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This study assessed the Effect of Core Banking on Customer Satisfaction in Commercial Bank of
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Ethiopia a Case of piassa branch To meet the objective the stuay used explanatory and descriptive
research design with mixed (qualitative and quantitative) research approach. Questionnaire was
the primary data gathering tools and 368 customers filled up the questionnaire properly. The data
collected were analyzed by using descriptive and inferential (correlation and regression analysis)
statfstics through statistical package for social science (SPSS) version 21. The research finding
showed, independent variables responsiveness tangibility and reliability have statistically strong
and positive relationship with customer satisfaction. Also empathy and assurance were moderate
and positive relationship with customer satisfaction. Similarly, the regression result revealed that,
responsiveness and tangibility were statistically positive and strong significant impacts on
customer satisfaction with the value of = 0.665 and 0.576 respectively. Following these reliability
and assurance were statistically moderate significant effects on customer satisfaction. Further,
empathy was statistically insignificant impacts on customer satisfaction. Moreover, qualitative
research finding confirmed the above facts. The introduction of centralized core banking system
helps to save time enerqy and improved service quality and also enhanced customer satisfaction.
However, systermy’ network interruption was the primary challenge during core banking service
provisions. Electriaity problem poor technology experience of customer, poor customer handling
Inaccessibility of ATM machine and  absence of quality services access and customer survey and
awareness creation were the other challenge for core banking service users. 7o improved customer
satisfaction the bank should be used fast service delivery channel and used yp-to-date core

banking solutions and also  alleviate the challenges that are face core banking service provision.

Key words: core banking system solution, customer, customer satisfaction.
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CHAPTER ONE
INTRODUCTION

This chapter introduced the research problems, background of the study, research objectives
and questions, significance of the study, scope of the study, definitions of terms and finally

organization of the paper.
1.1 Background of the study

Today's businesses environment tends to be rapidly and non-linearly changed due to
technological innovation, diffusion knowledge (the establishment of knowledge based economy)
and unlimited customer demand and its variability. Moreover, the increment of level of
competitions, customers' needs and expectation rapid change, high rate of technical
obsolescence and shorter product life cycle aggravate it business change. As a result business
owners actively engaged to meet the demand of their customer and to be competitive by using
sophisticated and modern information and communication technology (Kumar & Phrommathed,
2006). Among those, the banking industry needs attention to retain, attract and satisfying of
their customers within the existed competitive and dynamic environment. The use of
information and communication is paramount significance for banking sector. Along this,
internet is the main medium where all monetary, banking and business activities take place
globally. In addition, banking has transformed into customer focused technology driven banking
with non-stop digital services for customers and customers’ ability to bank from any branch in

once oountry (Maskell and Malmberg 1999).

In relation to this, Core banking solutions is one of the vital bank applications and its
transformation is driven by the need for responding to internal business imperatives (growth
and efficiency) and external business imperative(regulations and competition). On the other
side, Core banking solutions helps an increasing number of products to cater to different
customer segments and also the number of channels is expanding with time, which is increasing
the complexity of multi-channel banking. This has necessitated investments into modernizing
core banking systems in order to handle an increasing volume of product-channel transactions

and payments (Camgmeni Analysis, 2013)



Furthermore, Core banking solution technologies facilitate a central shared database support
the entire banking application. Business processes in all the branches of a bank update a
common database in a central server located at data center, which gives a consolidated view of
the bank’s operations. Likewise, branches function as delivery channels providing services to the
customers of the bank. Core Banking Solution is an integrated application that supports real
time, multi banking and multi-channel strategies. The single biggest achievement of
implementing the Core Banking Solution is that each customer is truly the customer of the
Bank and not just the customer of the Branch, where his/ her account is maintained. He/ she can
go to a branch anywhere in the country and perform a transaction. In relation to this, banks to
be competitive usually upgraded their technology for greater efficiency, responsiveness, getting
platform independent, adding new module to meet new demand, and for fewer system crashes

specifically core banking solutions.

As a result, banking industry worked to obtain the attention of existing and new potential
customers through accessibility and customer center service i.e. (making available the bank to
customers place) to do so mobile banking, internet banking, card banking and CBE birr are the
main ones. In addition, interconnection of all branches through network (core banking) is also
save customer, time, cost, and energy by providing service with closer branches. Banking
industry of the 21% century operates in a complex and competitive environment characterized
by these changing conditions and highly unpredictable economic climate. Information and
Communication Technology (ICT) is at the center of this global change hence banking industry
is entering into new phenomena of unprecedented form of competition supported by modern

information and commmunication infrastructure.

A strategic use of ICT and core banking solutions helps an organization gain a competitive
advantage through its contribution to the strategic goals of an organization and/ or its ability to
significantly increase performance and productivity. Similarly, 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 attributesin
order to benefit by providing what consumers need in an effective and efficient manner
(Ravichandran et al., 2010).



Banking industry is marked by aggressive competition and ever-changing customer demands.
As aresult, banks need to adopt themselves to the changing environment. It is essential for the
banks to adopt appropriate various strategies to merge as the preferred bank of customers.
Timely introduction of various products to suit the diverse needs of customers is a functional
necessity to the banks. Technology gives the cutting edge to come out with customer centric

products and delivery channels in time (Biju, Devandhiran & Sreehari, 2012).

The focus of this research was The Effect of Core Banking on Customer Satisfaction in Addis
Ababa emphasizing on Commercial Banks of Ethiopia(CBE) Piassa branch. To achieve this, the
researcher used survey research methods and also employs both qualitative and quantitative

approaches.

1.2 Background of the organization
Commercial bank of Ethiopia (CBE) established in 1942 as a state Bank of Ethiopia. It was

legally established as a share company in 1963. Following the declaration of socialism in 1974
the government extended its control over the whole economy and nationalized all large
corporations. Organizational setups were taken in order to create stronger institutions by
merging those that perform similar functions. As a result, in 1974, CBE merged with the
privately owned Addis Ababa Bank. Since then, it has been playing significant roles in the
development of the country (Yesuf, 2010). Then Addis Bank and Commercial Bank of Ethiopia
S.C, were merged by proclamation No.184 of August 2, 1980 to form the sole commercial bank

in the country till the establishment of private commercial banks in 1994.

The Commercial Bank of Ethiopia commenced its operation with a capital of Birr 65 million, 128
branches and 3,633 employees. Through time, branches are increased and stretched across the
country. In June 30" 2019 the bank assets reached 711.96 billion Birr and play a catalytic role
in the economic progress & development of the country. Also, CBE has more than 22 million
account holders and the number of Mobile and Internet Banking users also reached more than
2.5 million and also active ATM card holders reached more than 8 million. CBE combines a wide
capital base with more than 37,894 talented and committed permanent employees and more
than 22,000 outsourced jobs (http:// www.combanketh.et).



Due to information communication technology advancement banks extended and diversified
their services such as credit card, Visa and Master Card, mobile and Internet banking services.
Thus, the bank's customers will enjoy reduced waiting time and a greater choice of banking
channels and services. According to National Bank of Ethiopia, currently there are 17 banks
who have acquired core banking solutions that are required to interface with the National Bank.
(http:// WWW.NBE.COM.ET).

1.3 Statement of the problem

In recent business, customer centered services and satisfying of their customers is one of the
major missions for an organization. This is coming from high linkages of sustainability or
competitiveness of business with satisfied customers. When customers are satisfied the
organizations achieve higher sales, profit and market share and vice versa. Customer
satisfaction also leads organizations to gain loyalty and achieve the desired objectives.
Therefore, it is essential for organizations to satisfy their customer’s promptly so that they can
achieve what they plan. Banks as a business organization should provide a great care for its
customers to attract, retain and gain their loyalty (Eskindir, 2016 and Prahalad and
Ramaswamy, 2004).

In relation to this, commercial bank of Ethiopia has been providing many kinds of banking
services since its establishment in 1942. customers of the bank have not being satisfied by its
services due to poor service quality of the banks and absence of technologies that are

facilitate bank services (Dejene, 2019)

In recent time, the advancement of information and internet technology, the National Bank of
Ethiopia (NBE) required all commercial banks in Ethiopia to install a core-banking system in
2012 to integrate the services delivered in its all branch banks and to improve the quality of its
services. During the time The Commercial Bank of Ethiopia CBE successfully installed core
banking solutions in major head office organs and 34 branches in Addis Ababa. The regulatory
bank introduced the system for better transactions, financial records, including deposits and
loans, mortgages, internet banking and expansion of branches among others. In additions, the
implementation of this technology would enable the CBE to better cater to customers

requirements in efficient, cost effective and secure manner. Through time core banking



technology application upgraded and expanded its services hence the CBE would also offer
additional services, such as internet banking and mobile banking. To this effect, Commercial
Bank of Ethiopia (CBE) chose the Swiss IT vendor, Temenos Group to enhance its core banking
system (Addis Fortune, 2018),

In this information communication technology era, commercial Banks of Ethiopian core banking
service are not that much advanced and little care about their customers (Dawit, 2017) This
comes from poor technological changes in the bank and forced to use more obsolete and
traditional technologies, these are cause for dissatisfaction and switching customers (Eskindir,
2016). This means the banks are not satisfying their customers enough due to various factors
in which using traditional technologies is among them. Levesque and McDougall (1996) have
confirmed and reinforced the notion that consistent poor customer experience as a result of
poor service quality leads to a decrease in the levels of customer satisfaction and the chances of
further willingness to recommend the service (i.e, word-of-mouth advertising or referrals) is

lessened. This is true for commercial bank of Ethiopia, which is the leading bank in the country.

On the other hand, the implementation of core banking solutions or technology raised
efficiency, quality of process, optimal compatibility and utilization of the functionality, ensured
better risk management with good security and other related issues (Finacus Solutions Pvt Ltd,
2012). Further, the application of this technology is believed to have many contributions for the
bank.

Also, rapid change of customer’s needs and their poor satisfaction, the occurrence of gradual or
poor technology installing/ solution of commercial banks of Ethiopia are the primary motive to
conduct this study.

Hence, the researcher identified level of contribution of this technology on satisfying the

customers of the bank.



1.4 Research Questions

)/
A X4

What is the impacts tangibility dimension of core banking service quality on customer
satisfaction?

What is the impacts reliability dimension of core banking service quality on customer
satisfaction?

What is the impacts responsiveness dimension of core banking service quality on
customer satisfaction?

What is the impacts assurance dimension of core banking service quality on customer
satisfaction?

What is the impacts empathy dimension of core banking service quality on customer
satisfaction?

Which service quality dimensions have greater influence on customer’s satisfaction?

1.5 Objectives of the study
1.5.1 General objective

The general objective of the study was to assess the effects of core banking on customer

satisfaction in CBE (in case of Piassa branch)

1.5.2 Specific objectives

The specific objectives of the study are

1.

To assess the impacts of tangibility dimension of core banking service quality on
customer satisfaction in CBE.

To assess the impacts of reliability dimension of core banking service quality on
customer satisfaction.

To assess the impacts of responsiveness dimension of core banking service quality on
customer satisfaction.

To assess the impacts of assurance dimension of core banking service quality on
customer satisfaction.

To assess the impacts of empathy dimension of core banking e service quality on

customer satisfaction.



6. To identify which service quality dimensions have greater influence on customer’s

satisfaction.

1.6 Significance of the study

This study was greatly important for bank to assess whether its application of core banking
service enhance the level of customer satisfaction.
Moreover, the study will have the following significances:
e Identifies issues related to the application of core banking and which service quality
dimensions are more important for customer satisfactions.
e Identify customer perception about core banking service and what actual customer
satisfaction look likes in the bank.
e The study helpsto enhanced customer satisfaction in the bank.
e Banks can got better information from this research finding regarding with core
banking application and customer management
e Banks, marketing and operation manager and technologies can get an input to take

appropriate measures fromthe study.

Thisresearch used as a base point for further studiesin the related issues.

1.7 Scope of the study

Delimitation (scope) addresses how a study is narrowed in scope, that is, how it is bounded.
Limit your delimitations to the things that a reader might reasonably expect you to do but that
you, for clearly explained reasons, have decided not to do” (Dawson, 2007). In relation to this,
the study delimitate with concept, time and place. Geographically, the scope of the study will
limit core banking services in Commercial bank of Ethiopia (CBE); North Addis district; Piassa
branch. The researchers select this branch purposively, because this branch located on the
center of the city and accessible to the researcher, which make data collection processes much
easier. In terms of concept; the scope of this focuses on the assessing of core banking service
and their diminutions (tangibility, reliability, responsiveness, empathy and assurance) on

customer satisfaction.



1.8 Organization of the study

This research organized in five chapters, chapter one, discussed the introductory part,
background of the study ,background of the organization, statement of the problem, research
questions, objectives of the study, significance of the study and scope of the study. The next
chapter, chapter two discussed the review of related literatures of different scholars .chapter
three will deal with methodologies that will be used in conducting the study, in chapter four, the
data the collected data was presented, analyzed and interpreted. The fifth and the last chapter,

was discussed research finding, conclusions and recommendation of the study.

1.9 Definition of Key Terms

Core banking: - is refers to a centralized online real time exchange banking (Wikipedia).

Core banking solutions (CBS):- is a combination of an application software and network
devices.

Customers’ satisfactions: - refers to a person’s satisfaction with a product, a service, or a
supplier (Terpstraet al, 2014).

Service quality: - is the “the difference between customer expectations and perceptions of

service (Parasuraman, 1988).



CHAPTER TWO
LITERATURE REVIEW
2. Introduction

This part of the study discusses the concepts core banking and core banking solution in relation
with customer satisfaction. Moreover, this chapter discuses and presents the theoretical,
conceptual and empirical review of core banking with customer’s satisfaction and suited in the
study.

2.1 Conceptual and theoretical review
2.1 Basic Concepts of Core Banking and core banking solutions

As it can be seen various research and scholars literature Core Banking concepts stands for
"centralized online real-time electronic banking. Core banking refers to the services of
networked branches that allow to their dients to access their funds and to perform simple
transactions from any place. In broader sense, it refers to the exchange, upgrade and
outsourcing core banking system integrated into the package of software applications for
processing and posting the transactions, as well as managing the accounting processes. The
basis of this system is deposits and loans. In order to meet their clients’ needs banks use core
banking applications and also manage every change by the help of centralized data center,
which contains all necessary data of clients and their accounts. In addition, every banks collect
all transactions from individual branches with the help of technology or connectivity (Kre¢a and
Bara¢, 2015 and Revathy, 2004).

Core banking is a facility provided by banks in which a person having an account in one branch
can operate his acoount in another branch (Kaur, 2012). This has become possible because each
account holder is given a specialized computerized and unique account number. In simple terms,
CBS is a type of banking in which a person who opens a bank account in a particular branch of a
bank will be a customer of the bank rather than being a customer of a particular branch. Core
banking is all about knowing customers' needs, providing them with the right services at the
right time through the right channels. Moreover, core banking system is providing various

alternative delivery service channels, which reduce cost and time taken for the transactions and



also intended to improve banks operational effectiveness (Rahman and Qi, 2016 and Essayas,
2016).

Nowadays, most banks use core banking applications to support their operations and the entire
bank's branches access applications from centralized data centers. This means that the deposits
made are reflected immediately on the bank's servers and the customer can withdraw the
deposited money from any of the bank's branches throughout the world. These applications
now also have the capability to address the needs of corporate customers, providing a
comprehensive banking solution. In a core banking concept all the systems of the bank are
connected to the central office by means of a connectivity which may be either a leased line or a
dial up line (Rahman and Qi, 2016).

A few decades ago it used to take at least a day for a transaction to reflect in the account
because each branch had their local servers, and the data from the server in each branch was
sent in a batch to the servers in the data center only at the end of the day. Normal core banking
functions will include deposit accounts, loans, mortgages and payments. Banks make these
services available across multiple channels like ATMs, Internet banking, and branches (Rahman
and Qi, 2016).

In relation to this, there are many providers around the world that sell their core banking
products to the banks, such are FIS, Temenos, Oracle Financial Services Software, Infosys
Technologies, Fiserv, TCS FS, SAP, Polaris and many others. These products are called core
banking solutions and some of the operations they provide are recording transactions,
maintaining savings books, calculating interest rates for loans and deposits, keeping the
customer’s data, balance of payments, etc. Shortly, the CBS (Core Banking Solution) refers to
connecting the branches, which allows clients to manipulate their funds, independently of the
branch in which these are opened (Kre¢a and Bara¢, 2015).

As a result, Banks aim to reduce costs, enhance efficiencies and guarantee customer retention
with use of technology (Turnbull, 2007). In banking, the relationships between institutions and
their customers are critical (Seybold and Foss, 2001) and technology such as ATMs, POS, SMS
Banking, Online Banking and Mobile Banking is the mediator in that interaction. Technological

advances enable close and long-term relations with customers (Chairlone, 2009). For these new

10



generation banks the technological gene is called Core Banking Systems (CBS). CBS of a bank,
an engine to facilities appropriate service for customer. Core banking system (CBS) has been
effective in bringing about a radical change in the field of banking. CBS simplify their banking
operations by allowing them to conduct common frequently used banking transactions without
visiting bank’s branches, saving a lot of time. The platform where communication technology
and information technology are merged to suit core needs of banking is known as Core Banking

Solutions.
2.2 Core banking solutions

The advancement in technology, especially Internet and information technology has led to new
ways of doing business in banking. These technologies have cut down time, working
simultaneously on different issues and increasing efficiency. The platform where communication
technology and information technology are merged to suit core needs of banking is known as
core banking solutions. Here, computer software is developed to perform core operations of
banking like recording of transactions, passbook maintenance, and interest calculations on
loans and deposits, customer records, balance of payments and withdrawal. This software is
installed at different branches of bank and then interconnected by means of communication
lines like telephones, satellite, internet etc. It allows the user (customers) to operate accounts
from any branch if it has installed core banking solutions. This new platform has changed the

way banks are working (Rahman and Qi, 2016).

Core Banking Solution (CBS) is centralized Banking Application software. It has several
components which have been designed to meet the demands of the banking industry. Core
banking solution is supported by advanced technology infrastructure. It has high standards of
business functionality. Core Banking Solutions allows or helps the banks to offer a multitude of
services both at the branches and through digital medium bringing about a transformation in
the bank customer interactions. In other words, Core banking solutions are banking applications
on a platform enabling a phased, strategic approach that is intended to allow banks to improve
operations, reduce costs, and be prepared for growth (Abbate, 1999 and Kre¢a and Barac,
2015). This core banking application is centrally accessed by the branches and helps to provide
efficient services and it helps to reach bank service for every individual by the use of technology.

As they are networked, customers can access their accounts and perform certain transactions

11



from any of the bank’s branches. Broadly speaking, the customer is no longer a customer of the
branch but a customer of the bank. Core banking solutions (CBS) is a combination of an
application software and network devices. In Core banking solutions there is a central data
center and it has large data housing infrastructure that provides high band width access to its

clients such as, any services, networking devices, firewalls and other related equipment.

Gartner, (2011) defines a core banking system as a back-end system that processes daily
banking transactions, and posts updates to accounts and other financial records. Core banking
systems typically include deposit, loan and credit-processing capabilities, with interfaces to
general ledger systems and reporting tools. Strategic spending on these systems is based on a
combination of service-oriented architecture and supporting technologies that create extensible,
agile architectures

The implementation of core banking solutions facilitates the integration of bank's services
with installed technologies. This reduced risk that can result from manual data entry and out-of
-date information, increases management information and review, and avoids the potential

disruption to business caused by replacing entire systems.

2.3 Core banking system products

As a result of technological advancement and unlimited demands of customer core banking
system product increased time and space. Core banking products and services are methods
used by banking organizations to carry out their transactions at a center through centralized
banking services. These services include Automatic Teller Machines (ATMs), Electronic Fund
Transfer (ETF), mobile banking, online banking, Electronic Data Interchange (EDI) and
telecommunication services (Negalign Mamo, 2016). The major and well known core banking
system product discussed below.

231 Automated Teller Machines (ATM)

It is a computerized telecommunications device that provides the clients of a financial
institution with access to financial transactions in a public space without the need for a cashier,
human clerk or bank teller. Using an ATM, customers can access their bank accounts in order to
make cash withdrawals, credit card cash advances, and check their account balances as well as

purchase prepaid cell phone credits by the helps of their owns personal identification number

12



(PIN) ( Thompson, 1997),

232 Point-of-Sale Transfer Terminals (POS)

It is a system of sale transaction (sell goods or services) with computer, a cash register and
other equipment or software. Indeed, sale and payment transaction data can be captured
immediately by the computer system electronically. The system allows consumers to pay for
retail purchase with a check card, a new name for debit card. This card looks like a credit card
but with a significant difference (Malak, 2007).

23.3 Internet Banking

Internet banking, sometimes called online banking or web banking and it is outgrowth of PC
banking. Internet banking is a system that enables bank customers to access accounts and
general information on bank products and services or perform account transactions directly
with the bank through a personal computer or mobile using the internet as the delivery channel.
Further, an internet banking customer accesses his or her accounts from browser software that
runs Internet banking programs resident on the bank’s World Wide Web server ( Egland, et al,
(2008).

234 Mobile Banking

Mobile Banking refers to provision and availing of banking and financial services with the help
of mobile telecommunication devices. It is best described as the newest channel in a banking to
provide a convenient way of performing banking tractions using mobile phones or other mobile
device. With mobile technology banks can offer a variety of services to their customers such as
doing funds transfer while traveling, receiving online updates of stock price or even performing
stock trading while being stuck in traffic. Smart phones and 3G connectivity provide some
capabilities that older text message-only phones do not (Shan, 2006 and Singh and Nayak,
2012)

235 Telephone Banking

Telephone banking is a service provided by banks or financial institution, which allows its
customers to perform transactions over the telephone without the need to visit a bank branch

or automated teller machine offer the service on a 24-hour basis (Vila et al, 2013). Most

13



telephone banking services use an automated phone answering system with phone keypad
response or voice recognition capability. To guarantee security, the customer must first
authenticate through a numeric or verbal password or through security questions asked by a
live representative. Most financial institutions have restrictions on which accounts may be
accessed through telephone banking, as well as a limit on the amount that can be transacted.
23.6 PC-Banking

A banking service enables for bank customers to access their account information and perform
certain bank transactions using a personal computer and a modem. It has become a popular
method for people to manage money and pay bills using online server to log in to their account
and pay bills, transfer money between accounts and reconcile check ledgers.

2.3.7 Credit and Debit Card

It is a normal card whereby a holder is able to purchase goods, without having to pay cash
immediately. Credit card is built around revolving credit principle. Generally, a limit is set to the
amount of money a cardholder can spend a month using the card. At the end of every month,
the holder has to pay a percentage of outstanding (Gordaon E., and Natarajan, K,). Debit card is
used for purchasing goods and services or for obtaining advances for which payments is made

from existing funds in bank accounts.
2.4 Core banking service benefits for Customers and Banks.

Core banking and core banking solutions has a significant advantage or benefit for customer in
bank industry. Among those, the introduction of new delivery channels for customers, by banks.
Internet Banking, Mobile Banking, Mobile Automated Teller Machines (ATMs), multi- functional
ATMs, shared ATM services, quick and immediate funds transfer and smart card usage

opportunity and financial inclusion are the major once (Revathy, 2004).

Other benefits of customer in the implementation of core banking solution are (1)Availability
of electronic delivery channels like ATM, net banking and mobile banking, providing customers
alternate channels outside branch working hours(2) Quicker and efficient fund transfers for
customers (3) Customer can conduct their banking transaction from any branch of their bank(4)
Ability to offer improved services to the customers of the bank by the use of centralized
database which provide real time information to the customers of the bank (5) Introduction of

new product by banks which are useful to their customers like online bill payment (6)
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Customer can operate his account from any of the branch of the bank (7) More service channels
can be made available to the customer (8) Customer gets immediate credit if the transaction is
between the branches of the bank. Even extension counters can provide all services to the
customer (9) Customer gets full attention and service satisfaction at the branches as the
branches are freed from all back office functions, clearing functions and almost all accounting
functions (10) customer can get SMS alerts on his mobile or e-mail alerts through net for

transaction taking place in his account (Revathy, 2004).

On the other hand, Core banking and core banking solutions are paramount advantage for
banks such as (1) there is centralized transactions and accounts, this depicts real picture of
finandial position and situation of the bank and help timely and effective decision making (2)
used for centralized product control & monitoring; specifically, interest rate modifications,
product modification and interest application can be done centrally from one place for all the
branches(3) Introduced technology based services centrally(4) Centrally managed customer
account or in any branch services are functioned (5) helps to prepared centralized report and up
-dated decision making through connectivity (6) help for Centralized System Administration;
this helps also growth opportunities, efficiency gains and risk mitigation for aging
systems(Revathy, 2004 and KULKARNI P. R.2012).

Further, core banking solution implementation increased bank revenue since you will be able to
reach more customers, improved customer satisfaction since services will be readily available
and fast in their provision, cost reduction because it will not have to incur heavy wage bill,
reduced space requirements and hence reduced rent or lease payments. Other benefits include
increased efficiency since automation enables you to do more with less input, increased level of
output and employee satisfaction and motivation since they will not have to toil really hard.
Larger market share through attraction of new customers and customer loyalty may be gained
(Czerniawska and Potter, 2000).

2.5 Service Quality and Customer Satisfaction

As it can be seen many researchers literature service quality and customer satisfaction had
positive relationships and also tried to differentiate distinction between service quality and

customer satisfaction (Bitner, 1990; Bolton & Drew, 1991; Parasuraman et al, 1988). This
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differentiation is important for firms to concentrate on enhancing their capability to satisfy
customers through providing high service quality. One that is commonly used defines service
quality as the extent to which a service meets customers’ needs or expectations (Lewis and
Mitchell, 1990 and Wisniewski and Donnelly, 1996). Service quality defined as the difference
between customer expectations of service and perceived service. If expectations are greater
than performance, then perceived quality is less than satisfactory and hence customer

dissatisfaction occurs (Parasuraman et al ., 1985; Lewis and Mitchell, 1990).

Acoording to Mesay (2012) and Clemes, (2008) service quality leads to customer satisfaction or
to achieve high level of customer satisfaction, high level of service quality should be delivered by
the service provider. As a result, service quality improves; the probability of customer
satisfaction also increases. However, service quality is one of the dimensions to satisfied
customers or one of the potential to influence future quality perception. Indeed, service quality

and customer satisfaction concept discussed in details to understand the issues.

Customers is any individual who is able to figure out and do processing of account, checking
acoount and all other capable person who operate by banks (Wang and Splegel, 1994). In
relation to this customer has a significant role in business operation and the establishment of
effective communication between customers and businesses. Sometime consumers are
considered as a customer; hence, Businesses obtain better profitability, which stems from

satisfying consumers (Elfarmawi, 2019).

Satisfaction is derived from the Latin satis (enough) and facere (to do or make), hence
satisfying products and services have the capacity to provide what is being sought to the point
of being "enough." two related words are satiation, which loosely means enough up to the point
of excess, and satiety, which can mean a surfeit or too much of enough, as if to say that too
much is necessarily undesirable. These terms illustrate the point that satisfaction implies a
filling or fulfillment (Masrujeh 2009).

According to Kotler (2000), satisfaction is a person’s feeling of pleasure or disappointment
resulting from comparing a product’s perceived performance (or outcome) in relation to his or
her expectation. Kotler (2006) again defined customer satisfaction by giving details on the
attributes of a highly satisfied customer. According to him, a highly satisfied customer stays
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loyal, longer, and buys more as the company introduces new products and upgrades existing
products; talks favorably about the company and its products, pays less attention to competing
brands and is less sensitive to price, offers service or product ideas to the company and costs

less to serve him than new customers because transactions are routine.

Similarly, satisfaction is the degree that actual performance of a company satisfies customer
expectations, meaning the performance of a company satisfies customer expectations, the
customer will have sense of satisfaction; otherwise he/she will be dissatisfied (Abdoli &
Fereidunfar, 2008). Also, customer’s satisfaction is fulfilling their needs and wants as means for
the achievement of organization’s objectives. This underlying motivation on customer focus is
clear mission to create value for customers, stay profitable and gain desired performance (J.
Munaiah, 2017).

On the other hand, service quality defined as “the most powerful competitive weapon”,
(Haghighi et al, 2003). The customers expect two desirable and sufficient levels of services that
are separated by the tolerance zone of the customer (Baglou & Zomorodpoush, 2009).
According to interactive views, service quality is the outcome of customer and the service-
provider and organizational quality (Shahriari, 2006). In addition, Parasuraman (1988) service
quality is the “the differences between customer expectations and perceptions of service”.
According to him, measuring of  service quality as the difference between perceived and
expected service was a valid way and could make management to identify gaps to what they
offer as services. Similarly, Parasuraman et al., (1988), “service quality involves an attitude and
is an evaluation over several service encounters over time”. Also, service quality is a global
judgment, or attitude, relating to the superiority of the service, whereas satisfaction is related
to a specific transaction. Satisfaction is a post consumption experience which compares
perceived quality with expected quality, whereas, service quality refers to a global evaluation of

a firm's service delivery system.”

Furthermore, Oliver (1981) distinguished customer satisfaction from service quality in his
definition of attitude as “the consumer’s relatively enduring affective orientation for a product,
store, or process while satisfaction is the emotional reaction following a disconfirmation

experience which acts on the base attitude level and is consumption-specific’ Furthermore,
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Auka, 2012) also stated that high quality of service will result in high customer satisfaction and

increase loyalty.

Parasuramanet. Al (1985) and Zeithamlet.,, al (1990) noted that the key strategy for the
success and survival of any business institution is the deliverance of quality services to
customers. The quality of services offered will determine customer satisfaction and attitudinal

loyalty.

Likewise, service quality and customer satisfaction interrelated concepts and one influence the
others. Service quality has a strong correlation with customer satisfaction and also a it is a
strategic component and marketing plan of an organizations ( Spathis et al., 2004). Also,
service quality indicates the extent to which customers perceptions of service meet and/or
exceed their expectations or the differences between customer expectations and perceptions of

service (Zeithaml ,1990 and Parasuraman, 1988).

Service quality can be extended to the overall evaluation of a specific service with ten service
quality dimensions: tangibles, reliability, responsiveness, competence, courtesy, credibility,
security, acocess, communication and understanding/ knowing the customer (Parasuraman et al,,
1985, 1988). These ten dimensions define into five to measure customer’s perceived value of
service quality, which is known as SERVQUAL. This SERVQUAL adopts the meeting
expectations paradigm to measure service against firms (Ladhari, 2009) Parasuraman et al,,
1988).

2.6 Measurement of service quality

The SERVQUAL scale which is also known as the gap model by Parasuraman, (1988) has been
proven to be one of the best ways to measure the quality of services provided to customers.
Also SERVQUAL scale is a principal instrument for assessing customer service quality
(Parasuramanvd, 1991; Parasuraman et al., 1988).

Researchers have advised the customization of existing service quality scales depending on the
industry to which they are applied as retail industry (Schneider & White, 2004). In addition,
regarding to service quality dimensions emerged across a variety of services are important to

measured effectively. In the context of this study, five service quality dimensions (three original
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and two combined dimensions) are used. These are:-

(a) Tangibility: The physical facilities, equipment, infrastructure and the appearance of the
staff/ personnel

(b) Reliability: The dependability and accuracy of the service provider regarding with
delivery, service provision, problem resolution and pricing.

(©) Responsiveness: The ability to know and willingness to cater to customer needs or the

ability to respond customer request, questions, complaints and problems.

(d) Assurance: The ability of the staff to instill confidence and trust in the company or

knowledge and courtesy of employees and their ability to inspire trust and confidence or it

focused competence, courtesy, credibility and security.

(e) Empathy: The ability of the staff to provide a caring service to customers through

quality services, skillfully handling of conflicts and efficient delivery of services resulted in

satisfied customers for long term benefits or it includes access, communication, understanding

the customer.

The last two dimensions (assurance and empathy) contain items representing seven original

dimensions:- communication, credibility, security, competence, courtesy, understanding/

knowing customers and access; that did not remain distinct after the two stages of scale

purifications, therefore while SERVQUAL has only five distinct dimensions, they capture

facets of all 10 originally conceptualized dimensions. These service quality dimensions helps

to reduced service quality measurement issues through attention centered on the

determinants of perceived service quality with particular emphasis on the service delivery

process.
2.7 Challenges of core banking services

Core banking solution help to facilitate bank service, among those it  reduce in cost and
improve efficiency, enabling adoption of new customer centric strategies, enhancing business
banking and personalized service and incorporating new and increased business. However, this
are challenging because of deferent factors. Challenges faced in the process of core banking
system development include agreeing on what are actually necessary, security issues,
empowering employees to use the new system, vendor capabilities and credentials, risk of the

software capability to meet requirements and expectations, unavailability of the diverse skills
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required and data migration. Lack of suitable legal and regulatory framework for Core banking
and electronic payment is another impediment for the adoption of new technology in the

Ethiopia banking industry Negalign, 2016)

On the other hand, the security issue is of special concern in the Banking Industry, as banking is
highly based on trust from its customers. Hence, the risk of hackers, denial of service attacks,
technological failures, breach of privacy of customer information, and opportunities for fraud
created by the anonymity of the parties to electronic transactions all have to be managed.
Depending upon its nature and scope, a breach in security can seriously damage public
confidence in the stability of a financial institution or of a nation's entire banking system. Hence,
by introducing the appropriate security measures and putting security concerns at ease, the
Banking Industry might be able to attract the segments among consumers who previously were
not inclined to use core banking. Furthermore, it is also in the banks' own interest to improve
security, as digital fraud can be costly both in financial losses, and in terms of the damage it

does to the brand of the bank in question (Broderick and Vachirapornpuc, 2002).
2.8 Empirical Review

In relation to the study, some researchers were conducting a study before. Among those
Endalkachew, (2013) conducting research on Assessing the Impact of Core Banking and Service
Quality on Customer Satisfaction in Commercial Bank of Ethiopia focused on Bishofftu Branch.
The researcher used stratified sampling technique and also employed questionnaire for data
collection. The collected data was analyzed using descriptive statistics and inferential Statistics.
Based on their research findings, there was significant relationship between all service quality
dimension and customer satisfaction in commercial bank of Ethiopia. At the same time, there
was significant relationship between core banking and customer satisfaction. The three service
quality dimension (reliability, assurance, empathy) have positive and significant impact on
customer satisfaction at the bank. However, the rest two dimensions (responsiveness and
tangibility) have no impact on customer satisfaction Core banking also have positive and

significant impact on customer satisfaction.

Similarly, Ateneh (2018) assessed the effects of the five service quality dimension on

customers' satisfaction in Commercial Bank of Ethiopia, South Gondar Zone, Debre Tabor
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Branch. Results showed that four service quality dimensions which include tangibles, reliability,
responsiveness and assurance have significant positive effect on customers' satisfaction.
However, empathy was found to have positive and insignificant effect on customers

satisfaction in the study area.

In addition, research conducted by (Yared, 2018) on assessing the effect of core banking on
service quality and customer satisfaction under the emphasis on North Addis Ababa district.
The researcher used questionnaire and interview for data collection. This study mainly
employed a descriptive survey method. The necessary data are collected through primary and
secondary sources. The research finding indicates that, implementing modern core banking
systems has a contribution to the quick and fast service delivery and also banks need to be

mindful of the challenges associated with core banking deployments.

Again, the research conducted by Dejene (2019) focused on assessing the impact of core
banking on customer satisfaction In CBE in Bishoftu branch in Commercial bank of Ethiopia.
The researcher was used descriptive research design and the data were analyzed using
descriptive statistics to meet the research objectives. The result showed that, there were a
significant relationship between core banking and customer satisfaction. A volatile economic
climate, ever increasing competitiveness and continuous pressure to meet regulatory
requirements demand a flexible, consistent, secured, and cost-effective CORE banking systems
environment. Moreover, new age business environment is very dynamic and undergoes rapid
changes as a result of technological innovation, increased awareness and demands from
customers. Core banking system is providing various alternative delivery service channels, which
reduce cost and time taken for the transactions and also intended to improve banks operational

effectiveness.

Further, Tizazu (2012) oconducted the study on the Effect of Customer Service Quality on
Customer Satisfaction in Selected Private Banks. The researcher used survey research method
focused on service quality in relation to customer satisfaction in commercial bank of Ethiopia.
The research finding shows that, there is positive and significant relationship between
tangibility, reliability, assurance, and empathy and customer satisfaction. However, the results

also indicate that, there is a negative and insignificant relationship between responsiveness and
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customer satisfactions.

The research gap among the above study regarding with the impacts of core banking service on
customer satisfactions were the previous studies not clearly indicate five service quality
measurement with appropriate hypothesis test or an impact measurements. This study try to
full fill the research gapes and investigate the impacts of core banking on customer’s

satisfactions, through its main service quality dimensions.

Other global research studies in relation with the service quality and its influence on customer
satisfaction are discussed below. Mohammad and Alhamadani (2011) and Munusamy, et al,,
(2010) conducted a study on five dimensions of Service quality (tangibility, reliability,
responsiveness, assurance and empathy) with customers satisfaction. According to Mohammad
and Alhamadani(2011) research finding all service quality dimensions (tangibility, reliability,
responsiveness, assurance and empathy) have a positive and significant effect on customer
satisfaction whereas Munusamy, et al,, (2010) research result shows that three service quality
dimensions (assurance, empathy, and responsiveness) have positive and insignificant effect on
customer satisfaction. Tangibility has a positive and significant impact on customer satisfaction.

However, reliability has a negative and insignificant effect on customer satisfaction.

In additions, Mesay, (2012) research finding revealed that, there is a significant positive
relationship between the five dimensions of service quality with customer satisfaction. Among
those, empathy has strong correlation with customer satisfactions; on the other hand, reliability
has weakest correlation with customer satisfactions. This indicates that five service quality
dimensions (tangibility, reliability, responsiveness, assurance and empathy) current status or
organization implementing capability with the issues are determine the result of its relationship
and impacts.

2.9 Hypothesis of the Study

H1: Tangibility dimension of core banking service has statistically significant impact on
customer satisfaction in CBE.

H2: Reliability dimension of core banking service has statistically significant impact on customer
satisfaction in CBE.

H3: Responsiveness dimension of core banking service has statistically significant impact on
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customer satisfaction in CBE.

H4: Assurance dimension of core banking service has statistically significant impact on
customer satisfaction in CBE.

H5: Empathy dimension of core banking service has statistically significant impact on customer
satisfaction in CBE.

2.10 Conceptual framework

The conceptual framework of study design based on the review of theories, empirical studies
and also comply the independent and dependent variables of the study. Moreover, this
conceptual framework summarized from reviewed literature and postulated core banking
service and customer satisfactions. As it can be seen the relationships of independent and
dependent variables i.e, the core banking service or all independent variables service quality
measurement dimensions (tangibility, reliability, responsiveness, assurance and empathy)

degree of influence on customer satisfaction clearly indicate in this study.

Independent variable Dependent variable
Core banking dimension
. Customer
Reliability
Satisfaction
Assurance
Responsiveness
Empathy
Tangibility
Figure 2. 7 conceptual framework
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CHAPTER THREE
RESEARCH METHODOLOGY
3. Introduction

This chapter deals with the research methodology; it is a plan of action or a way to
systematically solve the research problem. Under this topic, research design and approach,
target population, sampling design and sample size, methods of data collection and analysis,

validity and reliability of the instrument and ethical consideration are discuss in detail.

3.1 Research Approach

This study used both qualitative and quantitative research approach. The qualitative method
used to find out a depth investigation, which is not possible to analysis by quantitative methods.
Whereas quantitative approach enables to used numeric explanation, so it helps to breadth
research findings. By using both methods together, the researcher substantiated the breadth
and depth of the findings (Saunders and Lewis 2018). Therefore, the researcher applied mixed
approach in order to conduct this study.

3.2 Research design

Research design is a general plan of how the researcher goes about answering the research
questions. In other words, it the plan or overall research program that helps the researcher
obtain answers to the research questions (Kombo and Tromp, 2014). In order to achieve the
study objectives, the researcher carryouy survey research types and also used descriptive and
explanatory research design based on the ground that it helpsis to examine the impact of core

banking on customer satisfaction in CBE (in case of Piassa branch).

The explanatory research designed depicts determining causal relationship between core

banking and customer satisfaction in CBE whereas Descriptive research design method is an
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advantageous to pertinent to collect details of data from many respondents, it describes what
the reality or what actually exist within a situation such as current practices, progresses and

situations of different aspects of the research (Creswell, 1994).

3.3 Sampling Design
In this study, sample size and sampling design determined in the process of selecting samples.
The researcher determined, the study population, the sample frame, sampling technique and
then selecting the sample to examine the impact of core banking on customer satisfaction in
CBE.

3.3.1 Study population/ universe

Acoording to Davis, (2000) population is defined as “the complete set of units of analysis that
are under investigation, while element is the unit from which the necessary data is collected.
The target population has the elements, time, and geographical boundaries showing that the
scope of study and the research objective play a major role in the definition of the target
population (Bougie & Sekaran, 2013). This study examined the impact of core banking on
customer satisfaction in Addis Ababa CBE. CBE had four districts in the country from those the
study focused on North Addis district, Piassa branch only. Because of high population and
shortage of time are the major reason to select this branch. As a result the researcher easily
managed data collection processes. The major respondents of the study are commercial banks
of Ethiopia customers. Moreover, the study covers Piassa branch workers as interviews
respondents.

3.3.2. Sample Frame

In order to ensure the validity of the study taking sufficient sample size and utilizing sampling
techniques are given special concern. The sample frame of the study focused on the impacts of
core banking on customers in North Addis district; Piassa branch only. The total number of
customer in Piassa branch is 14,920, which are the total number of current account holder
customers are (503) and that of saving account holders are 14,417 (Branch report, October 31,
2019) Also, for the purpose of interview one Piassa branch manager and one expert who are

working in customer’s management are included in the study.
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3.3.3 Methods of sampling and Sampling Technique

The researcher used both probability and non-probability sampling techniques to conduct this
study. By using non probability sampling (purposive sampling techniques) the researcher select
study area which is researcher select Piassa branch because the branch located on the center of
the city and accessible to the researcher, which make data collection processes much easier.
Also, under core banking, one is not a customer of a branch but is considered as customer of the
bank but for the purposes of this study Piassa branch selected purposively to assess the impact

of core banking on customer satisfaction.

On the other hand, the researcher used probability (simple random) sampling technique to get
information from Piassa branch customer and its total number were 14,920 in Piassa branch.

Acocording to (Kumar 2002), the optimum sample size is one of fulfilling the requirements of
efficiency, representativeness, flexibility and reliability while taking into consideration the
constraints of time and cost. As a result of this, to determine the sample size take in to account
the acceptable confidence level and true representation of sample. Hence, for the purpose of

this study Yamane (1967) formula employed with 95% confidence level with 5% margin error.

N
n=——2
1+ N(e) Where,

N= population size (14,920) these are total number of Piassa branch bank customer
n= sample size
e= sample error=(0.05)

14920
L= 2
1+ 14920(0.05)

=389 this are to total number of the sample.

3.4. Data sources

To acquire the relevant data the researchers used both primary and secondary data source and also

apply various data gathering tools and techniques.
3.4.1. Primary Data Sources

To conduct the study the researcher employed both close and open ended questionnaires,
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unstructured interviews to assess the impacts of core banking on customer satisfaction in the
study area.
3.4.2 Secondary Data Sources

To ensure the purpose of this research, the researcher collect relevant secondary data source
from published and unpublished materials; those are professional journal articles, thesis, report
and different research books. This helped the researcher to cross check and validity of the

results of primary data.

3.5 Methods of data Collection

For the purpose of data triangulation, the researcher employed both primary and secondary
data source by using various data gathering tools and techniques. The primary data was
collected through questionnaire, interview and document review, whereas the secondary data
collected through document review.

3.5.1 Questionnaire

For this research the researcher used questionnaire to get required information and also apply
semi-structured (both an open-ended and closed end) type of questionnaire. The questionnaire
has two parts; the first part focuses on demographic information of respondents, while the
second part is emphasizing on core banking service and its customer satisfaction practices with
five dimensions of service quality such as tangibility, reliability, responsiveness, assurance and
empathy. The questionnaires are prepare in English and Amharic then the prepared
questionnaires distributed for 10 bank service providers and 10 customers as a pilots test to
improve the answerability of the questionnaires and used the feedback properly. Finally, the
researchers distributed 389 questionnaires to gather relevant data from Piassa branch
customer and analyze qualitatively and quantitatively to confirmits postulate.

3.5.2 Key informant interview

The Interview parts of this study focused on a series of open ended questions related to core
banking practices in CBE in Piassa branch and its customer satisfaction. The open-ended
natures of the questions try to depict current status of core banking solution and customer

satisfaction with its overall service. To get relevant information the researchers will use one
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Piassa branch bank manager and one expert who are working in customer management area as
an informative interview. This is carryout with appropriate guideline and it also helps to
triangulating the finding of the study. During interview the interviewer will use sound recorder

to collect information accurately.

3.6 Methods of Data Analysis and presentation

After collecting raw data the researcher analyzed the data quantitatively (inferentially) and
qualitatively (descriptively). The open-ended questionnaires, demographic of the respondents
and interview parts of the study discussed descriptively and present with words, frequencies,
percentage, table, figure and means by the help of statistical package for social science (SPSS
version 21), whereas the quantitative data presented by using ordinary least squares
regression model and Pearson correlation. To this effect the researcher used 5 point Likert
scale, with choices from “strongly disagree” to “strongly agree” and analysis inferentially.
Moreover, the researcher used Pearson correlation to identify relationship that exists between
dimensions core banking service and customers satisfaction. Similarly, the regression analysis is
to indicate level or degree of core banking service dimension on customer’s satisfaction. When
analyzing the data, core banking service dimensions were considered as the independent
variables whereas customer’s satisfaction is the dependent variable. According to Pohlman
(2003) OLS models shows the relationship between a dependent and a collection of
independent variables. In OLS models at least one dependent variable and two or more
independent variables treated. Also the study depicts how dependent variables influenced with
independent variables using multiple linear regression analysis. The regression model and its
formulas indicated below.
Y=Bo+B1 X1 +B2Xo+ B3 Xs+Ps Xa+B5 Xs + €

Where Y = customer satisfaction,
Bo is regression constant,

B1 — Bs regression coefficients,
Xy is tangibility

Xz isreliability,

Xz is responsiveness,
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X4 is assurance,
Xs is empathy,
€ model’s error term.

3.7 Reliability and validity of instrument

Acoording to Hair et al., (2007) reliability indicates the extents to which some variables or set
of variables are consistent in what they are intended to measure. Reliability analysis measures
the internal consistency of a questionnaire. As a result, the result the researcher used others
measurement scales to ensured reliability and also before actual data collection the researchers
employed pilot test and improve the darity and responsiveness of the questionnaire based on
pilot test feedback. Then, Cronbach Alpha reliability statistics applied to check reliability of the
instruments and the coefficient of the reliability of Alpha, a= 0.975. According to George &
Mallery (2003), the value of Cronbachs alpha coefficient should be more than 0.7 which is an

acceptable level of internal consistency or reliability.

On the other hand, Validity concerns with the degree to which a question measures what it is
intended to measure. To ensure the issues of validity the researcher selected relevant data
collection instrument based on literature and follow scientific research procedures. In additions,
the researchers took comment from the advisor. In addition the researcher prepared
standardized questionnaires by focusing main variables and research objective. Then the
researcher collected the relevant data from correct information providers and the collected data

measured by appropriate data analysis tools.

Table 3. 7 Reliability Test

Variables Cronbach's Alpha result No of items
Tangibility 996 5
Reliability 997 5
Responsiveness 996 S)
Assurance 996 5
Empathy 996 4
customers satisfactions 996 4
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Total mean 997 28

3.8 Ethical Consideration

During conducting this study the researcher followed and carryout ethical protocols of scientific
research and its procedure. The researcher respects the privacy and willingness of all research
participants and fully aware the objectives of the research and their contribution to its
completion. The other ethical measures exercise by the researcher treated the respondents with
respect and courtesy. This is to be done, the respondents may be ease and more likely to give
honest responses to the questionnaire. On the other hand, the information that gathers from
the research participant analyzed with its full confidentiality and used for the intended purpose
only. Moreover, all sources and scholars property rights issues properly acknowledged

throughout the study.
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CHAPTER FOUR
CHAPTER FOUR: RESULT AND DISCUSSION
4.1 Introduction

This chapter deals with data presentation, discussion and result gained from questionnaire and
interview. The result presented by table, figures and statically analysis. As it has been stated
before, the study assesses the impacts of core banking on costumer satisfactions on CBE Piassa
branch.

4.2 Response Rate
To conduct this study the researcher prepared a total of 389 questionnaires and distributed all
of them to collect the necessary information from research participants. The summary of

the response rate is indicated in Table 4.1 below.

Table 4. 7 Responded rate of the stuady

ltem Response Rate
No of questionnaires Percent
Distributed questionnaires 389 100%
Collected and used 368 94.6%
Non return and incomplete 21 54%

Source: own survey 2020

Tables 4.1 indicate that, from the total 389 distributed questionnaires the researcher used
properly 368 questionnaires to conduct the study. This is representing a 94.6% response rate.
The remains 21 (5.4% ) of the questionnaires were non return and incomplete.

4.3 Background information of respondents

To shows the back ground information of the respondents, the researcher used descriptive statistic. The

next table (table 4.2) summarizes all background information of respondents.

Table 4. 2 respondent s characteristics in sample survey

Description (N=368) (%)
category frequency

Sex Male 204 55.4%
Female 164 44.6%
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Total 368 100%

Age 15-25 years 88 239%
26-35 years 184 50%
36-45 years 72 19.6%
46-55 16 43%
Above 55 years 8 299
Total 368 100%
Educational No formal schooling 4 11%
background Primary school completed 48 13.0%
Secondary school completed 40 10.9%
Certificate 20 5.4$
Diploma 68 18.5%
First degree 144 39.1%
Masters and above 44 1%
Total 368 100%
Costumer years, | essthan3 years 16 43%
used for service 3-6 years 124 33.7%
7-9 years 112 30.4%
10-12 years 44 12%
More than 12 years 72 19.6%
Total 368 100%

Source: field survey, 2020

Table 4.2, above shows the background information of customers/ the respondents in the study.
Nearly half (55.4% ) of the respondents were male and the rest 44.6% of the respondents were
female. Furthermore, table 4.2 shows, the respondent’s age between 15-25 and 26-35 accounts
23.9%, 50% , respectively. The remaining 26.1% of the respondents were above the age 35.
This implies that, half percent (50% ) of Bank customers’ age found 26-35 years, hence these
young customer are an opportunity for bank to introduced core banking solution. On the other
hand, 39.1% of the respondents were degree holders and also and 18.5% of were diploma
holders. This indicates the majority of the customers can understand the core banking
application and logically determine their level of satisfaction based on them.

Table 4.2 depicts, 64.2% of the respondents took CBE services the years interval with 3-9
years.

When we see years of respondents that are used bank service, 64.2% of the respondents took

33



CBE services with 3-9 years interval.
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Figure 4. 7 core banking service used by bank customers in the /ast two years
According to the above figure, out of 368 respondents, 76.36% of them used Automated Teller
Machines (ATM) in the last two years. Next to this, 30.76% of the respondents were used mobile
banking, in the last two years. In the last two years, respondents used internet banking, Telephone
banking and Point of Sale transfer terminals (POS) with 18.9%, 11.89% and 6.30% respectively. This
indicates that, most of customers frequently used Automated Teller Machines (ATM). In addition,
mobile banking and internet banking are relatively better frequency to used core banking in the last two

years.

4.4 Correlation of variables

The correlation analysis shows only the direction and degree of association between variables.
However, as a result of interactions the direction and degree of relationship varies within
variables. This parts of the study presents the results and discussions of the correlation
analysis depict the relationship between the independent variables (tangibility, reliability,
responsiveness, assurance and empathy) and the dependent variable with customer
satisfaction. Below table 4.3, correlation matrixes indicate that, tangibility, reliability and
responsiveness independent variables statistically strong relationship with Customer
satisfaction. On the other, hand, the independent variables assurance and empathy have

statistically moderate relationship with Customer satisfaction. According to Dancey and Reidy
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(2004), correlation coefficient result greater than 0.7, it indicates a strong correlation between
variables and also correlation coefficient result found between .30 to .70 are deemed moderate
correlations. Below thistable, shows the facts.

Table 4. 3 Corrélation Matrix

Tangibility | Reliability | Responsiveness | Assurance | Empathy | Customer
satisfaction
Tangibility 1
Reliability 912" 1
Responsiveness | 863" 771" 1
Assurance 600” 666" 682" 1
Empathy 670" 709" 694" 860" 1
Customer 860" 755" 874" 530" 598" 1
satisfaction

**_Correlation is significant at the 0.01 level (2-tailed).

The correlate matrix indicated that, the independent variable responsiveness, tangibility, and
reliability have statistically strong and positive customer satisfaction r = 0.874™ 0.860™ ™™
0.755" respectively (p = 0.000). Secondly, empathy and assurance have statistically
moderate and positive correlation with customer satisfaction r =.598" and .530" (p = 0.000).
As it can be seen the table, responsiveness, tangibility, and reliability were strong correlation
with dependent variable customer satisfaction. Likewise, empathy and assurance were

moderate correlation with dependent variable customer satisfaction.

4.5 Multiple Regression assumption

In conducting a research multiple regressions depict the relationship between dependent and
independent variable and its degree of impacts/ influence within the relationship. However,
multiple regressions result should be reliable certain assumptions are crucial and carryout
before reached conclusion. These assumptions are not met; the results may not be trustworthy,
resulting in an error, or over- or underestimation of significance or effect size. These important

multiple regression assumptions and tests show below
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451 Normality Test

Normal distributed assumption is relevant to multiple regressions. When histograms are close to zero it
is assumed that the data is normally distributed for the dependent variable. However, when skewness
and kurtosis are not close to zero and the histogram does not appear to have a normal distribution
(Osborne and Waters, 2002). According to figure 4.2 below indicated that the skewness and kurtosis are

not far from zero or between them the zero value is indicated. Thus, the result assured that the

distribution is normal for this study.
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Figure 4.2 Histogram regression of standardized residual dependent and independent variables

4.5.2 Linearity Assumptions

Multiple regressions need to be alinear relationship between the dependent and predictor
(independent) variables. As a result normality of residuals can be checked with a normal p-p plot. The
plot shows that the points generally follow the normal (diagonal) line with no strong deviation. This
indicates that the residuals are normally distributed. Asaresult figure 4.3 below indicated Normal P-P

Plots show that this assumption had been met for this study.
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Normal P-P Plot of Regression Standardized Residual

Dependent Variable: Customer Satisfaction
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Figure 4. 3 Normal P-P Plot of dependent variable customer satisfaction.

4,53 Homoscedasticity test

As it can be seen table 4.3 the variance is constant across all levels of the predictor variables.
This assumption is also known as the homogeneity of variance assumption. The variance of the
error term is constant across cases and independent of the variables in the model. An error
term with non-constant variance is said to be heteroscedastic. Because the dots are scattered

randomly without any pattern, it means the variance of the residuals are constant.

Scatterplot
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Figure 4.4 Scatter Plot standardized residuals vs predicted values
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454 Multi-colliniarity issues and its test

Before analysis of multiple regressions the researcher checked multi-collinearity issues. In
multiple regressions model multi- collinearity problems are faced as a result of which two

or more predictor variables high correlations or non-related existence. If there is an

existence of multi- collinearity between variables it implies that one variable can be linearly
predicted from the others with a substantial degree of accuracy. The existence of
Multicollinearity detected by tolerance values and variance inflation factor (VIF) result.
Tolerance is an indicator of how much of the variability of the specified independent is not
explained by the other independent variables in the model. The value is very small and less than
0.1, it indicates that the multiple correlations with other variables is high, suggesting the
existence of multi-collinearity. On the other hand, VIF (Variance inflation factor) is above 10 it
is indicating that there is multi-collinearity between variables. The tolerance values of all

independent variables and the Variance inflation factor of this study are shows below the table.

Table 4. 4 Multi-collininearlity test

Collinearity Statistics Remarks
Tolerance VIF
Tangibility 133 8.717
Reliability 175 7.395 | No Multi- collininearlity
Responsiveness 199 5.025
Assurance 224 4465
Empathy 223 4494

NB. Dependent variable: Customer Satisfaction.
Source: Survey Data (2020)

As can be seen from table 4.4 above, the tolerance level of all independent variables are greater
than 0.1 and the VIF value of all the independent variables are also less than 10. This confirms

the absence of multi-collinearity.
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4.6 Regression analysis

Regression analyses indicate that how much the independent variable i.e. service quality models
(tangibility, reliability, responsiveness, assurance and empathy) explain or influences the
dependent variable which is customer satisfaction. The results of the regression analysis are
presented the table below.

Table 4. 5 multiple regression output.

Model Summary”
Model R R Square Adjusted R Square Std. Error of the Estimate
1 905° 818 816 .50661

a. Predictors: (Constant), tangibility, reliability, responsiveness, assurance and empathy.

b. Dependent Variable: Customer satisfaction.

ANOVA®
Model Sum of Squares Df Mean Square F Sig.
Regression 418.661 5 83.732 326.240 .000°
1 Residual 92910 362 257
Total 511.571 367

a. Dependent Variable: customer satisfaction

b. Predictors: (Constant), tangibility, reliability, responsiveness, assurance and empathy.

Coefficients’
Model Unstandardized Coetticients Standardized T Sig.
Coefficients
B Std. Error Beta
(Constant) -178 110 -1.625 105

Tangibility 516 086 A41 6.015 .000

Reliability 245 073 237 -615 .000
1

Responsiveness 665 056 .596 11.867 .000

Assurance 211 060 166 3498 001

Empathy 180 067 057 1.204 .003
a. Dependent Variable: Customer satisfaction.

The value of R square is used to evaluate the model. The model summary tells us how much of
the variance in the dependent variable over all service quality is explained by the model which

includes the independent variables of tangibility, reliability, responsiveness, assurance and
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empathy. Table 4.5 model summary shows that R Square explains by 0.818 or 81.8 percent of
the variance to overall service quality at the significant level of p = .000.

As depicted in the ANOVA table 4.5 the significance value of F statistics is 0.000 which is less
than 0.05. This also shows that there is a significant relationship between the dependent and

independent variables with F-value= 326.240.

In addition, table 4.5 shows that all independent variable (tangibility, reliability, responsiveness,
assurance and empathy) have positive impacts on customer satisfactions. Particularly,
responsiveness and tangibility were statistically strong significant impacts on customer
satisfaction with the value of B = 0.665 and 0.516 respectively. This indicates that
responsiveness and tangibility are crucial impacts on the enhancement of customer satisfaction
regarding with Commercial Banks of Ethiopian core banking solution. Moreover, reliability and
assurance were statistically moderate significant effects on customer satisfaction with the value
of B = 0.245 and 0.211 respectively. Further, empathy was statistically insignificant impacts on

customer satisfaction with the value of 8 = 0.180.

The above findings of this study are consistent with the reports of previous studies. For
instance, Mesay (2012) supported that there is a significant positive relationship between the
five

dimensions of service qualty and customer satisfaction, the highest correlation is between

tangibles and customer.

In addition, Anteneh (2018) research finding shows that tangibles, reliability, responsiveness
and assurance have a positive and significant effect on customer satisfaction. However,

empathy doesn’t have an effect (beta= 0.102) at 99 percent confidence interval (p<0.01).

Hypothesis of the Study

Based on the above finding all of the independent variables were positive association with
customer’s satisfactions and all test given bellow.

H1: Tangibility dimension of core banking service has statistically significant impact on
customer satisfaction in CBE. The intended null hypotheses are accepted, hence there is an

association between tangibility and customer satisfaction

40



H2: Reliability dimension of core banking service has statistically significant impact on customer
satisfaction in CBE. The intended null hypotheses are accepted, hence there is an association
between reliability and customer satisfaction

H3: Responsiveness dimension of core banking service has statistically significant impact on
customer satisfaction in CBE. The intended null hypotheses are accepted, hence there is an
association between responsiveness and customer satisfaction

H4: Assurance dimension of core banking service has statistically significant impact on
customer satisfaction in CBE. The intended null hypotheses are accepted, hence there is an
association between assurance and customer satisfaction

H5: Empathy dimension of core banking service has statistically significant impact on customer
satisfaction in CBE. The intended null hypotheses are accepted, hence there is an association

between empathy and customer satisfaction

On the other hand, the qualitative (opened ended questionnaires and interview) finding shows
that core banking application or solution have strong significance on service quality and
customer satisfaction. According to them, centralized core banking system and its practices;
save time, energy and improved service quality and also enhanced customer satisfaction.

On the contrary, system/ network interruption was the primary challenge during core banking
service provisions. Next to this related and others challenge were list out by research
participants such as electricity problem, poor technology experience of customer, poor
customer handling, inaccessibility of ATM machine and absence of quality services, access,

customer survey and awareness creation.

The participants recommended that, introduced fast, efficient, easily used and effective
networking through sophisticated core banking application,  improved service quality,
internet access and customer handling practice, timely supervised the ATM machine, timely
update the core banking system, reduced electricity problem and inaccessibility ATM machine
and carryout customer survey and used customers feedback to improved centralized banking

system.
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CHAPTER FIVE
5. Summary major findings, Conclusion and Recommendations
5.1 Introduction

This chapter summarized and discussed the main findings obtained from bank customer.
Further, it dealt with conclusions derived from the analysis and also forwarded

recommendations that can be used for target stakeholders and future research

5.2 Summary major finding

The major objective of this study was to examine the Effect of Core Banking on Customer
Satisfaction in the Case of Commercial Bank of Ethiopia. To achieve this objectives the
researcher applied descriptive and explanatory research design with quantitative and qualitative
research approach. Also the researcher used simple random sampling technique for

questionnaires data and purposively select for interview participants.

The questionnaires data collected from CBE of Piassa branch service users/customer and
analyzed by inferential statistics (regression and correlation) and also the qualitative data was

analysis descriptively. After this major research finding presented.

As it can be seen demographic information , out of 169 sample respondents, 55.6% of the
respondents were male, 64.2% of the respondents took CBE services the years interval with 3-9
years,, 50%, % of the respondents aged found between 26-35 years, 39.1% of the respondents
were degree holders and also and 185% of were diploma holders and 76.36% of the respondents

were used Automated Teller Machines (ATM) in the last two years.

The overall finding of Pearson correlation result shows that, all independent service quality
dimensions (responsiveness, tangibility, reliability empathy and assurance) have statistically

positive relationship with customer satisfaction. Specifically, responsiveness, tangibility,
reliability have statistically strong relationship with customer satisfaction r = 0.874™ 0.860"
and 0.755 respectively (p = 0.000). Secondly, empathy and assurance have statistically
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moderate correlation with customer satisfaction r = .598™ and .530™ (p = 0.000). This Pearson

correlation result confirmed or supported by regression analysis.

As it can be seen regression analysis there is no multi-collinearty and strong deviation problem
among the dependent and independent variables. According to regression analysis results the
independent variable (tangibility, reliability, responsiveness, assurance and empathy) have
positive impacts on customer satisfactions. Particularly, responsiveness and tangibility were
statistically strong significant impacts on customer satisfaction with the value of B = 0.665 and
0.516 respectively. Moreover, reliability and assurance were statistically moderate significant
effects on customer satisfaction with the value of B = 0.245 and 0.211 respectively. Further,
empathy was statistically insignificant impacts on customer satisfaction with the value of B =
0.180.

The model summary and ANOVA table of regression result shows that, all service quality
dimension(tangibility, reliability, responsiveness, assurance and empathy) R Square explains

by 0.818 or 81.8 percent of the variance at the significant level of p = 0.000.

Regarding with qualitative research finding, core banking application or solution has strong
significance for service quality and customer satisfaction. According to research participants,
centralized core banking system and its practices; save time, energy and improved service
quality and also enhanced customer satisfaction. However, system/ network interruption was
the primary challenge during core banking service provisions. Electricity problem, poor
technology experience of customer, poor customer handling, inaccessibility of ATM machine and
absence of quality services, access, and customer survey and awareness creation were the other

challenge for core banking service users.
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5.3 Condclusion

This study assessed the impacts of core banking on customer satisfaction in CBE Piassa
branch service users. As a result of Pearson correlation result, the independent service quality
dimension (responsiveness, tangibility and reliability) have statistically strong and positive
relationship with customer satisfaction. Also empathy and assurance were moderate and
positive relationship with customer satisfaction. This indicates that core banking solution helps

to enhanced customers satisfaction in bank industry.

Furthermore, the regression result revealed that, responsiveness and tangibility were
statistically positive and strong significant impacts on customer satisfaction with the value of 3
= 0.665 and 0.516 respectively. Following these, reliability and assurance were statistically
moderate significant effects on customer satisfaction.  Further, empathy was statistically
insignificant impacts on customer satisfaction. This indicated that, customer satisfaction highly
improved by responsiveness (fast service delivery) and tangibility or modern technology
solution. Likewise, reliability, assurance and empathy were positive effects with customer
satisfactions but empathy was insignificant effects with it, banks understand and identified the
variables based on their level of impacts to maximized satisfaction through core banking

solutions.

The descriptive statistics or qualitative result shows that, core banking application or solution
has strong significance for service quality and customer satisfaction in CBE. According to
research participants, centralized core banking system helps to  save time, energy and
improved service quality and also enhanced customer satisfaction. However, system/ network
interruption was the primary challenge during core banking service provisions. Electricity
problem, poor technology experience of customer, poor customer handling, inaccessibility of
ATM machine and absence of quality services, access, customer survey and awareness creation

were the other challenge for core banking service users

The above finding shows that, to improved customer satisfaction the bank used fast, efficient,
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easily used and effective networking through sophisticated core banking application. Also, the
bank improved service quality, internet access and customer handling practice, timely
supervised the ATM machine, timely update the core banking system, reduced electricity
problem and inaccessibility ATM machine and carryout customer survey and used customers

feedback to improved centralized banking system and customer satisfaction.

5.4 Recommendations

Core banking solutions and its service quality diminutions tangibility, reliability, responsiveness,
assurance and empathy were positively impacts with customer satisfaction. Specifically, the
regression result revealed that, responsiveness and tangibility were statistically positive and
strong significant impacts on customer satisfaction with the value of B = 0.665 and 0.516
respectively. Also reliability and assurance were statistically moderate significant effects on
customer satisfaction. This finding of supported by Pearson correlation; all independent variable
have moderate and above relationship with customers relationship. In addition, qualitative
result shows that, core banking application or solution has strong significance for service
quality and customer satisfaction in CBE. According to research participants, centralized core
banking system helps to save time, energy and improved service quality and also enhanced
customer satisfaction. However, system/ network interruption was the primary challenge
during core banking service provisions. Electricity problem, poor technology experience of
customer, poor customer handling, inaccessibility of ATM machine and absence of quality
services, access, customer survey and awareness creation were the other challenge for core

banking service users

Therefore, the bank and human resource department should be more emphasis for the
application of modern technology and fast delivery service to maximized customer satisfactions
with centralized banking systems. Particularly, responsiveness and tangibility were greater

effects for customer satisfaction hence the bank used these service quality effectively.

Moreover, employee of the bank, manager and others stakeholders should considers the
significance or advantages of tangibility, reliability, responsiveness and assurance on customer
satisfaction in CBE and also the bank should alleviate network interruption, electricity problem,

and inaccessibility of ATM machine. In addition the bank developed technology and customer
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survey experience, awareness creation, quality services, access and customer handling

mechanism to enhanced customer satisfaction in workplace.

All Bank staff members and service providers give high attention for core banking/ centralized
service delivery to save time, energy and easily increased satisfaction of customer by
considering variable degree of influence.

Further, the bank should installed sophisticated, easily access or used technology, improved

service delivery of banks with the implementation of customer survey, and customer feedback

5.5 Future Research

The researcher recommends for further investigation focused with the impacts of core banking
on customer satisfaction in comparable with others banks customer satisfaction within

centralized core banking solution.
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Annex | Amharic version Questionnaires

NPLNAT 9948P PLACAT

PAHIN ALTLLAYGNT TIPUCT h&A

£YEL PLP TCNEP

PHU (MMLP P AAIY  NAFTRS 7€ N7h PTEA PCEBE POLNAMEO $PC NI AIA T
NEINET (NANA AT TMPOLPT) AL 292LMLDY ACNF AL 292LLLND-Y 160F (examine the
effects of Core Banking on Customer Satisfaction) N4 ANENE 99PN 10 AAPITP AChP
£U7r MMELP Nt9ZAL AR NPT (AN NPAAY $MEEY GATY NHRRA AIPANYT £42A1 NAHNY
MERPHY NTRAA AT&PA N UTE ASMPU PILAMET JPAR NAGH 6B AMA AATT RTLITL DA
ANPLIT ACINMALE 292NMH 0D NTLNMC MNPA: NAHY ANAP LAY MERPTF NMPE
N977NN Ar&MAN NARNCT AYMEPAY:: NOPIFDI° TR AL NIPPT D& ALNEANPTIP::

ATNNCP ANPLADT ATADANGAY!

R&A R7L: R0DLE NERLPTF AMPAL (DT

@DADSE AYE: N1T-6 $PLN MEBRPFT NOTYNN NPLN RITGERTF (DNNA ThAATD) NEDI°LM
NI NF@- AL X DL 2(V') ARt NIFAPIDM L IDAM?
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1. PH1)De  2) [ -
2. A€9%:1) N15-25  2p926-35  3)

4) n46-55 5) N E590 NAL
3. MEPET PTPUCT L4
1) ODENT +9PUCT SATIYS

3) UATE 42 [ ACtn*

5) &.TA09 [PODEALE 8.1

7) BATE 846 NHE NAL |

4. PRXTRS 7°1€ N7 $TLAMED) AIAAT MM NEMS A7 G0DT )P
3) 7-9 90D

1) NAAY 90D N3 2) 390+
4) 10-12 90D
5) N12 90DF NAL ]

5. NAAET UAT GODFT 9AF@7 PC N7 AA AT NATERSE 7€ N7 TMe0D-:

NOA ALT® 2(v) PARYT NOPAPADM LDAM::
1.) A@$99th $1THN DALLN T9A7 (.. % IP)

[ 1]

5.) $EARY YNNG Ph&s (D4.09%.8 9917

3) $PNLA 17N

AVA UAY

N36-45

2. FELS £CF

2) AT N9
4) PBALY 1IN

A Ij!h‘?ﬁ* 294

(]

(.

00

PTMP7 AA T

@Q@4LE X2€ PC NTNIA NACYT AT ATL LINT AN@ YT NOMNT OLI £INF NN NYh FFO- N«
AA AT NTITNA (centralized) NUPY UaF NOTYFO-9° NI PCELET DL NAAT NPT NRITCET A%9NTIT
ANART TFOTE RI2LNTFA NCST AT NONMIP Prt. %I = CAITCEYT NTNIA 2 SPNLA NTNIA = SEARY
NG Ph&S D409 9977 (Point-of-Sale Transfer Terminals) ANAATY SHA: AALII® ¢hC NN
AARTY AL SACNP ACNF NI°Y £4%8 AL A18991T NHYU NFF eCNH MEBPF NLYIN N99INAN hedNtr
RGP (DDA NODEMDSE €48 PINTF0NTT §X DLI (V) PPARYT NATIGHE +L% NITLLN NPPPPVrPTY

LG (1= NMYI° AANTTITI 2 = AANITI79° 3 = NNEA ANTFIFAU 4 = AATTIIAU 5 = NMYI° AATFITFAL)

ANA AT Mt (DASPF

nmqr
AANTITI9P

(1)

AANT?
99 (2)

Nhd.a
ANOFPAL

(3)

ATTTAL
(4)

nmgqr
ANIF9AL

()

1. Tangibility (TERNE»YT)

11070 99NARYT ANAAT DAMY $I9LLNTA
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PC NN RIANARTY NCTTT TANER RECAA

12 4807 ¢MN$ $PC NN ANAT ADDAMT
NN HODGR NEFBCT LMPITA:

1.3 NPC NN AIINFIT NBATP $NI PCIEBLE T
£YE NTMN$ AN AIAAT 905 LFAA

14070 $PC NINIT ANA AT DAMY S9LLNTFA
£UTTE eTMN$ CATTCET 2TOCHh AAD-

1.5 N7 $199NA/ 99ONAR (centralized) 43 MHH
AD-

2. Reliability (1999%%%)

21 N0 SPCNYNINT AAART ANMT AL
APPYT ARAPT

220NN AA R NAYTT £842 90

2307 SPC NININT RIANRT UA LB
ALINEF AAAT £AMA

24 £3NFF FACT ALIMIFD eNI NPT
dMI@ F0¢) £t

25807 NGTET N PA LMANPA

3. Responsiveness (9°PAf AshMM)

31 PC NN ANA AT DEIDC
NETEF/NTN NOPF AAAT A7ANM ATTHA

32807 Net 8T OPFR MMLBPTF ALINET
LNMhi

3307 ARF AL £7NEF $TAS PANA T
(D68, (D)L SODFTFA

34 9PC NN ANAAT (DAMT (DEIDC
INEF ANANAEY AT&MPID- 1P PA

3.5¢nC NN AAIAT (AME £INEF
NO3+ TARAT D48 A788TF ANTAA

4. Assurance(ACAMFYT)

()]



47 07 Aet8F $PC NTNIT AANRY
MAMY+ Ne& AUAT ATFO-

4207 AGTEF LINTETY ATIIANA HANE,
CFO@

432070 NGHET 2RINEFY €ANY HLeT D
EANVFTDY ATPANYT BN

44NN 92N @@ U-AGP 17@-HAN
AQ-O-M EYUTYE STMNP 10

4570 nhPC NI DCNTEEH P4 MLD-
ATHML NLINEF DC MANT® AT Fr A74dMC
AECAA

5. Empathy(?0D¢8T APIP )

5.1 N7 NEME@ ANI® YT INFE ¢hC
NN AIANT RT&MPID AIANETPA

52 ¢PCNINIAT AA T (DAMT (DR0DS
PLINEFY LK $MNATFPA

54 £7N#F7 AMDANG AT9$L+ N7 HODER ¢hC
N7 AAMY 9ZLNTA ThPAE,
SNTPO-PA

5407 $PC NN AIANT NANTIFI7
Uzt 0T EA

6. Customer satisfaction (27N% KCh)

6.1 ¢fPC NN NCST ODHCD+  $1YHA
AQ-OMY M7 ALCAATA

6.2 NN PC NN RART  ANMA
CRFAU-

6.3 NPC NN AC%T A%9NTYr NUAP
PCRLET AIAAT TINTE FLAL

6.4 2070 $PC NN ANANRT ANMM €45
Nz A9 DC L&A/ TPeEN 10

@DADSE UAY:- NHY NFF S4NHT MERPT NTPIMO h&T NF AL TING-Y PPAT NODIE LIDA (M

1. PAYTRE 7912 N7 PC NN AIAT R9NTNTY ST £45 P RILILMNA h.t. mIP =
RITCET NINIA T PPNLA NN 7 PBARY NINIAG Sh&S (D4B9%E 9977 (Point-of-Sale
Transfer Terminals) A1A1AY NAAPF NIIANNY CLINEF ACF NPT £4D K1LIINT £AG? ------




. PANER AT NOENTE PC NI ANA AT SACAP AChF ORI hMN%T AY9C NI°T £4°

T 0 LN 1T T T -

PRC NI RIATNT SHAA AISLPIE SLINETF ACNF AISMIC 7 ) 20T dw ACPPEP
MDOAL AANFD NHCHC §ANGRG? --mmmmmmmmmmmmmmmmmmmmmee e

Thank you!
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Annex |l Interview questions

St Mary University
SCHOOL OF GRADUATE STUDIES

DEPARTMENT OF BUSINESS ADMINISTRATION (MBA)

Interview questions

1.

What are the major cores Banking services implemented in yours Bank? Which services
effectively implemented? Please discussed in details?

How do you see Core Banking service quality and customers satisfactions? In yours opinion,
the intended objective of the Bank successfully achieved regarding with Core Banking service
provision and the incensement of customers satisfaction? Please discuss it?

How to treat customers in the Bank? Core banking service helps to retaining and attracting
customers? Please discuss in details?

What are the major challenge in the provision of core Banking service and maximizing
customer’s satisfaction?

What are the possible mechanism to improved core Banking service and also customer’s
satisfaction? Please discuss in details?

Thank you!
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