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ABSTRACT: Thisresearch aimed at  applying SERVQUAI model to examine the relationship between mobile
banking services and customer satisfaction. While the previous researchers had already examined the effect of
qualities services on banking customer satisfaction, no previous study was done on mobile banking. Thus, the
current paper attempted to fill the gap in the literature by applying SERVQUAL model to study the quality of the
mobile banking services rendered by the banks in Iran. The researcher has used the customer satisfaction as the
dependent variable and the five dimensions of service quality; namely, tangibles, reliability, responsiveness,
assurance and empathy, as the independent variables. Results showed that the four variables tangible (0.204),
reliability (0.342), responsiveness (0.282), and empathy (0.345) would correlate with satisfaction significantly.
However, the assurance factor would have no relationship with CS. The ANOVA test showed that there was a

significant correlation between mobile banking services and customer satisfaction.
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INTRODUCTION

Modern management science philosophy
considers customer sdtisfaction as a baseline
standard of performance and a possible standard
of excellence for any business organization.
Especially, banks due to similar services
compete together in order to achieve customer
satisfaction. They try to create eases for their
customers. E- Banking is a new system that most
banks have used to achieve this objective. This
system opens multiple routes to the customer
service (e.g., ATM machines, telephones,
Internet  and mobile phones). Although,
advancements in e-banking technology have
dready transformed the modern world, E -
banking is «ill an innovation in creating
products and services through electronic
channels with low cost. These products and

services include billing, credit, deposit
management and electronic payment of products
and services such as electronic money (Samadi
and eskandari, 2012). Many researchers have
studied E -banking (Rexha et al., 2003; Poon,
2007; Eriksson and Nilsson, 2007; Udo et al.,
2010;Gilaninia and Mosavian, 2010; Zaribaf et
al., 2011). A new approach in the field of
banking services is the supply of financial and
banking services with mobile phones. Mobile
banking is as a wireless communication channel
for creating value by customers in banking
transactions (Taghavi Fard and Torabi, 2011).
Mobile- banking is a new concept that emerged
in the global economy in the recent years and
has created new streaming in the fields of
commerce and trade. Therefore, the attention of
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some researchers have focused on this concept
(Lee et al., 2003; Laforet and Li, 2005; Tobbin,
2007; Gu et al, 2009; Laukkanen and Kiviniemi,
2010; Lee et al., 2011; Taghavi Fard and Torabi,
2011; Singh, 2012; Zhou, 2012). In Iran, E-
business have got benefits such as the lack of

legal restrictions, minimum needed
requirements, high penetration rate of mobile
and advanced  wireless  communication

technology. However, financial resource of
people is limited; consequently, banks are
challenging each other in attracting customers.
Several Iranian banks, including private and
public banks, numerous financial and credit
institutions need to exert many efforts to keep
their customers in order to survive. The
constraints of financial resource under which
bank services are managed make it essential for
the managers to understand and measure
customers' expectations. In addition, any gap in
service quality has to be identified from the
customers' perspective (Rakesh, 2012). Thus,
many researchers examined satisfaction and
intention of banking customers (Moutinho and
Smith, 2000; Mihelis et al., 2001; Wirtz, 2003;
Laforet and Li, 2005; Liu et al., 2008; Gu et al,
2009; Bamdad and Rafiei, 2009; Udo et al.,
2010; Gilaninia and Mosavian, 2010; Kazemi
and Mohajer, 2010; Samadi and eskandari, 2011;
Grigoroudis et al., 2012). Customers choose a
products or services by considering their
qualities. SERVQUAL model is one of the
instruments used to measure the quality of
services. This scale has been tested and/or
adapted in a great number of studies conducted
in various service settings, cultural contexts and
geographic locations. For example, Islam (2012)
examined application of SERVQUAL model in
customer service of mobile operators. Zekiri
(2011)  have also  proposed  applying
SERVQUAL model and factor analysis in
assessing customer satisfaction with service
quality in the case of mobile telecommunications
in Macedonia. In the case of banking services,
some of the previous studies only used
SERVQUAL model to examine the quality
perception of the customers (Newman, 2001;
Kumar et al., 2009; Padhy, 2009; Agathee, 2010;
Kumar et al., 2010; Ravichandran et al., 2010;
Tsoukatos and Mastrojianni, 2010; Abdelghani,
2012; Rakesh, 2012; Seranmadevi and
Saravanaraj, 2012;). In these previous studies,

effect of qualities services on banking customer
satisfaction has been examined (Daniel and
Berinyuy, 2010; Kazemi and Mohajer, 2010;
Kumbhar, 2011; Samadi and Eskandari, 2011).
Furthermore, no previous study on this subject
has been done. Thus, the current paper attempted
to fill the gap in the literature by applying
SERVQUAL model to study the quality of the
mobile banking services rendered by Iranian
banks. The main purpose of the present study
was to examine the relationship between
qualities of MB services and satisfaction of
customers with SERVQUAL approach.

Theoretical Framework

Figure 1 presents the study conceptual
framework as well as showing the hypotheses
relationships between the constructs. The
researcher has used the customer satisfaction as
the dependent variable and the five dimensions
of service quality - tangibles, reliability,
responsiveness, assurance and empathy- are the
independent variables.

Mobile Banking

Mobile services are more attractive than
current online services due to service ubiquity, a
unique characteristic exclusive to the mobile
environment (Tojib and Tsarenko, 2012). In
Iran, the most important services provided in
MB system are : balance enquiry, last three
accounts transactions enquiry, draft, approved of
Check amount, Check status enquiry, blocking
card, buy prepaid recharge, installments
payment, bills payment, received messages
archives, ability of receiving various customer
accounts information, shopping ability, hotel
expenses payment, stock market status enquiry.

Service Quality and Customer Satisfaction
Banking industry has realized the
significance of customer-centered philosophies
and is turning to quality management approaches
to help managing their businesses. Many
scholars and service marketers have explored
consumers’ cognitive and affective responses to
the perception of service attributes in order to
benefit by providing what consumers need in an
effective and efficient manner. Consumer
satisfaction is considered the primary intervening
constructs in the area of service marketing
because ultimately it leads to the development of
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consumer loyalty or re-patronization of a
product or service (Ravichandran et al., 2010).

Service quality and customer satisfaction are
very important concepts, which must understand
by companies that want to grow while keeping
their competitive edge. In the modern
competitive environments, delivering high
service quality is the key for a sustainable
competitive advantage. Customer satisfaction
has a positive effect on an organization’s
profitability. Satisfied customers of any business
repeat purchase, show brand loyalty, and give
positive word of mouth. Many models have been
developed to measure service quality delivered
by firms in numerous businesses. It is important
to review service quality models because of its
relation with customer satisfaction. Thus, service
quality has become a major area of interest of
practitioners, managers and researchers because
of its impact on customer satisfaction, customer
loyalty, and of course, company profitability
(Zekiri, 2011).Therefore, in this paper, main
hypothesis is as follows:

H;: MB service quality has a significant
relationship with customer satisfaction in the
IRAN Bank.

SERVQUAI Model

Service quality is one of the important
attributes of service providers as they regard
measuring the service quality from consumers’
perspective as a top priority construct. Service
quality is an indispensable factor for customer
satisfaction, cost reduction, customer loyalty,
customer relationship and retention, profitability
and so on. Many have suggested that quality
results from a comparison of perceived
performance with expected performance based
on the so-called “disconfirmation theory”.
Indeed, this notion was the basis for the
SERVQUAL model, which views service
quality as the gap between the expected level of
service and customer perceptions of the level
received. Berry, Parasuraman and Zeithaml
(1988) are the creators of this instrument that is
used to measure the customer perceptions of
service quality (Islam, 2012). Therefore, the
evaluation of service quality results from
comparing the perception about received
services with prior expectations of what those
services should provide.

Previous studies did not support all factors
structure proposed by Parasuraman et al. (1988).
The universality of the scale and its dimensions
has also been the subject of criticisms and it is
believed that they require customization to the
specific service sector in which they are applied.

The SERVQUAL model consists of five
main dimensions, namely, tangibility, reliability,
responsiveness, assurance and empathy.

Lim, Tang and Jackson (1999) define these
five dimensions as given in table 1.

Isalam (2012) examined the application of
SERQUAL model in customer services of
mobile operators in Bangladesh based on four
dimensions (tangibles, reliability, responsiveness
and empathy). The following hypotheses were
developed Based on the SERVQUAL model,
and will subsequently be examined using
different statistical techniques.

H2: Tangibility has a significant relationship
with the Iran customer's satisfaction of MB
services.

H3: Reliability has a significant relationship
with the Iran customer's satisfaction of MB
services.

H4: Responsiveness has a significant relationship
with the Iran customer's satisfaction of MB
services.

H5: Assurance has a significant relationship
with the Iran customer's satisfaction of MB
services.

H6: Empathy has a significant relationship with
the Iran customer's satisfaction of MB services.
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Figure 1: Theoretical framework
Table 1: Definitions of dimensions of SEVQUAL model
Dimension Definition
Tangibles Physical facilities, equipment, external appearance of store and appearance of personnel.
Reliability Company’s potential of performing the promised service dependably and accurately.
Responsiveness Company’s willingness to help customers and provide prompt service.

Employees’ knowledge and courtesy levels and their ability to inspire trust and confidence. This

Assurance

dimension also includes competence, courtesy, credibility, and security.

Empathy Caring and personalized attention that the firm provides to its customers. This dimension also includes

access, communication and understanding the customer.

Source: adopted by; Lim, Tang and Jackson (1999)
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RESEARCH METHOD

The data were collected from three of the
Iranian Google groups (in category: School &
University Groups). An online questionnaire was
mailed to them. The sample size used was 120
respondents. The respondents were selected on
the basic of convenience sampling. Eight
demographic variables were investigated as
covariates in this research. These variables were
as follow: age, gender, educational qualification,
monthly income, use of mobile bank frequency,
most place use of mobile bank services, most
services used of mobile bank services, used
Communication Company. Eighteen questions
were developed based on SERVQUAL model.
The model included questions covering five
dimensions of the service that are tangibility,
responsiveness, assurance, reliability and
empathy. Likert scale was used to question the
respondents on the five-point scale. The
respondents were asked to rate on the scale
between strongly agree and strongly disagree for
measurement, customer satisfaction was designed
11 questions. One hundred seventy questionnaires
were distributed and 120 were returned.

The current study used a mixture of
statistical techniques to achieve the intended
objective. First, descriptive statistics were
employed to analyze the profile of the
respondents, which is necessary in analyzing the
result. Second, Pearson's correlation coefficient
was used to measure the relationship between
services quality and customers satisfaction.
Then, regression analysis was used to estimate
the cause and effect relationship between the
variables of services quality and customers
satisfaction. In addition, factor analysis technique
was used as a preliminary stage to logistic
regression analysis. SPSS 19 software was used
to accomplish all the above-mentioned tests.

ANALYSIS AND RESULT
Test of Hypotheses

According to the study results, each
demographical variable had a varied response
rate. There were 63 females and 57 males,
ranging in age from less than 20 to greater than
50, 90 subjects (66.7%) were aged 20-30. As to
educational background, 90 subjects were

master’s degree graduates. In relation to income,
57 subjects had a monthly salary of less than 300
Iranian Rials. Mean use of mobile bank
frequently is less than 1 per month and 48.9%
peoples replied their most place use of it is
everywhere. Most used services of mobile bank
are balance enquiry and buy prepaid recharge.
50.4% respondents used of Hamrah-e-Avval
communication company. These data are shown
in table 2. When evaluating an instrument or
conducting a research in general, attention need
to be paid to two issues: reliability and validity.
The mean technique wused for the main
dimensions. Reliability and internal consistency
of the multi item scales for each of the constructs
were measured using Cronbach Coefficient
Alpha. Reliability refers to the consistency,
stability and repeatability of a data collection
method. Ideally, the minimally CCA for primary
research should be 0.7. CCA values are
computed for each construct separately which
ranged from point 0.701 to 0.883. These data are
shown in table 3.

Table 4 shows the mean value depicting the
overall customers’ satisfaction. As far as this
descriptive statistics is concerned, customers’
satisfaction on mobile banking service is above
satisfactory level (with a mean value of 3.15 on
a 5-point Likert scale). In addition, mean of the
SERVQUAL dimensions are above satisfactory
level. Result of descriptive analyze shows the
man satisfaction (mean = 3.24, Std. Deviation=
0.33) is more than women satisfaction.

Calculate of correlation used to examine
relationship between dependent variable and
each independent variable. Results show the four
variables tangible (0.204), reliability (0.342),
responsiveness (0.282), and empathy (0.345) are
significantly correlated with satisfaction (table
5). In other word, these four factors have
positively relationship with customer
satisfaction. However, the assurance factor does
not have relationship with CS. These findings
show that H2,H3,H4 and H6 hypotheses have
confirmed. Nevertheless, H5 hypothesis does
not have confirmed. The regression and
ANOVA are used for test of first hypothesis.
The overall regression and its ANOVA are
summarized as follow:
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Table 2- Demographic factors of the respondents

variables Frequency Percentage (%0) Mean SD
Less than 20 8 5.9
20-30 90 66.7
Age 30-40 12 8.9 221 0.709
40-50 9 6.7
Greater than 50 1 0.7
Less than diploma 4 3.0
) diploma 3 22
53;&?2;:‘:; Associates 4 3.0 458 0940
Bachelor 18 133
Master or greater than 90 66.7
Gender male 7 122 1.53 0.501
female 63 46.2
Less than 300 57 422
Monthly Income 300-500 18 13.3
( thonand) 500-700 8 5.9 22 1
Greater than 700 37 27.4
Every day 0 0
3-4 per week 32 23.7
Oftenl\‘jlibe your 1-2 per month 19 14.1 3.45 1.036
Less than 1 per month 52 38.5
never 17 12.6
Home 32 23.8
Most place use of Office 10 7.4 0 o
MB Car 4 3.0
Every where 66 48.9
balance enquiry 34 28.3
approved of Check amount 0 0
buy prepaid recharge 23 19.2
received messages archives 2 1.7
last three acgr?:;lit:y transactions 19 158
Most s't\e/lr;ices of Check status enquiry 0 0 5.02 3612
bills payment 7 5.8
Send factor to Email 0 1.7
Money transfer 11 9.2
blocking card 13 10.8
installments payment 2 1.7
purchase 0 0
irancell 30 223
Most Of CC Hamrah-e-Avval 68 50.4 1.93 0.658
both 22 16.3
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Table 3: Reliability Analysis

Dimension Number of Question Alpha Values
Tangible 1-5-6-7 0.788
Reliability 12-13 0.734
Responsiveness 8-15-17-18 0.701
Assurance 2-3-4 0.883
Empathy 9-10-11-14 0.826

Table 4: Descriptive Statistics

N Minimum Maximum Mean Std. Deviation
satisfaction 120 1.82 391 3.1591 0.40728
tangible 120 2.75 5.00 3.3583 0.52132
reliability 120 2.00 5.00 3.1417 0.66162
responsiveness 120 2.00 5.00 3.2729 0.65945
assurance 120 2.33 5.00 3.4472 0.62547
empathy 120 2.50 5.00 3.2083 0.53387
Valid N (list wise) 120

Table 5: Correlations

satisfaction  tangible reliability responsiveness assurance empathy

Pearson

o ! 1 0.204 0.342 0.282 0.025 0.315
satisfaction ~ Correlation
Sig. 0.005 0.000 0.002 0.789 0.000
_ Pearson 0.204 1 0.461 0.816 0.750 0.747
tangible Correlation
Sig. 0.005 0.000 0.000 0.000 0.000
o Pearson 0.342 0.461 1 0.539 0.326 0.716
reliability Correlation
Sig. 0.000 0.000 0.000 0.000 0.000
) ] 0.282 0.816 0.539 1 0.483 0.687
responsiveness ~ Correlation
Sig. 0.002 0.000 0.000 0.000 0.000
Pearson 0.025 0.750 0.326 0.483 1 0.438
assurance Correlation
Sig. 0.789 0.000 0.000 0.000 0.000
Pearson 0.315 0.747 0.716 0.687 0.438 1
empathy Correlation
Sig. 0.000 0.000 0.000 0.000 0.000
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From the ANOVA Test, it shows the table 7
Sig. value 0.05 is greater than the calculated Sig.
value 0.002. It reflects the null hypothesis at 5%
level of significance. It means there was a
significant  correlation between dependent
variable and independent variables. Therefore,
customer satisfaction level depends on quality
dimension in mobile banking service. The
overall predictability of the model is shown in
the table 6 above. The adjusted R square value
of .472 indicates that the model explains about
47% of the factors responsible for mobile
Banking quality, which is significant (F=10.544,
p < 002). F values imply that the model and data
are well fit in explaining customer satisfaction in
mobile banking. Table 8 reports that the

standardized coefficient between MSBQ and CS
is 0.286.

Test of Measurement Model

Figure 2 presents the best model for showing
relationship between independent variables and
dependent variables. First model fitness
parameters did not showed a model goodness—
of—fit. So, that model modified by creating new
connections (reliability—> tangible,
responsiveness—>  reliability, reliability—>
assurance). These connections are logical with
attention to theirs correlation coefficients. The
alternative model in this study also has a good
level of fit (y2=103.8, d.f= 5, p=0.000, GFI=0.981,
RMSEA=0.05, NFI=0.986, CFI=0.990).

Table 6: Model Summary

Model R R Square

Adjusted R Square

Std. Error of the Estimate

1 0.586° 0.331

0.471 0.39187

a. Predictors: (Constant), MSBQ

Table 7: ANOVA

Model Sum of Squares Mean Square F Sig.
Regression 1.619 1.619 10.545 .002*
1 Residual 18.120 154
Total 19.740

a. Predictors: (Constant), MSBQ
b. Dependent Variable: satisfaction

Table 8: Coefficients

Unstandardized Coefficients

Standardized

Model Coefficients t Sig.
B Std. Error Beta

(Constant) 3.940 0.243 16.208 0.000

MSBQ 0.238 0.073 0.286 3.247 0.002

a. Dependent Variable: satisfaction
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Figure 2: Structural model

DISCUSSION AND CALCULATION

The present paper has been used customer’s
perception of mobile banking quality. The article
concludes that increase in service quality of the
mobile banking can satisfy and develop
customer satisfaction that ultimately retains
valued customers. The research generally
supports the result of previous research.
Ravichandran et al. (2010) examined influence
of service quality on customer satisfaction in
banking industry. In addition, Khalil Mohammad
Khalil observed that there is a relation between
customer satisfaction in online banking service
and tangible, reliability, responsiveness and
empathy. kumbhar (2011) proposed that
responsiveness, assurance, security, easy to use
are the factors affecting the customer satisfaction
in E- banking. Bank ATM service quality and
customer satisfaction by Bamdad and Rafiei
(2009) has been studied. Their results showed
that the customer satisfaction level is average. In
addition, they proposed that customers preferred
use of the ATM than go to the bank. Lee et al.
(2011) showed that the factors affected on
customer intention to use of mobile banking
services in order of importance are; personal
innovativeness, task-fit, connectivity,
connectivity, absorptive capacity and monetary
value. The results of Gu et al. (2009) indicated

that key determinants of behavioral intention in
mobile banking are perceived usefulness, trust
and perceived ease-of-use. Laforet and Li
(2009) identified the main barriers to mobile
banking as well as the lack of awareness and
understanding of the benefits. Therefore, Lack of
understanding of mobile banking benefits is a
reason for lake of customers unwilling. It is
suggests that banker advertising should focus on
the novel aspect for mobile banking. Bankers
should also consider raising consumer awareness
and acceptance of new technology-based
banking services more, through advertising and
promotion  rather  than  word-of-mouth
communication. Willingness of customers to use
electronic banking, which is a banks desirable
goal, increases when, access to modern banking
is more, customers understanding of electronic
banking, dependence of modern banking on
electronic network and customers imagery
about the benefits of using e-banking are better
(Zari Baf and Hosseini, 2012). Present paper has
been limited time and unavailability to
customers of a special bank. SERVQUAL model
is a widely accepted approach to measure the
difference between and perception there are five
gaps in the service quality concept; Islam (2012)
has concentrated on reality gap analysis. Future
researchers can concentrate on other dimensions.
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