunderstanding and others. Suitable changes were 

applied by the researcher after re-consideration of obtained opinions.  

The questionnaire was divided into two consecutively separate sections on Google forms 

enabling customers to first finish the premier section (demographics and background 
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information) and then move to the second one (variables). Such a step was done in order 

to make things more easily visible to respondents.   

In the first section of the questionnaire, two changes were applied. The gender question 

was limited to only two choices (female or male) since customers have perceived the 

“other” option as inconvenient and inappropriate. Also, there was a change on the level of 

salaries due to the prevailing financial situation in the country leaving the Lebanese 

currency highly fluctuating. Customers were repetitively asking which rate they should 

take into consideration when choosing their salary range since $1 is no more equal to 1,500 

L.B.P. Salaries were thereof moved from dollars to Lebanese pound.  

In the second section of the questionnaire, some explanations were added to two questions 

specifically the ones related to user-friendliness and dependability due to some 

misunderstanding by customers.  
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Chapter 4 

FINDINGS 

4.1 Context of Quantitative Analysis 

After the completion of data collection, 240 answered questionnaires were gathered. 

However, 157 responses were the total number of usable questionnaires included in data 

analysis. 83 responses were excluded and removed because of respondents: 

• Having a bank account while not using mobile banking applications  

• Using mobile banking applications while do not having a bank account 

• Submitting incomplete questionnaires in which 4 or more questions were not 

answered 

In order to avoid having bias in data analysis and findings, only the remaining 

questionnaires, meaning 157, were used to analyze the data and test the hypotheses.  

4.2 Descriptive Statistics  

4.2.1 Demographic and Background Data  

 The demographic and background data of respondents, derived from SPSS, are analyzed 

at this level.  

Age  

Age 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 18-26 60 38.2 38.2 38.2 

27-35 41 26.1 26.1 64.3 

36-44 24 15.3 15.3 79.6 

45-53 16 10.2 10.2 89.8 

54-62 14 8.9 8.9 98.7 

63 and above 2 1.3 1.3 100.0 

Total 157 100.0 100.0  

Table 2: Age Statistics 
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According to the table above, 60 of respondents are between 18 and 26 years, 41 are 

between 27 and 35, 24 are between 36 and 44, 16 are between 45 and 53, 14 are between 

54 and 62 while only 2 are 63 and above. On a percentage level, 38.2% of respondents 

belong to the age group being between 18 and 26, 26.1% belong to the age group being 

between 27 and 35, 15.3% belong to the age group being between 36 and 44, 10.2% belong 

to the age group between 45 and 53, 8.9% belong to the age group being between 54 and 

62 and finally 1.3% belong to the age group being 63 and above. It could be noticed here 

that more than half of the respondents are considered young (aged between 18 and 35) 

having the cumulative percentage 64.3%, more than 50%. This could be driven back to the 

idea that most of the participants engaged in the study were among people known by the 

researcher including friends and relatives given that convenience and judgmental sampling 

were adopted as sampling techniques.  

Status  

Status 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Single 89 56.7 56.7 56.7 

Married 67 42.7 42.7 99.4 

Divorced 1 .6 .6 100.0 

Total 157 100.0 100.0  

Table 3: Status Statistics 

According to the table above, 89 out of the 157 respondents are single, 67 are married and 

1 is divorced. On a percentage level, 56.7 % of respondents are single, 42.7% are married 

and 0.6% are divorced. Based on the cumulative percentage, it could be noted that 

approximately more than 50% of the respondents are single. This latest notion could be 

related to the previous age statistics showing that more than 50% of the respondents are in 

a young age.  In addition, the bad economic and financial situation in Lebanon overall 

could be an additive reason preventing individuals from getting married.  
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Education 

Education 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Baccalaureate 5 3.2 3.2 3.2 

Technical 4 2.5 2.5 5.7 

Bachelor 63 40.1 40.1 45.9 

Master 59 37.6 37.6 83.4 

Doctorate 26 16.6 16.6 100.0 

Total 157 100.0 100.0  

Table 4: Education Statistics 

According to the table above, 5 respondents have only a baccalaureate, 4 have technical 

education, 63 have a bachelor degree, 59 have a master degree and 26 have a doctorate. On 

a percentage level, 3.2% have only a baccalaureate, 2.5% have technical education, 40.1 

% have a bachelor degree, 37.6 have a master degree and 16.6% have a doctorate. It could 

be noted here that the majority of the respondents participating in the study (94.3%) have 

university degrees (bachelor, master or doctorate). Also, more than half of respondents 

(54.2%) have high education achieving graduate studies (master or doctorate). In fact, post-

school learning starting from an undergraduate level upward is an indispensable 

requirement in the advanced and technological world in which education becomes more 

valuable and important.  Highly educated people with graduate degrees including master 

and doctorate are as well increasingly required for job positions and occupations in which 

a certain degree of education is indispensable.  
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Occupation  

Occupation 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Unemployed 33 21.0 21.0 21.0 

Employed 108 68.8 68.8 89.8 

Other 16 10.2 10.2 100.0 

Total 157 100.0 100.0  

Table 5: Occupation Statistics 

Occupation 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid NO 141 89.8 89.8 89.8 

Self-employed 5 3.2 3.2 93.0 

Gynecologist 1 .6 .6 93.6 

Private practice 1 .6 .6 94.3 

Surgeon 1 .6 .6 94.9 

Physician 1 .6 .6 95.5 

Student 2 1.3 1.3 96.8 

Doctor 2 1.3 1.3 98.1 

Freelancer 2 1.3 1.3 99.4 

Pharmacist 1 .6 .6 100.0 

Total 157 100.0 100.0  

Table 6: Other Occupations Statistics 

According to the tables above, 33 (21.0%) respondents unemployed, 108 (68.8%) are 

employed and 16 out of the 157 have reported other occupations. 5 respondents (3.2%) 

have reported to be self-employed, 2 (1.3%) have mentioned that they are students, 2 

(1.3%) have reported to be doctors and other 2 (1.3%) have reported to be freelancers. The 

remaining respondents out of the 16, have reported each a different occupation (with 0.6%) 

being gynecologist, surgeon, physician, pharmacist. It should be noted at this level that a 

relatively considerable percentage of the respondents does have an occupation (having 21% 

as unemployed). Working people tend to usually have bank accounts given that they deal 
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with money specifically having them earning funds explaining thus the higher portion of 

employed and working respondents in the statistics.   

Salary  

Salary 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Dependent on Parents 29 18.5 18.5 18.5 

Under LBP 1,000,000 14 8.9 8.9 27.4 

LBP 1,000,000 - LBP 

2,999,000 
44 28.0 28.0 55.4 

LBP 3,000,000 - LBP 

4,999,000 
26 16.6 16.6 72.0 

Above LBP 5,000,000 44 28.0 28.0 100.0 

Total 157 100.0 100.0  

Table 7: Salary Statistics 

According to the above table, 29 of respondents are dependent on parents, 14 have a salary 

less than LBP 1,000,000, 44 have a salary raging between LBP 1,000,000 and LBP 

2,999,000, 26 have a salary raging between LBP 3,000,000 and LBP 4,999,000 while 44 

have a salary more than LBP 5,000,000. On a percentage level, 18.5 % are dependent on 

parents, 8.9% have a salary less than LBP 1,000,000, 28.0% have a salary raging between 

LBP 1,000,000 and LBP 2,999,000, 16.6% have a salary raging between LBP 3,000,000 

and LBP 4,999,000 while 28.0% have a salary more than LBP 5,000,000. It could be noted 

looking at the cumulative percentage that 55.4% of respondents have a salary of LBP 

2,999,000 or less. Such a percentage shows that more than half of the respondents are 

considerate to live somehow in a moderate to low situation. However, those people might 

be subject to economic problems especially because of the current situation in Lebanon 

where there is high fluctuations of the exchange rates affecting negatively the Lebanese 

Lira and the purchasing power of individuals.   
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Bank account holder  

Are you a bank account holder? 

 Frequency Percent Valid Percent Cumulative Percent 

Valid YES 157 100.0 100.0 100.0 

Table 8: Bank Account Statistics 

According to the table above, all the 157 (100% on a percentage basis) considered 

respondents have reported having a bank account. The latest inquiry was one of the filter 

questions enabling the researcher to know which participants should be included to be part 

of the analysis. People with no banking accounts could not be included as part of the data 

to be analyzed.  

Mobile banking applications usage  

Are you a user of mobile banking applications? (If yes, you are kindly requested to 

continue the questionnaire 

 Frequency Percent Valid Percent Cumulative Percent 

Valid YES 157 100.0 100.0 100.0 

Table 9: Mobile Banking Applications’ Usage Statistics 

According to the table above, all the 157 (100% on a percentage basis) considered 

respondents have reported using mobile banking applications. The question was also a 

primary filter question enabling the researcher to know which participants should be 

included to be part of the analysis. Here, two cases should be taken into consideration. 

People reporting having a bank account without using mobile banking applications are 

removed prior to the data analysis. Also, people reporting usage of mobile banking 

applications while indicating no possession of bank account are removed before data 

analysis avoiding bias and inaccuracy in results. 
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Frequency of usage of mobile banking applications  

 

How frequent do you use mobile banking applications? 

 Frequency Percent 

Valid 

Percent Cumulative Percent 

Valid Daily 28 17.8 17.9 17.9 

Weekly 67 42.7 42.9 60.9 

Monthly 55 35.0 35.3 96.2 

Yearly 6 3.8 3.8 100.0 

Total 156 99.4 100.0  

Missing System 1 .6   

Total 157 100.0   

Table 10: Frequency of Usage of Mobile Banking Applications Statistics 

According to the table above, 28 respondents use mobile banking applications on a daily 

basis, 67 use them of a weekly basis, 55 use them on a monthly basis and 6 use them on a 

yearly basis (there was one questionnaire with no answer). On a percentage level, 17.9 % 

use mobile banking applications on a daily basis, 42.9% use them of a weekly basis, 35.3% 

use them on a monthly basis and 3.8% use them on a yearly basis. It is noticeable that the 

highest percentage is the one referring back to the weekly usage of mobile banking 

applications. According to the cumulative percentage, more than 50% (60.9%) of 

respondents use mobile banking applications on a less than one-month basis (weekly or 

daily). This might be strengthened by the lockdown situation, due to the COVID-19, 

obliging people to stay home preventing them from accessing banks physically thus 

increasing the frequency of usage of mobile banking applications. 
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Services used on mobile banking applications 

Service  Frequency (YES)   Percentage  

Checking Accounts  139 34.2 

Fund Transfer  71 17.5 

Wedding gifts  15 3.7 

Investments  4 1.0 

Payments  75 18.5 

Tuition  18 4.4 

Requests  34 8.4 

Managing Cards  50 12.3 

Total  406 100.0 

Table 11: Used Services Percentages 

It could be noted from the table that 45.1% of the services could be considered as active 

banking actions including each of fund transfer, wedding gifts, investments, payments and 

tuitions. The remaining 54.9% refers back to the other services being checking accounts, 

requests and managing cards which could be considered as ultimate and simultaneously 

happening transactions when the previously listed five services (fund transfer, wedding 

gifts, investments, payments and tuition) are encountered and take place.  

As shown above, 139 respondents have reported their usage of checking accounts service. 

It could be noticed that checking accounts through mobile banking applications is a highly 

usable service. The latest might be reinforced by the lockdown caused by COVID-19 

whereby people are not able to go to the bank to complete even the simplest transactions. 

Also, checking accounts is highly usable because it is one of the basic recurrent transactions 

that customers need on a continual basis and by doing it via applications, they can save 

more time. 

4.2.2 Analysis of Means (ANOM) 

In order to dig deeper into the quantitative analysis, a computation was made through SPSS 

for the means and the standards deviations of all the items and variables underlined in the 

questionnaire. Obtained data will be thus analyzed in details in the following parts.  

For the questions using a 5- point Likert scale, a special categorization was used in order 

to classify the mean’s values. While the highest possible answer was 5 indicating 

agreement on a strong level, the lowest possible answer was 1 referring to strong 
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disagreement. The adopted classification included three different levels. The first range 

being between 1.00 and 2.33 was used to classify means as low level. The second range 

being between 2.34 and 3.67 was used to classify means as a moderate level. Furthermore, 

the third range being between 3.68 and 5 was used to classify means as high level (Best & 

Khan, 1998).  

4.2.2.1 Independent and Dependent Variables 

In the following, each of the variables considered in this study will be analyzed with its 

underlying items in terms of mean and level categorization. In addition, the mean of all 

variables will be analyzed while compared to each other. 

Assurance  

Report 

 

The way 

mobile banking 

applications' 

provider deals 

with you makes 

you feel 

confident 

In case of any 

inquiry, mobile 

banking 

applications' 

provider are 

sufficiently 

knowledgeable 

and well-

informed to 

assist you 

Courtesy is 

shown by 

mobile banking 

applications' 

provider when 

dealing with 

you 

Trust characterizes 

the way you regard 

the services 

offered and 

provided by mobile 

banking 

applications ASS 

Mean 3.78 3.58 3.61 3.73 3.6720 

N 157 157 157 157 157 

Std. Deviation .881 1.007 .992 1.042 .80107 

Level  High Moderate Moderate High Moderate  

Table 12: Mean and Standard Deviation of Assurance with Level Categorization 

In the table above, the mean of each of overall dimension being assurance and its 

underlying items is computed using SPSS. For assurance, the mean is counted to be on a 

moderate level being 3.6720. On a more detailed level, it is well noted that all the 

underlying items share a mean above or equal to 3.58.It could be thus denoted that larger 

part of bank customers part responding to the questionnaire almost agree with each of the 
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items. For instance, as mentioned in the table above, the items of “The way mobile 

banking applications' provider deals with you makes you feel confident “and “Trust 

characterizes the way you regard the services offered and provided by mobile 

banking applications” have a mean of 3.78 and 3.73 respectively; which are categorized 

as high level. These results belong to the fact that with the presence of transparency, 

guidance, customer assistance applications, customers will consequently feel more 

comfortable and secured using mobile banking applications.  

Convenience and Ease of Use  

Report   

 

In contrast 

to other 

types of 

banking 

services 

(i.e. branch 

banking, 

ATM, etc.), 

mobile 

banking 

applications 

help in 

saving 

more time 

There is no 

time 

boundaries 

when using 

mobile 

banking 

applications 

There is no 

location 

boundaries 

when using 

mobile 

banking 

applications 

User-

friendliness 

(ease of 

navigation, 

access, 

login, 

language, 

etc.) 

characterizes 

mobile 

banking 

applications 

The usage of 

mobile 

banking 

applications is 

simple and 

straightforward 

Clarity and 

easiness of 

understanding 

feature the 

way you 

interact with 

mobile 

banking 

applications 

CEU 

Mean 4.33 4.21 4.31 4.09 4.05 
3.94 4.1529 

N 157 156 157 157 157 
157 157 

Std. 

Deviation 
.916 .969 .910 .922 .815 

 

.842 

 

.70936 

Level  High  High  High  High  High 
High High  

Table 13: Mean and Standard Deviation of Convenience and Ease of Use with Level 

Classification 

In the table above, the mean of each of overall dimension being convenience and ease of 

use and its underlying items is computed using SPSS. For convenience and ease of use, the 

mean is counted to be on a high level being 4.1529. On a more detailed level, it is well 
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noted that all the underlying items share a mean above or equal to 3.94. It could be thus 

denoted that larger part of bank customers responding to the questionnaire agree with the 

items. To illustrate, the items of “In contrast to other types of banking services (i.e. 

branch banking, ATM, etc.), mobile banking applications help in saving more time” 

and “There is no location boundaries when using mobile banking applications” have 

high mean levels; 4.33 and 4.31 respectively. These results reflect the positive impact of 

applications installed on mobile devices in avoiding some costs including transportation, 

as well as saving time. 

Privacy/ Security 

Report  

 

Concerning 

transactions, 

the protection of 

provided 

information 

(sensitive and 

private) on 

mobile banking 

applications is 

well noted 

When dealing 

with mobile 

banking 

applications, 

you are 

safeguarded 

against potential 

risks of 

deception (e.g. 

hack, theft, trick, 

etc.) 

Your own 

information 

and data 

are totally 

confidential 

when using 

mobile 

banking 

applications 

It is 

guaranteed 

that your 

own secret 

information 

is not 

violated and 

altered 

without your 

confirmation 

Your mobile 

banking 

application's 

account and 

data are not 

revealed to 

any third 

party 

PS 

Mean 4.02 3.90 4.06 3.94 3.97 3.9806 

N 157 157 156 157 157 157 

Std. Deviation .880 .932 .870 .935 .954 .77560 

Level  High High High High High High 

Table 14: Mean and Standard Deviation of Privacy/Security with Level Classification  

In the table above, the mean of each of overall dimension being privacy/ security and its 

underlying items is computed using SPSS. For privacy/ security, the mean is counted to be 

on a high level being 3.9806. On a more detailed level, it is well noted that all the 

underlying items share a mean above 3.90. Thus, it is denoted that larger part of bank 

customers responding to the questionnaire agree with the items above. To illustrate, the 
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items of “Concerning transactions, the protection of provided information (sensitive 

and private) on mobile banking applications is well noted” and “Your own 

information and data are totally confidential when using mobile banking applications 

“have resulted in high mean levels; 4.02 and 4.06 respectively. These results signify that 

mobile banking applications provide safety, protection, confidentiality; which make it 

easier for customers to achieve satisfaction through using applications related to mobile 

banking.  

Responsiveness 

Report  

 

When facing 

a problem, 

you are 

directly aided 

and 

supported in 

a fast and 

effective way 

Promptness 

characterizes 

the service 

within mobile 

banking 

applications 

An ongoing will 

to help is 

shown by 

mobile banking 

applications' 

provider 

Response 

time to 

requests is 

less than 

expected 

Your requests 

and processing 

your 

transactions are 

performed in a 

short time period 

(no long waiting 

time) 

RES 

Mean 3.59 3.78 3.67 3.50 3.71 3.6484 

N 157 157 156 157 157 157 

Std. 

Deviation 
1.025 .867 .904 .917 .974 .76272 

Level Moderate High Moderate Moderate High Moderate 

Table 15: Mean and Standard Deviation of Responsiveness with Level Classification 

In the table above, the mean of each of overall dimension being responsiveness and its 

underlying items is computed using SPSS. For responsiveness, the mean is counted to be 

on a moderate level being3.6484. On a more detailed level, it is well noted that all the 

underlying items share a mean above or equal to3.50.It could be thus denoted that larger 

part of bank customers responding to the questionnaire almost agree with the items. To 

clarify, the items of “Promptness characterizes the service within mobile banking 

applications” and “Your requests and processing your transactions are performed in 

a short time period (no long waiting time)” have high mean levels; 3.78 and 3.71 
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respectively. This signals that banks’ customers find that mobile banking applications have 

a very significant characteristic which is: Saving their time.  

Sociality  

Report 

 

For any 

concern, you 

are allowed to 

leave a 

message or 

comment 

specifying all 

what you need 

(e.g. complaint, 

suggestion, 

feedback, etc.) 

with mobile 

banking 

applications 

In case of any 

problem, you 

are able to call 

the bank's 

specific center 

for customer 

service through 

mobile banking 

applications 

When in need 

for, you have 

the option of 

sending an e-

mail to the 

customer 

service via 

mobile banking 

applications SOC 

Mean 3.55 3.96 3.66 3.7240 

N 157 157 157 157 

Std. Deviation 1.118 .986 1.095 .90439 

Level  Moderate High Moderate High  

Table 16: Mean and Standard deviation of Sociality with Level Classification 

In the table above, the mean of each of overall dimension being sociality and its underlying 

items is computed using SPSS. For sociality, the mean is counted to be on a high level 

being3.6484. On a more detailed level, it is well noted that all the underlying items share 

mean above or equal to 3.55. It could be thus denoted that larger part of bank customers 

responding to the questionnaire almost agree with the items. To interpret, the item “In case 

of any problem, you are able to call the bank's specific center for customer service 

through mobile banking applications” has a high mean level of 3.96; which notes that 

an important reason of bank customers using mobile banking applications is that they find 

it interactive approximately similar the physical interactions.  
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Reliability  

Report  

 

An error-free 

transaction is 

guaranteed 

by mobile 

banking 

applications 

The service 

offered by 

mobile 

banking 

applications is 

provided as 

originally 

intended and 

promised 

Accuracy 

characterizes 

mobile banking 

applications' 

services in 

terms of 

transactions' 

completion 

Dependability 

characterizes 

mobile banking 

applications' 

services (i.e. 

you can depend 

and count on) 

You are 

knowledgeable 

about the exact 

timing of a 

transaction's 

execution 

REL 

Mean 3.50 3.78 3.94 3.90 3.82 3.7895 

N 157 156 157 157 157 157 

Std. 

Deviation 
1.035 .939 .886 .838 1.010 .75585 

Level  Moderate High High High High High 

Table 17: Mean and Standard Deviation of Reliability with Level Classification 

In the table above, the mean of each of overall dimension being reliability and its 

underlying items is computed using SPSS. For reliability, the mean is counted to be on a 

high level being 3.7895. On a more detailed level, it is well noted that all the underlying 

items share a mean above or equal to 3.50. It could be thus denoted that larger part of bank 

customers responding to the questionnaire almost agree with the items. To clarify, the items 

of “Accuracy characterizes mobile banking applications' services in terms of 

transactions' completion” and “Dependability characterizes mobile banking 

applications' services (i.e. you can depend and count on)” have high mean levels; 3.94 

and 3.90 respectively. These results signify that mobile banking applications provide 

accurate information which banks’ customers can rely on.  
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Satisfaction  

Report  

 

Your 

experience 

with mobile 

banking 

applications 

gives you 

satisfaction 

Using mobile 

banking 

applications 

fulfills and/or 

exceeds what 

you expect for 

Mobile banking 

applications are 

the best choice 

that gives you 

whatever you 

need and 

search for 

You will keep 

on and 

maintain using 

mobile 

banking 

applications 

You praise 

mobile banking 

applications' 

services and 

encourage 

people to adopt 

them 

SAT 

Mean 3.99 3.69 3.75 4.16 4.23 3.9643 

N 157 156 157 157 156 157 

 

Std. 

Deviation 

.877 .941 .940 .844 .871 .76544 

Level High High High High High High 

Table 18: Mean and Standard Deviation of Satisfaction with Level Classification 

In the table above, the mean of each of overall dimension being satisfaction and its 

underlying items is computed using SPSS. For satisfaction, the mean is counted to be on a 

high level being 3.9643. On a more detailed level, it is well noted that all the underlying 

items share mean above or equal to 3.69. It could be thus denoted that larger part of bank 

customers responding to the questionnaire agree with the items. To illustrate, the items of 

“You will keep on and maintain using mobile banking applications” and “You praise 

mobile banking applications' services and encourage people to adopt them” have high 

mean levels; 4.16 and 4.23 respectively. These results indicate that banks’ customers are 

significantly satisfied with using mobile banking applications and that they are going to 

keep this practice sustainable since they found it efficient and useful in so many ways as 

discussed above.  

 

 



57 
 

All Dependent and Independent Variables  

Report 

 ASS CEU PS RES SOC REL SAT 

Mean 3.6720 4.1529 3.9806 3.6484 3.7240 3.7895 3.9643 

N 157 157 157 157 157 157 157 

Std. Deviation .80107 .70936 .77560 .76272 .90439 .75585 .76544 

Level  Moderate  High High  Moderate Moderate High High 

Table 19: Mean and Standard Deviation of all Variables with Level Classification 

In the table above, the mean of each of the overall dimensions being dependent and 

independent is computed using SPSS. It is well noted that all the variables share a mean 

above 3being in specific above or equal to 3.6484. According to the classification explained 

previously, it could be thus denoted that larger part of bank customers responding to the 

questionnaire goes with each of assurance, convenience and ease of use, privacy/security, 

responsiveness, sociality reliability and satisfaction on an agree level. The highest mean 

among all considered variables goes to Convenience and Ease of Use (4.1529) denoting it 

as a variable categorized as a high level being above 3.68.  

4.2.2.2 Demographics and Variables  

In the following, the mean analysis of the variables will be done taking into consideration 

several demographic constructs such as education, salary and age.  

Variables and Education  

Considering appendix B, the mean of each of the overall dimensions being dependent and 

independent is computed using SPSS while taking into account education as a specific 

demographic dimension.  

Concerning assurance, respondents with all educational levels have a mean higher or equal 

to 3.3750 indicating that they go with the dimension on an almost agree level. It is remarked 

as well that in what it concerns assurance that the uppermost mean is the one associated 

with people having a doctorate being 3.8654 (above than 3.68) categorized thus as high 

level. The reason behind this result belongs to the fact that most of  the people holding a 
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doctorate degree (based on our sample in North Lebanon) are relying more on assurance 

since they are older, so they find confidence and trust; which are the main reasons that 

encourage them to use mobile banking applications.  

As mentioned above, the means for each of CEU, PS, RES, and SOC are the highest for 

the baccalaureate level; 4.3333, 4.0800, 3.8400, 3.9333 respectively. To illustrate, people 

with a baccalaureate level are almost between 18 and 19 years old; which signifies that this 

age range is more dependent on parents and uses the most mobile applications. 

Consequently, the ease of use, assistance and direct help, privacy and security, and 

reachability, are the main causes pushing this generation into adopting mobile banking 

applications.  

Variables and Salary 

Considering appendix C, the mean of each of the overall dimensions being dependent and 

independent is computed using SPSS while taking into account salary as a specific 

demographic dimension.  

Concerning privacy/security, respondents with all of the diverse salary levels incorporated 

share a mean above or equal to 3.9154 indicating that they go with the dimension on an 

agree level. The highest mean among them goes to the category of respondents that are 

dependent on parents being specifically equal to 4.1103 (above 3.68) categorized thus as 

high level. The reason behind this outcome is that individuals whom are dependent on their 

parents are more cautious for every penny they take from their parents in order not to lose 

their trust.  

Moving to sociality, respondents with all of the diverse salary levels incorporated share a 

mean above or equal 3.6429 signifying that they go with the dimension on an agree level. 

The highest mean among them goes to the category of respondents that are dependent on 

parents specifically equal to 3.8391 (above 3.68) categorized thus as high level. To clarify, 

as mentioned above in the privacy/security interpretation, dependent individuals are more 

prudent and careful for their transactions since they are taking the money from their 

parents. Moreover, dependent individuals are almost at a younger age; which signifies that 

they are less knowledgeable about banking operations, for they need assistance, 
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communication, and clarification which they can easily find through using the mobile 

banking applications. 

As to reliability, respondents with all of the diverse salary levels share a mean above or 

equal 3.6154 signifying that they go with the dimension on an agree level. The highest 

mean among them goes to the category of respondents having a salary above L.B.P. 

5,000,000 being specifically equal to 3.8727 (above 3.68) categorized thus as high level. 

To illustrate, people with a high salary are more interested in finding accuracy, error free, 

and trust worthy mobile banking applications since they intend to be more worried about 

their transactions.   

Variables and Age  

Considering appendix D, the mean of each of the overall dimensions being dependent and 

independent is computed using SPSS while taking into account age as a specific 

demographic dimension.  

Concerning assurance, respondents with all of the incorporated age groups have a mean 

higher or equal to 3.5854 indicating that they go with the dimension on an almost agree 

level. It is remarked as well that in what it concerns assurance that the two most significant 

means are the ones associated with people aged between 36 and 44 and between 45 and 53 

(3.8021 and 3.9531 respectively). To interpret, people within these age ranges are generally 

the most individuals that execute bank transactions; so, they are used to the banking system 

and have the required knowledge about the process. Consequently, for them, confidence, 

courtesy and trust are the minimum standards that a bank should offer to attract customers. 

So, since they have found these standards in the mobile banking applications, they have 

become users of it.  

Regarding convenience and ease of use, respondents with all of the incorporated age groups 

share a mean above or equal to 3.8333 indicating that they go with the dimension on an 

agree level. The highest mean among them goes to the category of respondents belonging 

to the age group between 18 and 26 being 4.2694 (above 3.68) categorized thus ad high 

level. In fact, people within these age ranges are the most ones engaged in technology and 

are the ones who mostly use mobile applications. As a result, since the mobile banking 
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applications offer so many conveniences such as eliminating time and location boundaries 

and being straight forward and easy, users at these ages are the most attracted to use the 

mobile banking applications.  

Thus, as for the responsiveness, sociality and reliability, the category of ages ranging 

between 18 and 26 has recorded the most significant means: 3.7667, 3.8889, and 3.8358 

respectively. The reason for this is due to the fact that individuals at these ages prefer using 

mobile technologies over actions that require physical presence, and especially since the 

mobile banking applications offer direct and fast help, communication, accuracy and 

dependability.  

4.3 Inferential Statistics  

4.3.1 Reliability Testing  

As a concept, reliability is related to both techniques and procedures in what it regards the 

collection and analysis of data in terms of the degree to which consistent results are found. 

The assessment of reliability is encountered within the sphere of three essential ideas in 

terms of results, observations as well as transparency. Concerning results, it is questioned 

if equivalent results are generated by the procedures on other instances. Concerning 

observations, it is questioned if they will be generated in a similar way by different 

observers. Concerning transparency, it is questioned if transparency is existent and present 

in the way sense was made from the information characterized by being raw (Easterby-

Smith et al., 2008). In within reliability, Cronbach’s alpha coefficient is used as a 

measurement of the specific type of reliability being internal consistency. As a coefficient, 

Cronbach’s alpha is widely used on the level of marketing research serving as one of the 

tools used to estimate reliability that are the most used (Ursachi et al., 2015). Reliability 

would be considered on an acceptable level when the alpha coefficient ranges between 0.6 

and 0.7. Furthermore, reliability would be considered on a very good level when the alpha 

coefficient is 0.8 above (Hulin et al., 2001).  

In this study reliability was tested taken into consideration the specific coefficient being 

Cronbach’s alpha. The coefficient was computed using SPSS on many levels.  
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Incorporated Variables  Cronbach’s Alpha Value  

Assurance Questions  0.899 

Convenience and Ease of Use Questions  0.914 

Privacy/Security Questions  0.935 

Responsiveness Questions  0.914 

Sociality Questions  0.901 

Reliability Questions  0.908 

Satisfaction Questions  0.938 

Total, Assurance  0.855 

Total, Convenience and Ease of Use  0.876 

Total, Privacy/ Security  0.885 

Total, Responsiveness  0.887 

Total, Sociality  0.808 

Total, Reliability  0.913 

Total, Satisfaction  0.912 

All 33 Questions (All Items) 0.960 

ASS, CEU, RES, SOC, REL, SAT 0.905 
Table 20: Cronbach's Alpha 

First, the coefficient was computed between each of the main variables and its respective 

underlying set of items. Second, the coefficient was computed between all the questions 

included in the questionnaire (with the exclusion of the demographic section) and the main 

variables considered within this study. Third, the coefficient was computed between all of 

the items corresponding to the seven main variables (all the 33 questions included in the 

second section of the questionnaire). Fourth, the coefficient was computed on an overall 

level between all of the seven main variables considered within the sphere of this study 

being namely assurance, convenience and ease of use, privacy/security, responsiveness, 

sociality, reliability and satisfaction.  

According to the table above, all coefficients are above 0.8 signifying a very good level of 

reliability. From all previously computed Cronbach’s alpha coefficients, it could be noted 

than overall in this study there is an attainment of reliability.  
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4.3.2 Hypotheses Testing  

4.3.2.1 Correlation (Independent Variables with Dependent Variable) 

The hypotheses established and investigated in the research are tested as well as verified 

according to the statistical significance (sig.) computed along with the appropriate 

correlation coefficient. The critical value meaning the point of reference for significance is 

0.05. For a correlation to be correct and approvable in statistical terms, the significance 

should be equal to 0.05 or below. To illustrate besides any correlation between certain 

variables having data being on a scale-level, a specific test in terms of Person’s r is applied 

(Faherty, 2008).   

Correlation specifically correlation coefficient, Spearman’s rho, between each of the six 

main independent variables and the dependent variable being customer satisfaction is used 

in this study. Thus, the correlation coefficient is computed through the means of SPSS in 

accordance with the specific statistical significance.  

Ranging between -1 and +1, correlations can be categorized differently on the basis of the 

strength of their values. The following table clarifies more the classification of correlations 

(Faherty, 2008).  

Value of correlation  Categorization 

Between ±0.60 and ±1.00 Strong  

Between ±0.40 and ±0.59 Moderate  

Between ±0.20 and ±0.39 Weak  

Between ±0.01 and ±0.19 Nonexistent  

Table 21: Categorization of Correlations 

Source: Faherty, 2008 

Each of the hypotheses in this study will be analyzed using the significance value along 

with the Spearman’s rho correlation coefficient.  
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 SAT 

Spearman's rho ASS Correlation 

Coefficient 
.645** 

Sig. (2-tailed) .000 

N 157 

CEU Correlation 

Coefficient 
.619** 

Sig. (2-tailed) .000 

N 157 

PS Correlation 

Coefficient 
.683** 

Sig. (2-tailed) .000 

N 157 

RES Correlation 

Coefficient 
.659** 

Sig. (2-tailed) .000 

N 157 

SOC Correlation 

Coefficient 
.442** 

Sig. (2-tailed) .000 

N 157 

REL Correlation 

Coefficient 
.685** 

Sig. (2-tailed) .000 

N 157 

SAT Correlation 

Coefficient 
1.000 
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Sig. (2-tailed) . 

N 157 

Table 22: Spearman's Rho Correlation between Independent and Dependent Variables 

**. Correlation is significant at the 0.01 level (2-tailed). 

H1: Assurance within mobile banking applications has a positive underlying impact on 

the satisfaction that customers have 

In addition to statistical significance, the table above shows the Spearman’s rho correlation 

between each of assurance and satisfaction of customers. Being equal to 0 (less than 0.05), 

significance indicates that the correlation is approvable enabling thus the acceptance of the 

considered hypothesis. Going more into details, the Spearman’s rho correlation being equal 

to + 0.645 has some specific indications. A positive correlation coefficient indicates that 

the variables relates to each other in a positive way meaning that they move in the same 

direction (Faherty, 2008). Besides, the correlation between assurance and satisfaction 

could be classified as strong since the coefficient (0.645) is between 0.60 and 1.   

Overall, the first hypothesis is accepted and verified.  

H2: Convenience and ease of use within mobile banking applications has a positive 

underlying impact on the satisfaction that customers have.  

In addition to statistical significance, the table above shows the Spearman’s rho correlation 

between each of convenience and ease of use as well as satisfaction of customers. Being 

equal to 0 (less than 0.05), significance indicates that the correlation is approvable enabling 

thus the acceptance of the considered hypothesis. Going more into details, the Spearman’s 

rho correlation being equal to + 0.619 has some specific indications. A positive correlation 

coefficient indicates that the variables relates to each other in a positive way meaning that 

they move in the same direction (Faherty, 2008). Besides, the correlation between 

assurance and satisfaction could be classified as strong since the coefficient (0.619) is 

between 0.60 and 1.   

Overall, the second hypothesis is accepted and verified.  
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H3: Privacy/Security within mobile banking applications has a positive underlying 

impact on the satisfaction that customers have.  

In addition to statistical significance, the table above shows the Spearman’s rho correlation 

between each of privacy/security and satisfaction of customers. Being equal to 0 (less than 

0.05), significance indicates that the correlation is approvable enabling thus the acceptance 

of the considered hypothesis. Going more into details, the spearman’s rho correlation being 

equal to + 0.683 has some specific indications. A positive correlation coefficient indicates 

that the variables relates to each other in a positive way meaning that they move in the 

same direction (Faherty, 2008). Besides, the correlation between assurance and satisfaction 

could be classified as strong since the coefficient (0.683) is between 0.60 and 1.   

Overall, the third hypothesis is accepted and verified.  

H4: Responsiveness within mobile banking applications has a positive underlying impact 

on the satisfaction that customers have.   

In addition to statistical significance, the table above shows the Spearman’s rho correlation 

between each of responsiveness and satisfaction of customers. Being equal to 0 (less than 

0.05), significance indicates that the correlation is approvable enabling thus the acceptance 

of the considered hypothesis. Going more into details, the Spearman’s rho correlation being 

equal to + 0.659 has some specific indications. A positive correlation coefficient indicates 

that the variables relates to each other in a positive way meaning that they move in the 

same direction (Faherty, 2008). Besides, the correlation between assurance and satisfaction 

could be classified as strong since the coefficient (0.659) is between 0.60 and 1.   

Overall, the fourth hypothesis is accepted and verified.  

H5: Sociality within mobile banking applications has a positive underlying impact on 

the satisfaction that customers have.  

In addition to statistical significance, the table above shows the Spearman’s rho correlation 

between each of sociality and satisfaction of customers. Being equal to 0 (less than 0.05), 

significance indicates that the correlation is approvable enabling thus the acceptance of the 

considered hypothesis. Going more into details, the Spearman’s rho correlation being equal 
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to + 0.442 has some specific indications. A positive correlation coefficient indicates that 

the variables relates to each other in a positive way meaning that they move in the same 

direction (Faherty, 2008). Besides, the correlation between assurance and satisfaction 

could be classified as moderate since the coefficient (0.442) is between 0.40 and 0.59.   

Overall, the fifth hypothesis is accepted and verified.  

H6: Reliability within mobile banking applications has a positive underlying impact on 

the satisfaction that customers have.  

In addition to statistical significance, the table above shows the Spearman’s rho correlation 

between each of reliability and satisfaction of customers. Being equal to 0 (less than 0.05), 

significance indicates that the correlation is approvable enabling thus the acceptance of the 

considered hypothesis. Going more into details, the Spearman’s rho correlation being equal 

to + 0.685 has some specific indications. A positive correlation coefficient indicates that 

the variables relates to each other in a positive way meaning that they move in the same 

direction (Faherty, 2008). Besides, the correlation between assurance and satisfaction 

could be classified as strong since the coefficient (0.685) is between 0.60 and 1.   

Overall, the sixth hypothesis is accepted and verified. 

After the confirmation of the considered hypotheses, it could be noted that the highest 

correlation (0.685) with customer satisfaction goes for the main variable being reliability. 

The correlation of the other variables with satisfaction is classified in the following order 

from the second highest to the lowest: privacy/security (0.683), responsiveness (0.659), 

assurance (0.645), convenience and ease of use (0.619) and sociality (0.442).  

4.3.2.2 Correlation (Variables with Total) 

Adding to the previous correlation, a new one is done in order to illustrate the connection 

between each of the studied variables with the total. The correlation coefficient in specific 

Spearman’s rho is computed though SPSS.  To explain more, correlation is done between 

each of the main variables (assurance, convenience and ease of use, privacy/security, 

responsiveness, sociality, reliability and satisfaction) and the total meaning the overall 

questionnaire with the exception of demographics. It should be noted that the significance 

value (sig.) interpretation and the categorization of the correlation are as explained before 
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in the part interpreting the correlation between each independent variable and the 

dependent one.   

 TOTAL 

Spearman's rho ASS Correlation Coefficient .753** 

Sig. (2-tailed) .000 

N 157 

CEU Correlation Coefficient .734** 

Sig. (2-tailed) .000 

N 157 

PS Correlation Coefficient .819** 

Sig. (2-tailed) .000 

N 157 

RES Correlation Coefficient .812** 

Sig. (2-tailed) .000 

N 157 

SOC Correlation Coefficient .728** 

Sig. (2-tailed) .000 

N 157 

REL Correlation Coefficient .852** 

Sig. (2-tailed) .000 

N 157 

SAT Correlation Coefficient .829** 

Sig. (2-tailed) .000 

N 157 



68 
 

TOTAL Correlation Coefficient 1.000 

Sig. (2-tailed) . 

N 157 

Table 23: Spearman's Rho between Variables and Total 

** Correlation is significant at the 0.01 level (2-tailed). 

The table above tackles the correlation coefficient, Spearman’s rho, between the variables 

taken into consideration in this study and the total. It could be noted that all the significance 

values in the table are equal to 0. Significance being equal to 0 (less than 0.05) is an 

indication that correlation is thus approvable. In depth, the Spearman’s rho correlation 

coefficient having positive numerical values for all the considered above correlations have 

some specific indications. A positive correlation coefficient signals that the relation 

between each of the studied variables and the total goes on in a positive way meaning that 

they move in the same direction (Faherty, 2008). Besides, the correlation between each of 

the variables (assurance, convenience and ease of use, privacy/security, responsiveness, 

sociality reliability and satisfaction) and total could be classified as strong since the 

correspondent coefficients are between 0.60 and 1 (0.753, 0.734, 0.819, 0.812, 0.728, 0.852 

and 0.829 respectively).  

4.3.2.3 Multiple Linear Regression  

When considering the connection and relationship existing between several variables in 

order to address questions on a scientific level, regression serves as a widely adopted tool 

and model. Response and explanatory variables are considered within the context of 

regression models in which the dependence of variables specifically the response one is 

considered. In other words, the relationship between dependent and independent variables 

in terms of impact is predicted and uncovered using regression models. When variations 

go on a linear level, a specific kind of regression is used. When the dependent variable in 

terms of mean values fluctuates with relation to independent variables in the form of a 

linear function, linear regression is being thus adopted. A regression moves from being 

simple to multiple in the case when two or more explanatory (independent) variables exist 

(Fitzmaurice, 2016). 
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The general regression equation is as the following: 

Y= b0+ b1X1+ b2X2+……. +btXt+ e 

Y= Dependent (Response) variable 

X= Independent (Explanatory) variable  

b0= constant   

b1, b2…. bt= slope  

e= error (Fitzmaurice, 2016).  

In this research, a multiple linear regression was applied through the means of SPSS. 

Regression along with its results will be analyzed in details with respect to dependent and 

independent variables in the following part. 

 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) .061 .224  .274 .785 

ASS .205 .058 .215 3.520 .001 

CEU .240 .069 .222 3.486 .001 

PS .225 .065 .228 3.490 .001 

RES .216 .066 .215 3.264 .001 

SOC -.099 .051 -.117 -1.957 .052 

REL .221 .075 .218 2.962 .004 

Table 24: Regression Coefficients and Effects of ASS, CEU, PS, RES, SOC, and REL on 

SAT 

a. Dependent Variable: SAT 
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The table above shows the connection between all the studied independent variables 

(assurance, convenience and ease of use, privacy/security, responsiveness, sociality and 

reliability) and the dependent one satisfaction. 

The overall regression equation is as it follows:  

SAT= 0.061+ 0.205ASS+ 0.240CEU+ 0.225PS+ 0.216 RES -0.099SOC+ 0.221REL +e  

The link between the dependent variable and the independent ones is illustrated through 

the above regression equation having a constant of 0.061. Looking at the coefficients, it is 

noticeable that the highest is the one associated with convenience and ease of use indicating 

thus that convenience and ease of use has the chief impact on satisfaction. The top three 

variables in term of impact on the satisfaction of customers are convenience and ease of 

use then privacy/security then reliability.   

Going along with regression, both R and R squared were also computed using SPSS. R, 

known as well as coefficient of correlation, is used normally in order to give an indication 

in what it concerns the relationship between variables in terms of degree, direction and 

strength. Also, -1 and +1 are the two values between which the R coefficient lies. Moving 

to R squared, it could be denoted in other terms as the coefficient of determination which 

lies between 0 and +1. When considering a parametric linear model, the goodness of fit is 

computed and assessed using R squared. Specifically, the percentage of variance that is 

explicated by the model represents the terms into which the R squared is analyzed and 

understood. Besides, the value of the coefficient of determination will rise in case of 

increase in the number of variables taken into consideration in the specific model (Rousson 

& Gosoniu, 2006).  
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Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .833a .694 .682 .43166 

Table 25: R and R Squared 

a. Predictors: (Constant), REL, ASS, SOC, CEU, PS, RES 

The table above shows each of the two coefficients R and R squared computed through 

SPSS taking the variables of the model into consideration. The value of R, coefficient of 

correlation, is + 0.833 showing a positive strong correlation. In addition, R squared with a 

value of 0.694 indicates that 69.4% of data fits the model.     

4.4 Discussion  

Assurance 

H1: Assurance within mobile banking applications has a positive underlying impact on 

the satisfaction that customers have. The findings of this study go in accordance with the 

results induced and generated by previously established studies. In addition to other 

constructs, assurance was discovered as one independent dimension affecting the 

satisfaction of customers by impacting it on a favorable and considerable level (Trialih et 

al., 2018). Also, customers were found to have their satisfaction affected in several 

instances in a positive and significant way by the specific variable being assurance (Al 

Kabir & Poddar, 2015; Khan et al., 2018).  

Convenience and Ease of Use  

H2: Convenience and ease of use within mobile banking applications has a positive 

underlying impact on the satisfaction that customers have. The findings of this study go 

in accordance with the results induced and generated by previously established studies. The 

influence of the construct being convenience on satisfaction has been identified and proven 

in many contexts around the world such as Bangladesh (Sagib & Zapan, 2014; Trialih et 

al., 2018), United Sates (Jun & Palacios, 2016) and Namibia specifically Keetmanshoop 

(Gomachab & Maseke, 2018). In the Bangladeshi context, convenience has been found, 

according to the findings, to be among the only three factors which proved to affect 
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satisfaction in a positive way with respect to mobile banking (Sagib & Zapan, 2014). 

Concerning ease of use, there was a finding about the important role played by the 

dimension on the customers’ satisfaction in what it concerns in specific terms both 

improvement and enhancement (Jun & Palacios, 2016). Ease of use was counted in many 

contexts such as United States and Southern Spain to serve as one of the first four constructs 

impacting the satisfaction of customers (Jun & Palacios, 2016; Liebana-Cabanillas et al., 

2013). In addition to the previous literature, this study has found in extra that convenience 

and ease of use has the chief positive impact on the satisfaction of customers in what it 

concerns mobile banking applications.   

Privacy/Security  

H3: Privacy/Security within mobile banking applications has a positive underlying 

impact on the satisfaction that customers have. The findings of this study go in accordance 

with the results induced and generated by previously established studies. When both safety 

and confidence are felt by customers on a highly level, their attitude in addition to their 

satisfaction levels will ultimately go on a higher level (Ayo et al., 2016). Along with 

another dimension, security has proved to be linked to satisfaction having a positive impact 

that goes on a significant and important level specifically in the context of Indonesia 

(Trialih et al., 2018). Moving more closely to the context of Lebanon, satisfaction of 

customers was discovered to be affected on a substantial degree by the variable entitled 

security/privacy (Hammoud et al., 2018). 

Responsiveness 

H4: Responsiveness within mobile banking applications has a positive underlying impact 

on the satisfaction that customers have. The findings of this study go in accordance with 

the results induced and generated by previously established studies. Responsiveness was 

associated as one of the variables and dimensions which hasten the satisfaction of 

customers in an effective way in what it concerns e-banking specifically in the Bangladeshi 

context (Al Kabir & Poddar, 2015). Going more into details, responsiveness was found as 

an influential construct affecting satisfaction both positively and considerably in several 

places around the world such as Nigeria as well as Dhaka and Tangail districts (Babatunde, 

2018; Khan et al., 2018).  
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Sociality  

H5: Sociality within mobile banking applications has a positive underlying impact on 

the satisfaction that customers have. The findings of this study go in accordance with the 

results induced and generated by previously established studies. Hedonic factors in which 

sociality is a component should be regarded and taken as part of the efforts willing to 

impact customers especially on the levels of both engagement as well as satisfaction. When 

considering special sectors specifically the financial one in the case of mobile platforms’ 

development, there should not be any dismissal of the power of sociality as one of the 

hedonic factors. It was originated that the prime effect on commitment/satisfaction was 

induced by specific constructs of service quality specifically on a mobile banking level 

being hedonic including sociality as a component. It was found as well that when 

attempting to contribute to an underlying impact on satisfaction/engagement of customers, 

there should be a consideration of the hedonic dimensions which includes sociality as one 

main element (Arcand et al., 2017). 

Reliability  

H6: Reliability within mobile banking applications has a positive underlying impact on 

the satisfaction that customers have. The findings of this study go in accordance with the 

results induced and generated by previously established studies. Reliability was found as 

one of the several factors affecting the satisfaction of customers specifically within the 

sphere of mobile banking (Gomachab & Maseke, 2018). Aside from responsiveness, 

reliability is the other factor found as well to serve as an influential factor affecting 

satisfaction meaningfully (Sagib & Zapan, 2014; Trialih et al., 2018). On a customer level 

and within the sphere of service quality, reliability is among the constructs which should 

be subject to distinct concentration by service providers for the purpose of reaching 

improved satisfaction (Khan et al., 2018). In what it concerns the Lebanese sector and 

community, an impact on customer satisfaction was found from the part of reliability as a 

variable (Hammoud et al., 2018).  
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4.5 Recommendations 

Upon the analysis and the findings of this study, many insights could be driven to help 

several parties to contribute the advancement of mobile banking applications in addition to 

the improvement of customers’ satisfaction.  

The recommendations are presented as it follows in consideration to respective and 

correspondent parties.  

Bank Managers  

• Improve the employees’ knowledge and experience with mobile banking 

applications; training programs and workshops should be done in order to reinforce 

their competencies and push them more toward mastery and professionalism.  

• Attract customers to use such kind of applications through offering them the chance 

of excluding the service fees; which can boost their satisfaction level.  

• Supply the customers via the applications with clear, truthful and detailed 

descriptions concerning all what is related to the application meaning terms and 

conditions since any misunderstanding might negatively impact satisfaction.   

• Upgrade mobile banking applications through allowing the users to personalize 

their salary distribution; for example: 

 

Figure 3: Pie Chart Showing the Salary Distribution via Debit Cards 

Attention: Almost half of your 

salary is spent on food and 
beverages  
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Assume that a customer has a salary of 2,000,000 L.B.P monthly and the whole amount is 

deposited at the bank account at the end of each month. Let’s pretend that the customer is 

using the debit card to pay a part of his/her bills, and the remaining part is paid with cash.  

With the salary distribution feature, the mobile banking application will automatically 

categorize the expenses through reading the location at which the customer is checking the 

debit card. Also, since not all the bills are being paid with the debit card, the customer can 

add the expenses paid with cash and add them to the category he/she wants. Thus, at the 

end of each month, the application would automatically report a pie chart as shown above 

to notify the customers about their spending. Moreover, a simple recommendation would 

appear at the bottom of the chart as an alert.  

IT managers 

• Focus on the highest dimension which is convenience and ease of use specifically 

through enhancing the applications’ user-friendliness by issuing an efficient 

application that would not crash during usage and that is unproblematic in what it 

concerns update for instance.  

• Let the application appear simple and easy to use to grab customers’ attention.  

• Incorporate the live chat (virtual assistant) as a service embedded in the application; 

customers will have the option to choose to whom they want to be directed to, which 

can facilitate interaction and upgrade sociality.  

• Enable the option of using biometrics like fingerprints in mobile banking 

applications focusing though on the second variable impacting customer 

satisfaction meaning privacy/security and enabling the customers to feel more 

comfortable. 

• Improve the mobile banking applications technologically through allowing users to 

issue and withdraw checks, open new accounts and pay bills via using the scan 

method (such as the QR code).  

• Encounter efficient updates for mobile banking applications on a regular basis 

including for instance security advancements to keep customers satisfied. 
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Sales Managers  

• Spread the culture of fulfilling banking needs through mobile applications; sales 

persons should take the step and communicate the benefits of using mobile banking 

applications with the customers. This should be done better by the means of 

arranging events especially for customers to introduce the efficacy of mobile 

banking applications and how to use them.  

Marketing Mangers  

• Enable customers to continuously rate the application as well as its services and to 

provide recommendations through the application itself or through regular 

feedback based meetings.   

• Enable the customers to know more about mobile banking applications and thus 

increase their engagement by focusing on explanatory and appealing 

advertisements that help individuals to understand more about the applications and 

their special benefits.  

Continuing within the sphere of recommendations, customers meaning banking clients 

should as well focus on being continuously informed and well-versed in what it concerns 

mobile banking applications in terms of usage, updates and others. In addition and in case 

of any inquiry even simple and basic ones, bank customers should keep on asking the 

specific customer service at their respective banks in order to avoid any misunderstanding 

or inconvenience which might inversely affect their satisfaction levels.    
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Chapter 5 

CONCLUSION  

5.1 Synopsis  

This study was planned and conducted with the main purpose of investigating and 

elaborating on the effect that mobile banking applications’ service quality has on customer 

satisfaction within the Lebanese sphere. In specific, it has considered North Lebanon as a 

special context into which the research will be done. Aside from the satisfaction of 

customers, the study was based on six main variables which were identified and adapted 

from previous literature review including each of assurance, convenience and ease of use, 

privacy/security, responsiveness, sociality and reliability. Based on the identified variables 

and constructs, six hypotheses have emerged in accordance with the main aim and purpose 

of the study. Internal consistency and reliability were assured in the study through various 

tests. After analysis of data, the six hypotheses were verified meaning that each of 

assurance, convenience and ease of use, privacy/security, responsiveness, sociality and 

reliability has positive impact on the satisfaction of customers within mobile banking 

applications. Based on the conducted regression, it was concluded that convenience and 

ease of use is the most significant variable in terms of having the highest impact on 

customers’ satisfaction. The study helped to shed more light and emphasize as well more 

on the topic electronic banking when linked to the satisfaction of customers in what it 

concerns a specific Lebanese region. In addition, the benefits of this study were numerous 

tackling many parties within the banking institution including each of bank managers, IT 

managers, sales managers and marketing managers.  

5.2 Theoretical Implications  

As a research topic, customer satisfaction was not deeply investigated and studied within 

the Lebanese sphere especially in the concern of electronic banking and its diverse kinds 

such as mobile banking applications. Given the knowledge of the author concerning 

pervious literature, the link between e-banking and the satisfaction of customers in 

Lebanon was undertaken only within one study. In addition, there was no precise 

investigation and research upon the sphere of a precise Lebanese region like North Lebanon 

with consideration of service quality variables. Therefore, this study elucidates more the 
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topic of electronic banking along with customer satisfaction while encountering more 

details concerning the issue within a specific Lebanese area. 157 answered questionnaires 

were used via SPSS in order to analyze the findings. 

5.3 Value and Managerial Implications 

This study has certain contributions in within the field of electronic banking; it deeply 

investigates the issue of customer satisfaction when related to e-banking or its diverse 

kinds. This study emphasizes on the topic while encountering more details in what it 

concerns the issue within the respect of a specific Lebanese region.  

This study could as well help different parties on ameliorating mobile banking applications 

and improving customer’s satisfaction. 

Concerning bank managers, they should work on the professionalism of the employees by 

training them on mobile banking applications. In addition, they must enhance the 

customer’s experience with the applications through personalization and customization. 

Moving to the IT managers, their main goal is to focus on the easiness of the applications, 

the interaction with customers and continuous upgrades. 

Moreover, sales managers need to spread the benefits of using these applications upon 

customers. 

Furthermore, the marketing managers should concentrate on enabling customer’s feedback 

and boosting advertising strategies.   

Finally, customers should maintain a good level of knowledge and information concerning 

mobile banking applications and they should address any inquiry they have in case of any 

inconvenience or misunderstanding. 

5.4 Limitations  

While taking into consideration mobile banking applications, this study covered as a sphere 

North Lebanon in specific limiting though the results to the region. In consideration of 

distinct contexts or even sectors, accordance of the findings may or may not be applicable.  
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In addition, the considered sample within this study might be small taking into 

consideration that the number of usable questionnaires reached 157. The access to a larger 

sample enabling enlarged conclusions was especially limited by the prevailing situation in 

Lebanon including both health (COVID-19) as well as financial and economic situations.   

Furthermore, some dimensions concerning service quality were not included in this study. 

Variables such as efficiency, compensation, fulfillment and others all are considered within 

the context of service quality especially electronic one (Zeithaml et al., 2002). Including 

all the variables listed previously in the review of literature might cause several 

complications. A high number of variables at one time will contribute to a bigger and 

complex model that will ultimately need more time and resources to be analyzed which 

might be not affordable for the researcher. Also, including a relatively big number of 

dimensions will further increase the length of the questionnaire which might not be 

appealing to the respondents increasing thus their boredom feeling and/or their 

unresponsive attempts.   

5.5 Future Perspective  

This study has covered North Lebanon in specific in order to tackle the impact of mobile 

banking applications on the satisfaction of customers being individuals. Noticing that each 

region in Lebanon has its own characteristics in terms of habits, mentality and way of living 

for instance, further future studies could emerge. A study could be done between North 

Lebanon and many other regions in Lebanon in order to compare and contrast the factors 

that might affect the satisfaction of customers upon the usage of mobile applications 

offered by banks.  

Furthermore, a study could be done between Lebanon and other outside contexts including 

different countries and societies sharing similar distinct cultures. More specifically, a study 

could be conducted in order to know the level at which the Lebanese banking sector is 

standing in terms of mobile banking applications specifically and what could be done to 

improve the satisfaction of customers.  
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APPENDICES 

Appendix A-Questionnaire 

The Effect of Mobile Banking Applications’ Service Quality on Customers’ Satisfaction   

The following questionnaire is developed by Joudi Faek for an academic purpose, which 

is the completion of a Master’s Degree in Science of Business Strategy at Notre Dame 

University-Louaize, Lebanon.  

Anonymity is assured in this context. The researcher is the only one who is connected to 

the collected answers and receives all data making it confidential.  

Honesty and transparency are kindly requested when filling in the questionnaire.  

The approximate completion time is around 17 to 20 minutes.  

Please note that your involvement in this study is optional. As there is no recompense for 

your contribution, there is no penalty for your rejection to participate. If you face any 

problems or you feel uncomfortable, you are able to leave and stop the questionnaire at any 

phase.  

Thank you for devoting your time and for taking part in the study.  

In case of any inquiry, please feel free to contact Joudi Faek via e-mail: 

judy_faek@hotmail.com or phone on: 71-491947 

*Required  

mailto:judy_faek@hotmail.com
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Appendix B-Mean of All Variables in Consideration of Education 

Education ASS CEU PS RES SOC REL SAT TOTAL 

Baccalaureate Mean 3.8000 4.3333 4.0800 3.8400 3.9333 3.4800 4.2000 3.9524 

N 5 5 5 5 5 5 5 5 

Std. Deviation .87321 .51370 .71554 .80498 1.09036 1.11893 .84853 .69263 

Technical Mean 3.3750 3.2083 3.2500 3.2500 3.0000 2.9000 3.7500 3.2476 

N 4 4 4 4 4 4 4 4 

Std. Deviation .43301 1.26473 .37859 .37859 .98131 .68313 .37859 .38734 

Bachelor Mean 3.7063 4.2275 4.0754 3.7048 3.7619 3.9040 3.9683 3.9069 

N 63 63 63 63 63 63 63 63 

Std. Deviation .92951 .68542 .76858 .79584 .85389 .70232 .77310 .63509 

Master Mean 3.5593 4.1582 4.0203 3.6000 3.6723 3.7288 3.9085 3.8068 

N 59 59 59 59 59 59 59 59 

Std. Deviation .76330 .70672 .71312 .81198 .96588 .76000 .77844 .64119 

Doctorate Mean 3.8654 4.0705 3.7538 3.6462 3.8205 3.8462 4.0692 3.8674 

N 26 26 26 26 26 26 26 26 

Std. Deviation .52550 .64148 .91792 .60215 .84449 .74470 .77344 .56633 
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Appendix C-Mean of All Variables in Consideration of Salary 

Salary ASS CEU PS RES SOC REL SAT TOTAL 

Dependent on 

Parents 

Mean 3.4828 4.2759 4.1103 3.6276 3.8391 3.8621 4.0897 3.8982 

N 29 29 29 29 29 29 29 29 

Std. 

Deviation 
.73171 .59973 .70424 .66273 .98247 .71933 .72029 .56844 

Under LBP 

1,000,000 

Mean 3.6071 4.3214 3.9286 3.7571 3.6429 3.8429 3.9000 3.8571 

N 14 14 14 14 14 14 14 14 

Std. 

Deviation 
.95934 .84849 .62071 1.10434 .85199 .68468 .79904 .69597 

LBP 1,000,000 - 

LBP 2,999,000 

Mean 3.7557 4.0985 3.9943 3.6409 3.7045 3.7443 3.8864 3.8321 

N 44 44 44 44 44 44 44 44 

Std. 

Deviation 
.90619 .80319 .90863 .80646 .98625 .89086 .77447 .73147 

LBP 3,000,000 - 

LBP 4,999,000 

Mean 3.7596 4.0769 3.9154 3.5923 3.6795 3.6154 3.9231 3.7946 

N 26 26 26 26 26 26 26 26 

Std. 

Deviation 
.78575 .76917 .89115 .61314 .97288 .75030 .82186 .62898 

Above LBP 

5,000,000 

Mean 3.6818 4.1174 3.9364 3.6682 3.7197 3.8727 4.0045 3.8573 

N 44 44 44 44 44 44 44 44 

Std. 

Deviation 
.69542 .59778 .66230 .76181 .76399 .66415 .76248 .54258 
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Appendix D-Mean of All Variables in Consideration of Age 

Age ASS CEU PS RES SOC REL SAT TOTAL 

18-26 Mean 3.5958 4.2694 4.0758 3.7667 3.8889 3.8358 3.9933 3.9180 

N 60 60 60 60 60 60 60 60 

Std. Deviation .74089 .68140 .69912 .70559 .80176 .67980 .70923 .56869 

27-35 Mean 3.5854 4.0976 3.9415 3.5463 3.6423 3.7951 3.8976 3.7865 

N 41 41 41 41 41 41 41 41 

Std. Deviation 1.02257 .79055 .82127 .93169 1.06820 .86543 .87764 .77550 

36-44 Mean 3.8021 4.1528 3.7250 3.5917 3.4306 3.7750 3.9833 3.7801 

N 24 24 24 24 24 24 24 24 

Std. Deviation .67155 .74522 .93402 .70644 1.09668 .73736 .72452 .58943 

45-53 Mean 3.9531 3.9896 4.0375 3.6875 3.7917 3.8250 3.9875 3.8960 

N 16 16 16 16 16 16 16 16 

Std. Deviation .73722 .73904 .71262 .63232 .54263 .76201 .86862 .59585 

54-62 Mean 3.6250 4.0476 3.9857 3.4714 3.8095 3.5286 3.9143 3.7689 

N 14 14 14 14 14 14 14 14 

Std. Deviation .54376 .47334 .73783 .73425 .66299 .82128 .68709 .52858 

63 and above Mean 4.2500 3.8333 4.5000 3.8000 2.8333 4.0000 4.4000 3.9452 

N 2 2 2 2 2 2 2 2 

Std. Deviation .70711 .70711 .70711 .56569 .70711 .84853 .84853 .52528 
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