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ABSTRACT 
 
This thesis aims to provide a better understanding of how Internet banking is prevailing in 
Pakistan. This purpose is achieved via two research questions which focus on how the bank’s 
online environment (i.e. website) can be described as well as how customer services within 
this online environment can be described.  A multiple case study strategy was used, focusing 
on two banks, namely Muslim commercial bank and Citibank Pakistan. Data was collected 
via Interviews and interaction with the websites, focusing on feedback from the customers 
using the banking websites.  In using these websites for their banking, the findings show that 
the main benefits included lower costs, efficiency and time saving retention.  Websites should 
have clear and concise information in order to build trust with the customer, and multimedia, 
graphic elements should be avoided, as this distracts customers from why they came to the 
site. In terms of customer service, loan information, language options, and a menu of multiple 
services were all found to be important.  The main problem was found to be of lack of trust in 
the new banking channel by customers.  However, effective complaint management can 
increase customers’ loyalty and trust of Internet banking. 
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1 Introduction 
 
This chapter begins with a background covering the Internet, e-commerce, and specifically 
Internet banking.  The problem discussion that follows focuses on the web sites of such banks, 
as well as how customer service is used in such online environments.  The chapter ends with 
and overall purpose and specific research questions, at the end disposition of the thesis is 
described. 
 
1.1 Background 
 
One of the major forces behind the changes happening to business today is technology, which 
is creating new products, services market opportunities and developing more information and 
system oriented business and management processes (Liao & Cheung, 2002). According to 
Yudkin (1995), there are as many definitions of the Internet as there are researchers. Chaffy 
(2000) explains it as a physical network that links computers across the globe. 
 
As an information medium, the Internet offers different information services that have been 
developed over the time. The services are e.g. electronic mail, file transfer protocol, and the 
worldwide web (www). The internet has no central owner, but the connected networks are 
owned and administrated by different universities, companies, authorities and other 
organizations, in future the customers will be able to buy the goods and services on the 
internet from all over the world and over the internet with the minimal risk. (Fraser et al 2000) 
 
Electronic commerce refers to the use of electronic means and technologies to conduct 
commerce in various settings, such as business-to-business (B2B) and business-to-consumer 
(B2C). The enabling technologies, of course, are also used for non-commercial activities such 
as entertainment, communication, filing and paying taxes, managing personal finance, 
research and education, which may still include the services of online companies. E-
commerce is the application of information technology to facilitate business exchanges 
among different parties. (Rayport and Jaworski, 52) 
 
Banking is one of the most information intensive sectors and is an ideal domain for the 
successful development of E-Commerce (Kardaras and Papathanassiou 2001). Internet 
banking refers to the use of the Internet as a remote delivery channel for banking services 
(Furst et al., 2002; Suganthi et al., 2001; Dannenerg and Kellner, 1998; Zineldin, 1995). For 
banks, technology has emerged as a strategic resource for achieving higher efficiency, control 
of operations, productivity and profitability. For customers, it is the understanding of their 
anywhere, anytime, anyway banking dream. This has prompted the banks to embrace 
technology to meet the increasing customer expectation and face the tough competition.  
Internet banking would help banks present a potentially low cost alternative to brick and 
mortar branch banking. Internet banking services are crucial for long-term survival of banks 
in the world of electronic commerce. (Burnham 1996) The market for Internet banking is 
forecasted to grow sharply in the next few years, affecting the competitive advantage enjoyed 
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by traditional branch banks (Duclaux 1996; Liao et al. 1999). Indeed, it also was estimated 
that financial institutions that failed to respond to the need for Internet banking services would 
likely lose more than 10% of their customers base by the year 2000. (Orr ,1998) 

Recent trends show that most brick and mortar banks are shifting from a product-centric 
model to a customer-centric model as they develop their new e-banking capabilities. They 
have, over a long time, been using electronic and telecommunication networks for delivering 
a wide range of value added products and services. The delivery channels include direct dial 
up connections, private networks, public networks etc and the devices include telephone, 
Personal Computers including the Automated Teller Machines, etc. With the popularity of 
PCs, easy access to Internet and worldwide web (www), banks increasingly use Internet as a 
channel for receiving instructions and delivering their products and services to their 
customers. This form of banking is generally referred to as Internet Banking, although the 
range of products and services offered by different banks vary widely both in their content 
and sophistication. (RBI 2001) 

Internet banking involves consumers using the Internet to access their bank account and to 
undertake banking transactions. At the basic level, Internet banking can mean the setting up of 
a web page by a bank to give information about its product and services. At an advance level, 
it involves provision of facilities such as accessing accounts, funds transfer, and buying 
financial products or services online. This is called “transactional'' online banking (Sathye, 
1999). It is reported that more than 35 million consumers in the USA used on-line PC banking 
by the end of 2003 (Barto, 1999), some seven percent of UK customers used PC based 
Internet banking and this was expected to rise to twenty eight per cent by 2004 (Gandy, 
1999), these figures being similar to those of Sweden, Norway and Germany (Bons, 1999). 
The proportion of people in Finland who have adopted online banking is higher than 
anywhere else in the world. As early as 2000, almost forty per cent of all retail banking 
transactions in Finland was made over the Internet. All Finish banks offer a full range of 
Internet banking services (Mattila et al. 2003). 

There are two ways to offer Internet banking. First, an existing bank with physical offices can 
establish a web site and offer Internet banking in addition to its traditional delivery channels. 
Second, a bank may be established as a branchless, Internet only or virtual bank. Broadly the 
levels of banking services offered through Internet can be categorized in three types: (i) The 
Basic Level Services use the banks websites which disseminate information on different 
products and services offered to customers and members of public in general. It may receive 
and reply to customers queries through e-mail (ii) In the next level are Simple Transactional 
Websites which allow customers to submit their instructions, applications for different 
services, queries on their account balances, etc, but do not permit any fund-based transactions 
on their accounts (iii) The third level of Internet banking services are offered by Fully 
Transactional Websites which allow the customers to operate on their accounts for transfer of 
funds, payment of different bills, subscribing to other products of the bank and to transact 
purchase and sale of securities, etc. Most of the banks providing Internet banking products 
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and services offer, to a large extent, an identical and standard package of banking services and 
transactional capabilities. (RBI, 2001) 

A website plays very significant and key role in Internet banking. Websites should be able to 
convey all the information for both current customers and potential new customers via the 
Internet (Jayawardhena & Foley, 2000). If the content of the site fails to pass sufficient 
information on account capabilities, then the site is not fulfilling its objectives. 
 
A well designed website creates an interest in the firm and its offerings, and it should also 
offer the users opportunities to reconstruct the website in their minds so that it matches their 
cognitive structures (Gronroos et al., 2000). The web’s interactive features multimedia 
content and capacities for inexpensive customization (Kling, 1994) have increasingly 
attracted the attention of commercial enterprises (Dholakia & Rego, 1998). Non-price 
competitive advantages have become ever more critical because instant price and technical 
comparisons on the Web are essentially cost-free and feasible for consumers (Hof et al., 
1998). A sense of loyalty that comes from an online company offering better service than its 
competitors is the determining factor in customer loyalty (Reichheld & Schefter, 2000). 
Therefore, focusing on quality of service is the primary concern of Internet based e-commerce 
(Griffith & Krampf, 1998). The Internet, if properly utilized, can be a powerful tool to 
increase overall service offerings and create a higher standard in various industries (Griff & 
Palmer, 1999). 
 
According to Chaffey (2001), the bank’s website provides a better way for communication. 
When assessing the success of a website, the role of the Internet in communicating with 
customers, other partners can best be considered from two perspectives. First, organization to 
customer direction: how does the Internet complement other channels in communication of 
proposition for the company’s products and services to new and existing customers with a 
view to generating new leads and retaining existing customers? Second, customer to 
organization: How can the Internet complement other channels to deliver customer services to 
these customers? 
 
Customer’s perceptions of service quality and their satisfaction are profoundly influenced by 
their service encounters. The term service encounter can be defined as: 
 
“A period of time during which a consumer directly interacts with a service” (Shostack, 1985, 
p. 243). 
 
This concept encompasses all aspects of the service firm with which the consumer may 
interact, including its personnel, its physical facilities, and other tangible elements, during a 
given period of time (Bitner et al., 1990). It involves both interpersonal and non-human 
interactions with service providers (Meuter et al., 2000). 

To date, few research studies have paid attention to customer’s perceptions of service quality 
in Internet banking, perhaps due to the view of the Internet as remote technological format 
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change only. Yet, Zeithaml (2000) indicates that, although there is no direct human contact in 
remote services, each service element provided represents an opportunity for the firm to 
reinforce or establish quality perceptions for customers. 

 
1.2 Problem discussion 
 
One research study conducted by Broderick and Vachisapoinpuk (2002) explored how 
customers perceive and interpret Internet banking website. Findings showed that, although 
traditional concepts such as reliability, responsiveness, assurance still have impacts on 
perceived service quality, elements having the most immediate impact in service evaluation 
were introduced: cues in the service setting, key events in the service encounters and level of 
customer participation. Problems such as slowness, poor navigational possibilities, poor 
interactivity within the service setting and critical incidents such as lack of help and empathy 
by service providers in service encounters all triggered considerable switching and negative 
word of mouth (ibid). Many respondents expressed lack of confidence regarding the roles and 
service scripts; and doubts due to the perceived complexity of the process and risks involved 
(Broderick and Vachisapoinpuk, 2002). Parasuraman (2000) proposed that flexibility, 
convenience, efficiency, and enjoyment are examples of major positive themes in the online 
environment. Negative themes included security concerns, risk of obsolescence, 
impersonalisation, and lack of control. 
 
When customers evaluate the quality of the service they receive from Banking 
Institution their satisfaction depends on website features (Doll & Torkzadeh, 1988), and hence 
it is important to analyze website features of banking services delivered over the Internet. 
Website features have been analyzed in terms of speed of download, content, design, 
interactivity, navigation and security features (Jayawardhena & Foley, 2000).  
 
As the convenience and availability of the Internet medium increase, websites have become 
more important in disseminating and accumulating information for manufacturers, retailers, 
educational institutions, governments, and a variety of other organizations (Quelch & Klein, 
1996). Websites facilitate communications between customers and suppliers, or information 
seekers and suppliers. As more and more business is conducted over the Internet, it is 
extremely important for company Web sites to project a high quality image that truly 
facilitates communication between buyers and sellers, reflects positively on the firm’s brand 
equity, and generates business (ibid). Nowhere is such impact more crucial than in the 
banking business. Communication is important in altering consumer’s beliefs and attitudes 
and is essential in fostering satisfaction as a basis for future behaviour. Satisfaction and 
behavioural intentions can be influenced by the communication techniques of a service 
provider (MacStravic, 1994). 

So for as internet banking is concerned only a little research covers usually Singapore or 
Hong Kong, which are very developed economies and not representative of all Asian 
countries. Thus to gain deeper understanding of the issues in the Pakistani context, this 
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research will be conducted to explore the adoption of internet banking in developed or 
developing countries like Pakistan.   

1.3 Purpose 
 
From the problem discussion above, the purpose of this thesis is to provide a better 
understanding on how Internet banking is evolving in Pakistan. 
  
In order to reach this purpose the research questions are stated as below: 
 
RQ1: How can the online banking environment (website) be described?  
 
RQ2: How can customer services within this environment be described?  
 
1.4 Demarcations 
 
The time available for this study was limited, and aspects of the topic were many, an attempt 
to narrow down was made. The study will focus only on the customer’s perspective in 
Internet banking rather than bank’s perspective. As the aim was to provide a better 
understanding on how Internet banking is evolving in Pakistan.  
 
1.5 Disposition of thesis 
 
This thesis consists of seven chapters, as shown in Table 1.1. In this chapter 1, an 
introduction to the research area is given, and the research purposes together with the research 
questions are stated. The next chapter 2 presents the literature review followed by the 
Conceptual framework of reference in the same chapter. In the chapter 3, the methodology 
used for this thesis will be discussed. The chapter 4 will handle the empirical findings, which 
consists of a company background followed by the gathered data from the interviewees and 
personal observations. In chapter 5, the empirical findings will be analyzed against frame of 
reference. Finally, in chapter 6 the presentation of this study's contribution is brought up 
under conclusions. This chapter also discusses implications for management, theory and 
future research. 
 
Table 1.1: Disposition of thesis 
Introduction 
Literature review & Conceptual framework 
Methodology 
Empirical Findings 
Data analysis 
Conclusions 
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2 Literature review 
 
The previous chapter provided the background and the problem discussion of the study. Now the 
author is going to present literature review. The aim of this chapter is to provide the relevant 
literature in the field we are doing study. The chapter is divided in to three sections including 
website design, web based customer services and conceptualization. 
 
2.1 The online environment (Website design) 
 
The web is the primary infrastructure for e-commerce. It is well accepted that websites provide 
benefits for both corporations and consumers (Hoffman et al., 1996). A corporation can display 
its identity and advertise its product and services to many people. Also, corporations can get 
feedback directly from customers. A website enhances the corporation's image and provides 
tangible benefits both to the organization and to its leadership (Sullivan, 1996; Alper, 1999). A 
website can also improve communications with other corporations, thus improving the efficiency 
of business processes by increasing direct sales and reducing costs (Zona Research, Inc., 2000). 
 
 
Usually for e-businesses, too much attention is paid to the aesthetic design of the website, which 
ends up looking amazing but actually causes frustration because customers have difficulty in 
finding what they are looking for. According to Ody (2000), the main reasons why customers go 
onto the Internet are to find information or buy a product or service with an emphasis on 
convenience and speed. Ziff-Davies (2000) points out that the concept of the Internet has raised 
customer’s sensitivity to fast customer service. Any e-business that sticks to this basic principle 
when designing its website should be relatively successful. When looking at what makes a good 
quality website, it is important to take into account the main objective of the design. A website 
should reflect the value proposition and address whether it is trying to satisfy the customer’s 
needs to ensure repeated visits from the customer in the hope of gaining customer’s loyalty. The 
result should be common ground between the site’s goals and the customer’s goals; this reveals 
the ideal customer experience (Good, 2000). 
 
According to Donlan (1999), although delivery is highly important in fulfilling customer needs, 
perceptions and expectations also needs to be managed and the website plays a main role in this. 
Once the basis of the website function is clear, the type of customer it is hoped will be attracted 
can then be assessed and judgment made on what graphics, effects and other matter can be added 
to increase the value proposed. As well as stating what the website offers, the information should 
be clearly and logically organized (Foremski, 2000; Vassilopoulou & Keeling, 2000): if 
customers have to take time to find the information they are looking for, they are unlikely to stay 
on the website. In some cases, user instructions are needed before the customer can navigate the 
website. An example of this is exchange platform websites, where customers can exchange goods 
with other customers or offer prices and requests to businesses through the website. This type of 
business model has rarely been accessible offline and is a new experience for many people. 
Therefore clear instructions are needed directly from the home page to avoid confusion and 
frustration. 
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 2.1.1 Structural design of a website 
 
The various factors examined, that can contribute to delivering good service quality through a 
website have been grouped into four categories by Cox and Dale, (2001): 
 

1. Ease of use 
2. Customer’s confidence 
3. On-line resources 
4. Relationship services 
 

Each category relates to a different part of the website experience and serves to enhance customer’s 
satisfaction to the extent that the customers will return. Ease of use is given to the all factors 
relating to the design of the website. The key site during customer navigation aim’s to reduce 
customer frustration. The virtual nature of a website means that communication with the customer 
has to be enabled through the use of text, graphics and animation. Guidance through the website is 
done by means of links and searches. All of these factors relate to the design of the website and its 
usability factor. If the design is of poor quality, customers will not be able to navigate pages to find 
what they are looking for, and are unlikely to make transactions. 
 
Customer’s confidence refers to how customers feel while visiting a website in terms of 
accessibility, speed, reliability and customer service. The key factors identified should help to 
create a good experience for the customer by making them feel safe and confident in not only 
using the site to find information but actually in making transactions. 
 
Trust is a crucial factor in e-business and is one of the main barriers to the customers in making 
purchases on-line, due to the security issues, with the credit cards and privacy issues concerning 
what happens to their personal details. Trust can also be linked to the customer services. 
Customers need to know that they can contact a company if problems occur and preferably 
interact with a company employee either via e-mail, telephone or by instant messaging on-line. 
The use of FAQ should satisfy customers and deter them from using customer service, but the 
ability to contact a person heightens the feeling of confidence in the website. 
 
On-line resources refer to the products and services offered on the website, with a focus on the 
website’s ability to provide sufficient information for customers to make the correct choice and 
be able to make a purchase on-line. If customers are making purchases on-line, products need to 
be shown and described sufficiently well for customers to make choices. Once selected and 
ordered, confirmation details and delivery expectations should be communicated clearly and 
quickly to the customers and where possible, they should have the means to keep track of their 
order on-line. Others refer to the feedback mechanism during the transaction process and 
afterwards, which allows the customer to be kept informed of their order. 
 
Relationship services contain key factors that add value to the customer experience by building a 
relationship with them or by offering extra services and information. It contains the quality 
factors that enable the website to establish a relationship with the customer through 
customization, frequent buyer incentives and by offering value added services. 
 



Chapter 2:   Literature review & Conceptual framework 

 9

A website is unique in its hypermedia attributes (Jayawardhena & Foley, 2000). Hypermedia 
integrates multimedia content with hypertext connection (ibid). Multimedia content refers to 
information, while hypertext connection pertains to navigation (Bornman & Solms, 1993). User 
satisfaction depends on website features (Doll & Torkzadeh, 1988), and hence it is important to 
analyze web features of banking services delivered over the Internet. Jayawardhena & Foley 
(2000) suggested that the features of Internet banking websites, such as: 
  

1. Speed 
2. Content 
3. Design 
4. Interactivity 
5. Navigation and 
6. Security 

 
Speed 
 
Perhaps the most critical factor for any website is speed. Holt (2000), stresses the importance of a 
fast downloading homepage. Zona Research (Gann, 1999), have calculated the probability of the 
customers using a site if the page response was too slow, reporting that, if a page downloads 
under seven seconds, fewer than 10 percent of customers would leave the website and that if a 
page takes eight seconds, 30 percent of customers will leave, and if it exceeds 12 seconds, 70 
percent will leave. Bearing in the mind that customers use the Internet for convenience and speed, 
they will not tolerate slow access. The zone of tolerance for customer expectations leaves no 
margin for error and e-businesses must address speed and anticipated capacity needs as a matter 
of prime importance. 
 
Studies have revealed that there is a significant correlation between website download speed and 
web user satisfaction (Muylle et al., 1998; Hoffman & Novak, 1996). While speed is often a 
factor beyond the control of a site owner, the use of extensive high-resolution graphics and an 
inefficient host server has a significant negative impact. On the positive side, many commentators 
have observed that in general, speed of downloading has increased in recent times. Equally, it is 
important to recognize that speed is also dependent on the user's computing hardware and method 
of connection. Animation is a contributor to slow page loading. Haine (1998), recommends that if 
a designer thinks it is necessary to have animation, it should be made to stop cycling after ten 
seconds to allow the user to scroll it off the screen. Nunley (1998), suggests that information 
content should account for 80% of the site. Audio clips and other multimedia gizmos that require 
users to download plug-in programs, install them, reboot and return to the website drive away 
users. 
 
Content and design 
 
A poorly-designed website may actually hurt a business rather than help it. Businesses should 
carefully evaluate the purpose and targeted market of the website before venturing into e-
commerce, as opposed to designing a website quickly to become part of the "pack". (Sung-Eon 
Kim, Thomas. S, Helmut .S,2001),” Content and design have been found to influence user 
satisfaction. Even though a standard for website evaluation criteria does not exist, the main 
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stream of selected evaluation criteria relates to user satisfaction. Therefore, considering user 
satisfaction,(Sung-Eon Kim, Thomas. S, Helmut .S,2001), selected the following six criteria for  
website evaluation by integrating the criteria used so far: 
 
1. Business function  
2. Corporation credibility  
3 Contents reliability  
4. Website attractiveness  
5. systematic structure and  
6. Navigation.  
 
Business function refers to the questions related to the products or service information, orders, 
and transactions which should be contained in a website for e-commerce. Corporation credibility 
measures the identity of a corporation and purpose of business. Clear information related to a 
corporation will increase user’s assessment of the reliability of that site. Contents reliability 
measures the reliability of the information a website displays. This reliability can be enhanced if 
a website has contact information and related references that customers can verify. If a website 
contains interesting features such as games and events, and if it is visually well-designed, visitors 
may feel pleasure whenever they drop by that website and may not hesitate to visit it again. For 
this reason website attractiveness is treated as an important criterion. The structure of a website 
should be clear so that users can ascertain the components of the site. In addition, it should be 
easier and fast to access the website itself along with the necessary information. To guarantee 
these website characteristics, the sites should be constructed systematically. Navigation is the 
essence of the website because moving around using links is what the web is all about (Nielsen, 
1999). Therefore, navigation should guarantee the ease of use of the entire set of web pages 
(McCarthy and Aronson, 2000). 
 
 Muylle et al. (1998), in their research of web user satisfaction, found that these attributes 
encompass: 
 
1. Product information content 
2. Amount of product information 
3. Product information format 
4. Language and 
5. Layout features 
 
These characteristics were found to influence the perception of information relevance, accuracy, 
comprehensibility, and comprehensiveness, as well as perceived language customization (Doll et 
al., 1995). 
 
Product/service information: Vassilopoulou & Keeling (2000) argue that for any product 
advertised on the Internet, a clear picture with all the necessary information on brand, size, color, 
capabilities and price should be provided so that the customer is not misled. Good (2000) 
reported on a website in which the information relating to the picture of the products was at the 
side so customers had to spend time matching the information to each product. It is often that 
such simple mistakes as this can cause intense frustration. As well as stating a product 
description, the conditions of purchasing a product should also be made available to the 
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customer. Clicksure (1999) states that information on warranties and guarantees should be made 
available to the customers either during the selection process or when purchasing an item. One of 
the most irritating factor for the customers shopping on-line is to find that the item they have 
requested is not available. If they are informed of this whilst choosing the product (i.e. the 
information on stock availability in real time) they may well continue to browse the website and 
find something else of interest. The worst-case scenario is for the customer to place the order and 
to send an e-mail few days later informing them that the product is out of stock (Consulting, 
1999). 
 
Good (2000) gave an example of a website, where the customers could place items in their 
shopping basket, but then only find during the purchasing process whether the goods were in 
stock or not. It also showed a shipping price even though the goods could not be shipped. In the 
Andersen Consulting study (1999), it was found that many companies carried on taking orders to 
be delivered for Christmas even though the products were either not in stock or would not make a 
pre-Christmas delivery. This indicates the importance of providing real-time information for 
customer’s convenience. 
 
Pages, text and click: The pages on the website should ideally be short. However, in some cases 
scrolling pages are sufficient if the information is suitably laid out and not excessively long. Holt 
(2000) argues that the use of headings and paragraphs is as important as in a book, magazine or 
newspaper and there should be a button at the bottom of the page or each section asking if the 
user wants to return to the top of the page. For transaction purposes, it is crucial that customers 
are able to make purchases quickly with minimum pages in the check out process (Foremski, 
2000; PR Newswire, 2000). Amazon.com have been praised for their “one click” order process 
and one or two pages should be the limit in all websites enabling ordering on-line. It also goes 
without saying that the process of opening an account should also require just one page for ease 
of use by the customers. Foremski (2000) discusses further issues for shopping on-line and points 
out that some websites make simple mistakes that cause frustration for the customer. One such 
mistake is not to provide a check out button so that the customer can proceed straight to the order 
process from any page. There should also be a shopping basket button for the user to press at any 
time to see what they have placed in their virtual shopping basket, allowing them to remove items 
if so wished. 
 
Navigation 
 
Navigation refers to the hypertext connection of the multimedia content. Connection includes 
elements such as homepage hyperlinks, amount of web pages, amount of hyperlinks, hyperlink 
encoding and personal contact possibilities which in turn have been found to influence user 
satisfaction (Gatian, 1994, Doll et al., 1995). Without efficient navigation, users are easily 
confused, lost, and unintentionally leave the site. If users once leave the site, they may not come 
back again. (Sung-Eon Kim, Thomas Shaw, 2001). 
 
A search facility along with a sitemap is useful. It was earlier emphasized that the content and the 
design of bank web pages must reflect the nature of the Internet, for instance a page that scrolls 
down for about six to seven pages long is inappropriate. Site navigation plays a large part in this 
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context. The hallmark of a good site is that the site index should always be in display, thereby 
making it very easy and fast for someone to arrive at the desired location. 
Links: The navigation of a website cannot be carried out without valid links (Constantine & 
Lockwood, 1999; Spool et al., 1999). Links should change color once used so that the user knows 
they have used the link before and should correctly describe the information to which they lead 
(see Creative Good, 2000; Vassilopoulou & Keeling, 2000). This is also relevant for graphics, 
which can be used as links. Well-thought-out websites feature graphics that change to text when 
the mouse cursor passes over them, revealing the category of products relating to the graphic. 
Constantine and Lockwood (1999) also discuss the problem of page bouncing and deep drilling. 
Page bouncing occurs when the user follows links that serve a series of pages and then has to 
return to the original page before finding a link to more pages. This results when the information 
is finely subdivided. The answer is to use probability to decide whether a user interested in one 
topic will be interested in another and to create a direct link between the two. The other problem 
of deep drilling is similar to page bouncing but refers to websites where the user has to follow 
multiple links which are sometimes confusing and force the user to go back and forth between 
pages to find information which should logically follow on from information found on the earlier 
pages. Spool et al. (1999) argues that links should not be embedded in pages of text which 
requires the user to scroll down to find them and also that the link should not be so long as to fall 
on to two lines. This also misleads the user into thinking that there are two links instead of one, is 
also a waste of space. 
 
Consistency and site maps: Although an increasing number of people around the world are 
starting to use the Internet, one should never assume that once a user has navigated one website, 
they can easily navigate them all (Constantine & Lockwood, 1999). Each website represents a 
different business or value proposition and therefore the layout will differ according to what the 
website is offering. Furthermore, the pages within the website need to be consistent in appearance 
and design (Spool et al., 1999). Vassilopoulou & Keeling (2000) argue that it is also important 
that the same procedures occur for similar or related things wherever the user may be within the 
site. 
 
In order to achieve this level of consistency many websites feature a menu which appears in the 
same place, with all the main links on every page. Spool et al. (1999) discovered that menu or 
navigation bars at the top and bottom of a page allowed more users to navigate the site 
successfully than menus at the side. Good (2000) points out that there should be a “home” button 
on every page to help the user get back to the home page if necessary without having to click on 
the back button in the browser menu, which could be a lengthy and frustrating process depending 
on where the user is in the site. Spool et al. (1999) also found that users navigating sites with a 
sitemap were twice as successful in finding what they wanted, compared to those sites without, 
and that informing the customer of where they were was important. Good (2000), on the other 
hand, argue that a website with a clear menu and relevant information should be satisfactory and 
that users are not actually interested in where they are within a site as long as the links are clear. 
 
Search: The use of a search mechanism to navigate a website is one of the first strategies used by 
customers to a website. Spool et al. (1999) found that a third of the users tried this facility first 
before resorting to links and the menu. One of the outcomes was that users assumed that the 
search would cover the entire site and got confused when the search only covered a particular 
area, this needs to be made clear next to the search button. The use of drop down lists can clear 



Chapter 2:   Literature review & Conceptual framework 

 13

up this confusion because it informs the user of what information is available without the user 
having to guess what to type into the search box (Good, 2000; Foremski, 2000). 
Once the search facility has been used, the results should be listed in order, starting with the most 
relevant. Creative Good (2000) suggests that the results should ideally be on one page only and 
limited in number; however, if the site is a search engine, one would expect a few pages of results 
depending on the amount of sites it scans. 
 
According to Spool et al. (1999) one of the important aspects is that the results are relevant and 
information such as advertisements will deter users from using that particular search facility 
again. Good (2000) also mention the use of language in the search criteria, they found that many 
search facilities did not recognize singular and plurals for searching the same word. 
 
Interactivity 
 
The interactivity of the site relates to the optimization of hypermedia attributes (Muylle et al., 
1999) by providing custom-made solutions, allowing users to customize preferences, and 
enabling the bank to provide bespoke solutions on-line for users who have provided personal 
information. It is technically feasible to provide interactive loan calculators, exchange rate 
converters, mortgage calculators, etc. on World Wide Web sites. The provision of these facilities 
should work to the benefit of the banks in several ways. First, the customers could judge for 
themselves their commitments for something like a loan, which might otherwise require the 
assistance of bank staff. Second, these facilities can draw non-customers into the bank. Third, as 
mentioned earlier, an Internet banking site has the opportunity to position itself as the focal point 
of electronic commerce. Interactive functions could be a focal point to attract shoppers. 
 
Security 
 
Lack of security whilst making transactions online is reported to be the main barrier to customers 
shopping on-line. It is crucial that any website has a security policy accessible on every page or 
offers a secure payment method on-line (Verdict, 2000; Vassilopoulou & Keeling, 2000; Vernon, 
2000; Clicksure, 1999). The risk of fraud on-line is proposed to be the same as paying by credit 
card in a restaurant, however, customers are far more reluctant to give out card details on-line and 
new ways of paying for goods over the Internet are being rapidly developed. Some e-businesses 
have their security managed by a third party, as described by Vernon (2000). Perhaps the most 
important issue of all is how safe it is to use a web site and to conduct financial transactions over 
the internet. Sites employ a multitude of security features. Encryption technology is the most 
common feature at all bank sites. This is supplemented by a combination of different unique 
identifiers, e.g. for a password, mother's maiden name, a memorable date, a favorite destination, 
etc. Some sites require information as input in a random order, the order changing with each log 
in. Additionally, most sites employ a method whereby five minutes of inactivity automatically 
logs users off the account. All Internet banking facilities are still at an early stage of development 
and hence the appearance, features and functions are continually evolving, (ibid). 
  
2.1.2Website Design guidelines 
 
There are two generic web site design strategies: 
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1. Informational/communicational strategy and 
2. Online/transactional strategy 
 
Informational/communicational strategy 
 
In the informational/communicational strategy, the web is used to support but not to replace a 
company’s main business activities. Companies do not limit themselves to just marketing on the 
web. As a matter of the fact, they look at other traditional media of advertising and marketing 
study in order to meet their business goals and marketing objectives. Looking at web marketing 
as another tool in the company’s marketing arsenal (Clark, 1997), the 
informational/communicational design is the most common use of Web marketing today. Liu et 
al. (1997) reported that 93 percent of “Fortune” 500 companies have publicly accessible sites, but 
fewer than 26 percent of those sites support transactions. On the other hand, there is no doubt that 
informational/ communicational design on the web can also produce significant sales in other 
areas of business. For example, Insight Direct, a discount computer cataloger selling mostly to 
business, generates only 10 percent of its sales from its on-line catalog, but more than 75 percent 
of its new customers come from the site. 
 
On-line/transactional strategy 
 
The on-line/transactional strategy invariably provides an electronic catalogue of products for sale. 
Visitors can browse through the catalogue and order products online. Although the 
informational/communicational design often provides an electronic catalogue as well as ordering 
information (e.g. by phone, fax, or e-mail), it does not support on-line transaction. Without on-
line ordering web database capability, it hardly exploits the potential of the web as an interactive 
medium. The on-line/transactional strategy is what most proponents of marketing on the Web 
expect. Griffith & Krampf (1998) indicated that the ability to enhance a company’s overall sales 
was a significant decisive factor to establish a website. Although there are still some hidden 
obstacles (e.g. transaction security), it seems that most companies are likely to benefit directly 
from marketing on the web, especially for small and medium sized enterprises. In fact, there have 
been a lot of successful on-line/transactional designs, such as “Amazon.com” and “Virtual 
Vineyards”. The number of successful enterprises is growing. There are reasons to believe that 
the web will become a significant moneymaking vehicle for electronic commerce. 
 
2.2 Customer Service 
 
To prosper in today’s competitive business environment, companies must understand that the 
customer holds the key to success (Goetsch & Davis 2004). The customer must be at the very 
heart of the company’s decision making. The customers want many things from the companies, 
they work with. In the language of customer service, these wants are often referred as needs. 
Most customers need quality products, quality service and friendly interaction with 
knowledgeable people who care about them, (ibid). 
  
Information technology, can and is being used to improve customer services, though the use of IT 
is dependent on the understanding of customer services, marketing and the information 
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orientation of the firm in question (Oasis, 1989). Customer service is being influenced and 
revitalized by information technology. Regardless of how one visualizes customer service, either 
from a logistics or marketing perspective, information technology now assumes an important role 
in customer service. Information technology is a powerful tool or enabler in the arena of 
customer service. Information technology is essentially in the process of migration, from the 
support functions to the front-line functions where the customer is served, as indeed, is customer 
service itself. In advancing the capabilities that IT offers the customer service function, Quinn (et 
al. 1990) argues that, with new technologies, executives can manage the strategic elements to 
achieve competitive advantage with minimum transaction costs. Other authors concur: 
 
Information technology promises to help companies provide more consistent levels of service and 
cement relationships with customers (O’Leary, 1990, p. 44). 
Improvements in customer service are being made possible by an underlying network 
of information technology (Austin, 1992, p. 26). 
Smart companies will gain a competitive advantage by improving the delivery of 
customer service through information technology (Burgetz, 1992, p. 10). 
 
Information technology is now viewed as a business tool, with the ability to award competitive 
advantages if correctly harnessed. However, the strategic uses of the information technology are 
only one of three ways in which information technology can be deployed as a business weapon. 
Information technology can also be used in routine data processing and internal operational 
efficiency (Earl, 1989). Combining the two concepts – customer service and information 
technology – one finds that the adoption process is not specifically considered anywhere in the 
literature. However, it is evident from documented material that there are two possible ways of 
examining the development of the use of information technology in customer service. First, there 
is the accepted information technology development path. This is normally defined as: 
 
1. Paperwork/routine activities 
2. Middle management operations/internal processes and 
3. Strategic purposes 
 
From this perspective, most firms are using information technology in customer service to deal 
with routine paperwork activities, e.g. accurate billing. Such use either increases the efficiency of 
activities and/or reduces costs. Information technology is also being utilized in internal 
management operations, e.g. products, which again leads to increased internal efficiency and/or 
reduced costs. Finally, in relation to the third stage of information technology development, many 
companies are aware of the strategic benefits of information technology in customer service, but 
are having difficulty in actually identifying and managing such applications (Earl, 1989; Fletcher, 
1990). 
 
2.2.1 Customer Service on the Internet 
 
Technology, in particular the Internet, is a key driver of internal changes (Jayawardhena & Foley 
2000). The Internet is believed to change the way firms interact with their customers and thus the 
way they initiate, develop and terminate relationships with them (Mols 2000). Many researchers 
have pointed out that service quality is one of the key determinants of online retailer’s success 
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based primarily on the following two reasons (Jarvenpaa and Todd, 1997; Griffith and Krampf, 
1998; Zeithaml et al., 2000). First, online retailer’s service quality greatly influences customer’s 
satisfaction and intention to shop online in the future. For example, one recent report by Boston 
Consulting Group (2002) revealed that 41 percent of consumers who experienced an online 
purchasing failure stopped shopping at the sites in question. This report further noted that the dis-
satisfied customers, on average, spent much less money on online purchasing than the satisfied 
ones. Next, online retailer’s service quality is critical in attracting potential customers. For 
example, Yang and Jun (2002) argued that online retailer’s service quality, particularly in terms 
of online transaction security, personalized services, and accessibility of the web sites, 
significantly affects Internet non-purchaser’s perceived overall service quality and in turn, 
influences their willingness to shop online. 
 
Financial services web sites can perform a variety of functions ranging from basic information 
provision to full transactional capability. Knight et al. (1999) identifies four separate levels of 
information provision: At the most basic level, an Internet presence merely provides information 
about the financial institution, with no interaction between the institution and customer other than 
a possible e-mail link. The next level allows the institution to receive information, such as an 
electronic loan application.   The third level offers the customer the opportunity to share 
information, such as account balances or transaction details. The highest level identified allows 
the customer to process information. 
 
Cox and Dale (2001) have noted that traditional service quality dimensions, such as competence, 
courtesy, cleanliness, comfort, and friendliness, are not relevant in the context of online retailing, 
whereas other factors, such as accessibility, communication, credibility, and appearance, are 
critical to the success of online businesses. Similarly Madu (2002) propose the following 15 
dimensions of online service quality based on the relevant literature review: performance, 
features, structure, aesthetics, reliability, storage capacity, serviceability, security and system 
integrity, trust, responsiveness, product/service differentiation and customization, web store 
policies, reputation, assurance, and empathy. In the same vein, Wolfinbarger and Gilly (2002), 
through focus group interviews, a content analysis, and an online survey, have uncovered four 
factors of online retailing experience: web site design, reliability, privacy/security, and customer 
service (this factor is primarily related to the customer-to-employee interactions). 
 
2.2.2 Structural design of Customer Service 
 
The studies have shown that high levels of customer service quality can exert a positive influence 
on customer satisfaction (Parasuraman et al., 1988; Cronin and Taylor, 1992). Unlike the 
manufacturing product quality that can be readily assessed, service quality is an elusive and 
abstract construct that poses definition and measurement obstacles. The literature has suggested 
that service quality is determined by the differences between customer’s expectations of service 
provider’s performance and their evaluation of the services they received (Parasurman et al., 
1985, 1988). 
 
Parasuraman et al. (1985, 1988) have conducted well-known studies to uncover key service 
quality attributes that significantly influence the customer’s perceptions of overall service quality. 
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Parasuraman et al. (1988) later distilled these ten dimensions into five by using a factor analysis. 
These five dimensions are: 
   

1. Tangibles 
2. Reliability 
3. Responsiveness 

4. Assurance and 
5. Empathy 

 
A number of research-based investigations have been made in an effort to identify, from the 
customer’s point of view, the determinants of service quality. For example Parasuraman et al. 
(1988) identified five dimensions of service quality: reliability, assurance, responsiveness, 
tangibles, and empathy which can be applied to service expectations in the financial services 
industry (Wisner and Corney 2001). Examples of questions in each of the categories are: “do we 
(the bank) have the services and financial products that you want?” (tangible dimension), “Was 
the bank employee available within a reasonable amount of time?” (responsiveness dimension), 
“Were you treated courteously?” (assurance dimension), “Did the bank employee make you feel 
like a valued customer?” (empathy dimension), and finally, “Have we (the bank) provided you 
good service over your last three visits?” (reliability dimension). The research of Parasuraman et 
al. (1988) also showed that customers consider reliability the most important service dimension. 
 
In the case of the banking industry, Johnston (1995) examined, by using the critical incident 
technique, banking customer’s perceptions about the service quality they received and found 18 
service quality attributes. They are: 
  

1. Access 
2. Aesthetics 
3. Helpfulness 
4. Availability 
5. Care 
6. Cleanliness/tidiness 
7. Comfort 
8. Commitment 
9. Communication 

10. Competence 
11. Courtesy 
12. Flexibility 
13. Friendliness 
14. Functionality 
15. Integrity 
16. Reliability 
17. Responsiveness and 
18. Security
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Further, Johnston (1995, 1997) examined the effects of service quality dimensions on the 
customer’s satisfaction or dissatisfaction, and then classified the dimensions into satisfying 
only, dissatisfying only, and dual factors (factors capable of either satisfying or dissatisfying 
customers depending on the quality level of the factors). Regarding the three classifications of 
service quality attributes, Johnston (1997) argued that the causes of dissatisfaction are not 
necessarily the obverse of the causes of satisfaction: A bank which opens and closes 
erratically will lead to dissatisfied customers; However, a bank which opens and shuts 
precisely on time does not automatically lead to delighted customers. 
 
Lohse and Spiller (1999) noted that online business website’s characteristics such as a 
feedback section and product lists are crucial in generating sales. Liu and Arnett (2000) 
considered the following four factors as major ingredients for the success of a web site as: 
 

1. System use 
2. System design quality 
3. information quality and 
4. playfulness 

As for the Internet banking, Sathye (1999), with respect to the adoption of Internet banking by 
Australian consumers, found that two factors such as “difficulty in use” and “security 
concern” are important reasons that customers do not want to use the service. 
Bahia and Nantel (2000) also proposed an alternative measure of perceived service quality in 
retail banking that comprises 31 items with six underlying key dimensions. These dimensions 
are: 
 

1. Effectiveness and assurance 
2. Access 
3. Price 
4. Tangibles 
5. Service portfolio and 
6. Reliability 
 

On the other hand, Oppewal and Vriens (2000) suggested the use of conjoint experiments to 
measure service quality. They developed an application for measuring retail banking service 
quality, which consists of 28 attributes including four service quality dimensions such as: 
 

1. Accessibility 
2. Competence 
3. Accuracy and friendliness and 
4. Tangibles 

 
Of the four dimensions, the accuracy and friendliness dimension turned out to be the most 
important factor in determining banking preference, followed by competence, tangibles, and 
accessibility. As for Internet banking, relatively little empirical research has addressed the 
issue of the key underlying dimensions of Internet banking service quality. 
 
Cai & Jun (2003) investigated on what online buyers and information searchers perceive as 
key dimensions of service quality in online retailing. They derived four factors for studying 
labeled as: 
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1. Web site design/content 
2. Trustworthiness 
3. Prompt/reliable service 
4. Communication 

 
Trustworthiness 
 
Security: The breach of security may pose tremendous threats to the success of the e-banking. 
Aladwani (2001) identified Internet security as the leading future challenge of online banking. 
Customers are concerned with their privacy when using IT-based services. For example, some 
customers may have the impression that the Internet is not 
a secure environment for transactions and they may fear that “someone will have unlimited 
access to personal financial information” (Peterson, 1997). The most common procedure for 
Internet payment is through cash card / credit card. However, concerns for customers are 
security while sending over the Internet, credit card information including name, card number 
and expiration date. According to Novak (2000), security was identified as one of the least 
important factors to distinguish a compelling online environment. Customers believe that the 
Internet payment channels are not secure and can actually be intercepted. This reduces the 
customer’s level of trust,discouraging them from engaging in online information search and 
making online banking transactions. 
 
Trust: Customers traditionally build trust based on the image and reputation of service 
providers (Grönross, 1984). Shemwell et al. (1994), argues that more a customer trusts a 
service provider, the more likely they are to continue the relationship and decrease the 
perceived inherent risk. These issues are particularly important in Internet banking services, 
partially because it is relatively new and untried and also due to the intangible land uncertain 
processes which customers face (Broderick & Vachirapornpuk 2002). 
 
Andreason and Lindestad (1997) further argue that a service organization’s image will 
function as a filter in the perception of quality and satisfaction, as a simplification of the 
decision process and as an extrinsic information cue for customers. The customer’s perception 
of service trust arises from an evaluation of the total service experience – a judgement as to 
whether the promise of the service has been realized in its delivery (Kolesar & Galbraith, 
2000). Zemke and Connellan (2001) say that trust first and foremost means keeping promises 
or doing what you say you will do. Trust is the backbone of the business. When things do not 
happen as we predict or as we had told to the customer that they will happen, it leaves them 
with high anxiety and a desire to put things back in balance, Zemke & connellan (2001). 
Privacy. Suganthi et al. (2001) view users of the Internet are concerned with privacy. Since 
the Internet is an open network, the Internet banking customers appear too much more 
concern with security and privacy of the banking transactions and the privacy of their 
personal information. Privacy concerns are coming to the fore with increased Internet 
penetration (Feinberg & Kadam 2002). 
 
Communication 
 
Communication tools: According to Feinberg & Kadam (2002) there are the different ways to 
contact the company. For instance: e-mail, fax, toll-free numbers, postal address, callback 
button, voice over IP and bulletin board. Traditionally, only toll-free numbers and postal 
addresses could be used by customers to reach the company. However, over the past few 
years, e-mail has emerged as an important tool for company-customer communication. 
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Furthermore, unlike telephone communication, which is synchronous, e-mail communication 
is asynchronous. This reduces costs, since customer service queries will now be handled in 
countries with lower labour costs, by taking advantage of the time-difference. Also, e-mail 
transmission happens on the Internet, which is essentially a public service and thus the 
company does not incur significant transmission costs. Cox & Dale (2002) stated that many 
web sites would inform the user of a mistake by writing the information in red next to the 
relevant box or area. This communicates clearly to the user that they have made a mistake and 
need to redo something in order to proceed. The communication of a web site is carried out 
via text, graphics and moving animation, with text being minimal and to the point and clearly 
set out. 
 
Frequently Asked Questions (FAQ): Frequent asked questions and their answers are available 
for reading. This feature acts as self-help for the customers, looking for answers to their 
queries (Feinberg & Kadam 2002). It is sensible to create a list of FAQ, which can be 
diagnosed from the amount and type of queries being asked by customers. Constantine and 
Lockwood (1999) state that a well-designed FAQ page should be arranged in three sections: 
 

1. Table of contents or topic list 
2. List of questions organized by topic and 
3. Index 
 

The most frequently asked questions should be immediately available to the customer  and 
then if they need to, they can choose the appropriate topic from the list. Furthermore,  here 
should be direct links within the answers to take the customer back to the relevant page(s). 
Joseph et al. (1999) investigated the influence of technology, such as the ATM, telephone, 
and Internet, on the delivery of banking service. Their study identified six underlying 
dimensions of electronic banking service quality: 
 

1. convenience/accuracy 
2. feedback/complaint management 
3. efficiency 
4. queue management 
5. accessibility and 
6. customization 
 

Convenience/accuracy 
 
Accurate: Accurately performing services and providing information could help improve 
service reliability (Parasuraman et al., 1988, 1991) and service outcomes (McDougall and 
Levesque, 1994). The literature also suggests that IT can help improve service quality by 
reducing error rates (Furey, 1991; Licata et al., 1998). If customers perceive that Internet 
based services provide improved service and information, they may place a higher value on 
such services. 
 
Easy to use: As for Internet banking, Sathye (1999), with respect to the adoption of Internet 
banking by Australian consumers, found that two factors such as “difficulty in use” and 
“security concerns” are important reasons that customers do not want to use services. If 
customers view an IT-based self-service system to be difficult to use, they may not value such 
a service delivery channel (Dabholkar, 1996; Galbreath, 1998). Once customers have 
accessed the service delivery point, they do not like to wait to receive the service. Excessive 
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waiting in a queue for service delivery could negatively affect customer’s perceptions of 
service quality (Houston et al., 1997). Some customers would prefer technology-based self-
services if such options could reduce service delivery time (Lovelock and Young, 1979). IT-
based service options may help improve customer service quality by providing customers 
with more prompt and efficient service. 
 
Convenience: Convenience is a primary benefit sought by customers (Reed, 1998; Milligan, 
1997). McDougall and Levesque (1994) and Milligan (1997) suggested that banks with an 
extensive branch office system and ATM network would have the opportunity to attract 
customers who are in this convenience segment. Lerew (1997) suggested that customer 
satisfaction would increase when customers enjoy the convenience of accessing their accounts 
at any time through interactive voice response systems. 
 
Feedback/complaint Management 
 
Feedback service: As argued by Cox & Dale (2002), customer service plays an important part 
in delivering service quality to the customer. With the Internet, the face-to-face interaction is 
non-existent so companies offer a telephone number for customers to call. Some sites offer a 
call-u-back service where the customer gives them their telephone number and they will call 
back within a certain time limit to help with the query.  Unfortunately, this is only offered 
during office hours. Other sites offer an e-mail address to send the query and will e-mail back 
either a standard response or a personal one. Such contact details should be on every page of 
the web site and not just on the home page and during the transaction process (see Holt, 
2000). Ideally these should be placed at the top of the page in clear view, although some web 
sites tend to hide their contact details at the bottom of scrolling pages. Vassilopoulou and 
Keeling (2000) and Creative Good (2000) also place importance on encouraging the customer 
to give feedback to the company by providing a special option or form to complete regarding 
the services provided, similar to a survey. 
 
Complaint management: According to Kolesar and Galbraith (2000) responsiveness refers to 
the customer’s perceptions of both the willingness and ability of the service provider, to 
respond to the customer’s own needs and desires. It means that the service provider’s actions 
happen fast enough for the customer not to feel neglected, but not in a panicky way. It is more 
that the pace of a service, it is also the perception of that pace. E-mail based service elements 
can be effective in achieving the desired consumer perception of complaint management. 
Virtual immediacy can be achieved through automated e-mail responses that inform the 
customer that a personalized response will be forthcoming within a given period (Kolesar & 
Galbraith, 2000). Moreover, Zemke and Connellan (2001) say that 24 hour turnaround on e-
mail queries is the Internet industry standard, but that the company should respond to it faster 
than that. 
 
Efficiency 
 
Menu options: This feature allows the company to highlight products or services that may be 
relevant in a particular context (Feinberg & Kadam 2002). The context could be a particular 
festival or a season, among others. Moreover, this feature is helpful for those 
site visitors who are looking for a specific piece of information. Demo and currency 
conversion rate. The (customized) product can be viewed before purchasing. The product can 
be viewed in a motion picture or a demo. Vassilopoulou and Keeling (2000) suggest that a 
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currency conversion rate mechanism should be provided on those web sites, which enable 
transactions to be made. This is a valid point considering the global reach of web sites. 
 
Accessibility 
 
Connectivity: Perhaps the most critical factor for any web site is accessibility. This refers to 
the ability for customers to access the web site of a particular e-business and navigate its site. 
Vassilopoulou and Keeling (2000) rate accessibility as the speed with which the home page 
and following pages download. Holt (2000) also stresses the importance of a fast 
downloading home page. Gann (2000) also emphasizes the fact that web sites must be 
accessible 24 hours a day, seven days a week, 365 days of the year. 
 
Language options: Customers prefer businesses that provide a variety of supplemental 
services to augment the core service (Gerson, 1998). McDougall and Levesque (1994) 
indicated that a comprehensive service offering is attractive to the customers. Consequently, 
multifunctional of an IT-based system may be an important feature in satisfying customer 
needs. So, multiple languages options are vital factor for the satisfaction of customers in the 
internet banking. 
 
Customization 
 
Personalized service: Ghosh (1998) and Mols (2000) stated that the internet banks could offer 
personalized services to their customers in order to build customer loyalty, since they can 
automatically track, through the Internet, individual customer’s financial service usage and 
gather the information in their integrated database. For many web sites, the key to success is 
the number of customers that use the site and keep returning to make purchases (Cox & Dale, 
2002). By asking customers to fill in a user ID and password, e-businesses can tailor the web 
sites to a particular customer. In the case of transactions, this means that all the customer 
information such as the billing and shipping addresses do not have to be filled in again, or it 
could be the retention of size details for buying clothes. Creative Good (2000) suggest that it 
is much simpler for customers if they are asked to use their e-mail address as an ID rather 
than creating a new one, although many companies will ask for both. They also suggest that 
having a “my account” option showing previous transactions also helps to build a sense of 
community for the customer returning to the site. Taking this one step further, web sites can 
suggest new products on the basis of historical transactions when the customer logs back onto 
the site. Some sites have a mechanism by which they will suggest books and music based on 
the customer’s historical preference. In some cases, the customer can customize the web site 
by choosing options so that on their next visit, they enter directly into the pages most relevant 
to them (Creative Good, 2000). 
 
Web sites must form relationships with their customers Cox & Dale (2002). By asking 
customers to fill in a user ID and password, e-businesses can tailor the web sites to a 
particular customer. A commonly used strategy for keeping customers using a service or 
repeatedly buying products is to provide some kind of incentive to attract them back. Wiegran 
and Koth (1999) argue this is even more true for the internet where the competition is only 
one click away and e-Businesses are fighting to gain market share. Such incentives can be 
discounts, free delivery or benefits of promotions, these types of incentives are a powerful 
marketing tool and lock customers into using a particular web site. 
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Customer participation 

According to Anne J. Broderick and Supattra Vachirapornpuk one feature of the customer 
interaction was that it was not confined to Internet transactions, but involved a lot of other 
interfaces. A typical example of customer actions during the Internet service delivery process 
is shown below: 

1. Opened account with card option on 27 April. 

2. Five days later, the card arrived with a letter saying that I should receive my pin no. before 
hand-in - it hadn't. 

3. I phone the no. on the letter, and they tell me that it will be sent within five days. 

4. I sent an e-mail and got a reply that the pin will be sent out within four days. 

5. After 14 days, I call into my local branch and ask them to send me one and have been told 
that I will get it within five days. It is now 1 June and I still have not received a pin no.  

A feature of the findings was that customers on the internet, in general, tended to play very 
active roles. From the beginning of the process, customers have to access the web site, fill in a 
form, call the bank - the customer both initiates the service script and makes efforts to 
continue with the script. 

From the incidents recorded, customers tend to get involved and take action to speed up the 
process. Many respondents expressed lack of confidence regarding the roles and service 
scripts; and doubts due to the perceived complexity of the process and risks involved. An 
interesting finding was that customers also blamed themselves if they felt they had not 
followed through properly on instructions: 

I also had a similar problem (incomplete direct debit transfer), however, I was to blame 
because, although the direct debits were shown to have transferred on screen, I failed to wait 
for the secure message to say all was complete ... I have left with a frown, not a smile ... but it 
was self-inflicted . 

During the encounter with the service provider, through the web site, the customers tended to 
form their roles from the perception of the service setting and by following the instructions 
given. Customers expected other support personnel to play roles as information providers, 
particularly when customers had service problems and members noted poor performance of 
backstage services. Yet, frequently they encountered obstructive delays that directly affected 
their future purchase behavior, as noted below: 

Two out of three attempts to withdraw money online failed. Phoned up the call centre who 
tried to make me feel like it was my problem and I had done something wrong. 

Evaluation of the model 

Customer participation was much greater than anticipated. When problems occur, member’s 
responses are frequently to intervene and be proactive. This parallels the Kellog et al. (1997) 
findings in which customers, when faced with an impending service failure may repeat 
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information exchange or intervene. Some interventions may involve complaint or expressing 
negative comments, which reflects poor perceived quality. In internet banking services, 
although the outcome may eventually be delivered, actions that customers have to take to 
initiate or re-initiate the service or intervene in the service process are likely to cause poor 
perceived service quality. Implications for the management of quality in Internet banking 
services arise in two areas: first, within the service interface and second, with the management 
of increased customer role. Both of these have been highlighted in Figure 2.1. 

Service interface 

For the service organization, the interface (represented as a sphere in the centre of Figure 1, is 
the interlinking service processes which manage the activation points for different customer 
scripts and makes sense of the enquiries, the follow-up calls, the e-mails, etc. The service 
interface also has to maintain links to the backstage operations supporting both the service 
setting and the service encounters. In this research, a gap in responsibility seemed to exist for 
handling service failures. Poor listening, lack of sufficient care by service providers in service 
interactions and client feelings of being ignored triggered poor perceptions of the service. 
Within the service interface, standards of swift response from branch-based banking do not 
seem to have transferred to Internet banking. Incidents mentioned included frequent no-shows 
of paper work, no follow-up after initial registration, lack of support mechanisms when 
something goes wrong, which are symptomatic of a technological format that is inadequately 
supported by banks. In particular, the service interface between service personnel and the new 
Internet format seems to be slow, not established or apt to break down. Service providers need 
to acknowledge more self-determinism by clients and create more clarity and transparency in 
the service interface. Failure to recognize such service delivery issues is a key management 
problem. 

Increased customer role 

As can be seen in Figure 2.1, customer participation and roles not only are linked to starting 
the service encounters. Customer scripts also operate between the service setting and the 
service encounter, as when customers seek to solve problems with the service setting by 
contacting personnel. Once the service process is jointly produced, it highlights the 
importance of shared understanding of service scripts and of recognizing different points of 
script activation. In Figure 2.1, customer roles are activated at four different points in service 
delivery (R1, R2, R3, R4) and these correspond with three main functions in customer control 
of the service script: initiating the script, interlinking different service scripts and interpreting 
service scripts. 

 Initiating the service script:  

• R1 - activating the service setting (logging into the web site and enquiring or checking 
account balance).  

• R2 - trying to contact service personnel - thus initiating the one-to-one service 
encounter.  

In contrast with traditional service delivery format, the Internet is controlled by the 
customer - it is the customer's responsibility to initiate the service script by logging in, 
making an enquiry, checking the balance on their account. If the service setting is not 
efficient and the speed and navigation features are poor, the customer may have to log 
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off and re-initiate the actions at R1 to make progress with their transaction. In a typical 
service process, i.e. opening an Internet banking account online, the customer is 
frequently required because of lack of response to re-initiate the script directly with 
service personnel at R2, re-start the service enquiry and interact with other service 
personnel to take their transaction forward.  
 
Integrating service scripts:  

• R1 - reporting faults or problems to staff at a call centre while online. Sending an e-
mail enquiry while online.  

• R2 - contacting the branch in person about what has occurred in an online transaction. 
Telephoning staff at the branch or call centre to enquire about progress with your 
account/to continue a previous exchange.  

• R3 - finalizing the service transaction via the web site and perhaps requesting follow-
up backstage service outcomes.  

• R4 - confirming a completed service transaction with staff by telephone or following 
up with another communication with service personnel.  

As can be seen above, the customer, in seeking to achieve an outcome to a process, 
needs to integrate different scripts within the service experience - this can involve 
linking with the branch via telephone or e-mail while online, or to a call centre via e-
mail. It might also involve scrolling to a different part of the web site and initiating a 
new shorter script to find out particular information, complete an additional form and 
contact directly an expert on a particular area of finance. Customers may return to the 
main script after completing a short additional script. In internet banking this 
integration process is not optional - to achieve a successful transaction it is often 
obligatory to engage with other scripts. There may, therefore, be some cross-switching 
between R1, R2 and R3 within a particular service episode.  
 
Interpreting the service script(s):  

• While progressing between R1 and R4, typical service episodes or experiences involve 
making an interpretation of what is happening at a particular time from the given cues 
and then pursuing the next stage of a service script or initiating a parallel or dependent 
script. This occurs in a traditional service setting when a customer makes an unusual 
request and the front-line staff has to contact another member of staff to deal with this 
particular request. The customer waits, re-explains and expects a greater level of 
response to the first request (a greater level of understanding of the context and the 
possible alternatives).  

One of the features of the internet banking is that customers have to interpret signals and cues 
in the service setting (web site), they have to interpret what the next script should be, and in 
Internet banking this is not clear. Customers therefore fall back on known scripts such as 
traveling to the branch and asking for action to move a transaction forward or create 
"improvised scripts" such as trying some other online transaction/contacting different 
personnel via e-mail. Frequently, from the research undertaken, when customers engage in a 
known script at the branch level, there is no guarantee that they will meet an employee who 
knows more, shows more understanding and can offer alternative options. In many cases, the 
response is not any better and may be worse if the staff is not familiar with the web site 
offering(s). As we have seen above, this is a negative reinforcement of the first problem and 
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makes customers critical of all interactions with their banks (both Internet and traditional), 
and all potential scripts. In parallel, if the customer engages in an "improvised script", the 
customer is not only unsure about this, one may find that, when it does not work, it makes the 
whole Internet banking process seem more difficult and less comprehensible. Their initial 
sense of control is now diminished and thus they may begin to distrust the service setting. 

Thus, more a customer interprets a potential "improvised" script, and interlinks in order to 
fulfill that potential "improvised" script, more dissatisfied they become if that new script 
leaves them worse off in some way. As they work harder at the scripts and become more 
active in seeking a script that resolves their problem or answers their query, they become 
more critical of the total service experience and less tolerant of the poor interface 
management. 

What this increased customer role highlights is not confined to Internet banking services but 
is also applicable to the management of other Internet service organizations. The issues are 
twofold: 

 Although service organizations may imagine the Internet as a remote service, with 
opportunities to maintain a standardized approach in service delivery, customers do 
not regard the Internet as a remote service. They expect a lot of straight forward, 
honest and timely communication, strong interactivity, good interfacing with 
backstage activities and adequate support.  
 
 Online education of customers about their new roles and the appropriate service script 
for dealing with problems, for extending the transaction and taking forward any 
follow-up transactions is a necessary investment for service organizations with online 
activities.  

Overall, the customer role model in Figure1 below suggests that customer participation 
operates not just in starting the service experience in internet banking, leading to interaction 
with the service setting and to engage in various service encounters, it also frequently 
completes the process and acts as a filter to the quality attitudes formed. Customer level of 
information, their follow-through actions and their level of involved contribution in the 
service encounter(s) (R1, R2, R3, R4) strongly shape their expressed satisfaction or 
dissatisfaction with Internet banking processes. 
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Figure2.1 : Customer role and perceived service quality in internet banking 
Source: Anne J. Broderick, Supattra Vachirapornpuk 2002 p 332 
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2.3 Conceptualization 
 
The purpose of the conceptualization is to explain either graphically or narrative, the main 
things that are going to be studied (Mile &Huberman, 1994,) in order to collect data and 
answer the research questions, a conceptualization of the research questions, via the literature 
just reviewed, will be provided.  
 
RQ1: How can the online banking environment (website) be described?  
 
In the previous section, we have studied the online environment (website), including the 
design, models, development and strategies. We found that there were quite many items 
overlapped. In order to find out how web site designs in Internet banking should be, I think 
that model of Jayawardhena & Foley (2000) is the suitable one as it is specifically related to 
internet banking industry. 
 
Speed to download 
 

• Simple graphics 
• Animation and/or multimedia plug-in 

 
Content and Design 
 

• Product information content 
• Amount of product information 
• Product information format 
• Language alternatives 
• Layout features 

 
Interactivity 
 
Technical banking facilities: 
Loan calculators, exchange rate converters, mortgage calculator etc 
 
Navigation 
 

• Homepage hyperlinks 
• Links 
• Consistent  navigation. 
• Search engine in the site. 
• Site maps/guides 

 
Security 
 

• Encryption 
• Purchase /operation confirmation 
• Automatically log off 
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RQ2: How can customer services within this environment be described?  
 
 Web-based customer service level and nature of customer participation, they should be 
integrated with website design to be intact and leading to enhance customers services. Cai & 
Jun (2003) discussed service quality in online retailing. Joseph, McClure & Joseph (1999) 
investigated the influence of technology such as ATM, telephone and Internet, on the delivery 
of banking services. Their study acknowledged six dimensions of electronic banking customer 
service.  
 
In order to find out how websites could be used for enhancing customer service in Internet 
banking, the mtheories of Cai & Jun (2003), as well as from Joseph, McClure & Joseph 
(1999) are deemed appropriate for this study, as they are both more recent. 
 
 Trustworthiness (Cai & Jun, 2003) 
 

• Security  
• Trust/risk  
• Privacy  

 
Communication (Cai & Jun, 2003) 
 

• Communication tools  
• Frequently asked questions  
• Information updated  
• Information understandable  

 
Convenience/accuracy   (Joseph, McClure & Joseph, 1999)  
 

• Convenient  
• Accurate  
• Easy to use  

 
Feedback/complaint management (Joseph, McClure & Joseph, 1999) 
 

• Feedback service  
• Friendly environment  
• Complaint management  

 
 
Efficiency (Cai & Jun, 2003) 
 

• Menu options 
• Demo  
• Exchange rate conversion  
• Calculators  

 
Accessibility (Joseph, McClure & Joseph, 1999) 
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• Connectivity  
• Special service for disables  
• Language options  

 
Customization (Joseph, McClure & Joseph, 1999) 
 

• Personalized service 
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3 Methodology 
 
This chapter will cover the research methods used in this study. It will describe the chosen 
methods, concerning research purpose, research approach, research strategy, and data 
collection method and analysis approach. Additionally, methodology problems that have come up 
during the process will be presented. Motivations and justifications for all adopted strategies 
have been given in each section.  
 
3.1 Research purpose 
 
According to Yin (1994), there are three classifications of research available when dealing with a 
research problem; exploratory, descriptive, or explanatory. 
 
3.1.1 Exploratory Research  
 
Here, research is designed to allow an investigator to just look around with respect to some 
phenomenon, with the aim being to develop suggestive ideas. The purpose is to gather as much 
information as possible concerning a specific problem. Exploratory research is often used when a 
problem is not well known, or the available knowledge is not absolute.  The technique that is best 
suited for information gathering when performing an exploratory research is interviews (Yin, 
1994).  
 
3.1.2 Descriptive Research  
 
The objective is to provide a description of various phenomenons connected to Individuals, 
situations, or events that occur.  The purpose might be to develop empirical generalizations. Once 
such generalizations begins to appear, they are worth explaining, which leads to theory 
development (Ibid). Moreover, descriptive research is often used when a problem is well 
structured and there is no intention to investigate cause/effect relations. Descriptive research is 
recommended when you search data, often secondary, in order to describe a few aspects of a 
clearly structured problem.  
  
3.1.3 Explanatory Research  
 
The goal here is to develop precise theory that can be used to explain the empirical 
generalizations. Based on this, the researcher formulates hypotheses that are tested empirically 
(Ibid). According to Yin (1994) the study is explanatory when the focus is on cause-effect 
relationships, explaining what causes produced what effects. A high level of flexibility 
characterizes an exploratory case study and it is suitable when a problem is difficult to demarcate. 
This kind of research is also appropriate when it does not exist a clear apprehension about what 
model that should be used and what qualities and relations that is important (ibid).  
  
The research purpose and research questions of this thesis indicate that this study is primarily 
exploratory and descriptive, this study is descriptive since it is my intention to describe the area 
of research and try to begin to explain the collected data in order to find out the differences and 
similarities.    
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 3.2 Research Approach  
 
The research approach is regularly either quantitative or qualitative. Selectivity and distance to 
the purpose of research characterize a quantitative approach whereas a qualitative approach is 
characterized by closeness to the object of research. Both approaches have their strengths and 
weaknesses and neither one of the approaches can be held better than the other one. The best 
research method to use for a study depends on that studies research purpose and the 
accompanying research questions. (Yin, 1994)  
 
Qualitative research is the search for knowledge that is supposed to investigate, interpret, and 
understanding the phenomena by the means of an inside perspective. Qualitative methods are 
often related to case studies, where the aim is to receive thorough information and thereby gain a 
deep understanding of the research problem (Ibid).  
 
Based on the research question posed above, the researcher gives a better understanding of the 
research area, so it will get thorough information to describe the understanding of the research 
questions. It will use the frame of reference and aim to gain a deeper understanding of this 
phenomenon instead of analyzing data in the form of numbers statistically. The qualitative 
approach will be my preference.  
 
3.3 Research strategy 
 
There are five key research strategies, in the social sciences; experiments, surveys, archival 
analysis, histories and case studies Yin (1994). Each strategy has its own advantages and 
disadvantages depending on three conditions:  
 

• The nature of research question.  
• The degree of control and researcher has over actual behavioral actions.  
• The extent of focus on contemporary, as opposed to chronological, events.  

 
According to Yin (1994) a case study is a comprehensive description and analysis of a single 
situation. In case studies the aim of the research is to seek conformity between the results and the 
theory. This means that the theory helps to identify other similar events to the result that can only 
be generalized after further studies. A researcher can choose to conduct research on a single case 
or to conduct multiple case studies. The single case study is appropriate when the single case 
represent (1) an extreme or unique case, (2) a critical case meeting all the conditions for testing a 
formulated theory, or (3) a revelatory case when the researcher has the opportunity to observe 
and analyze a phenomenon previously inaccessible to scientific investigation (Ibid). 
Wiedersheim-Paul and Eriksson (1999) note that the possibilities of comparisons between the 
cases are added in a multiple case study.  
  
Miles and Huberman (1994) continue by explaining how the multiple-cases make it possible to 
specify how, where, and sometimes also, why a certain phenomena has a specific behavior. They 
conclude that multiple-case sampling also adds to the validity, precision and the stability of the 
findings. In order to address the research questions of this study, two case studies will be 
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conducted. By conducting case studies the results can be compared and the study seen as more 
convincing. This enables us to compare the results from each case in a cross-case analysis. Using 
a multiple-case study it can also make my findings more strong and possible make it easier to 
notice possible similarities and/or differences. How the case study is preceded? is presented in the 
next section. 
 
3.4 Data Collection 
 
In Case study, Yin (1994) has listed six forms of sources of evidence for collecting data. These 
are documentation, archival records, interviews, direct observations, participant observation and 
physical artefacts. Within the scope of the research, author will use email, voice chat via internet, 
and observation (interaction with website) as sources of data collection. He will also use 
documentation as a mean to supplement evidence from other sources. For example, such data are 
available mainly in form of the bank information material (annual reports, articles, brochures, 
online information presentation, etc.), and this documentation will provide us with an overall 
view of the present situation of the banks. 
 
According to Yin (1994), direct observation can involve observations of meetings, sidewalk 
activities, factory work, classrooms and the like. To increase the reliability of observational 
evidence, a common procedure is to have more than a single observer making an observation, 
whether of the formal or the casual variety. Therefore, study would like to use observation 
together with interviewees on targeted websites related to our thesis. 
 
Yin (1994) stated that one of the most significant sources of case study information is the 
interview. He further clarifies that positive aspects with the interview are that it is “targeted” 
because it concentrates directly on the case study topic. It is also “insightful” because it gives 
perceived causal conclusions. These positive aspects discussed by Yin (ibid) are the reasons for 
why author has   chosen the interview as a method of collecting data. 
 
Considering the nature of the second research question, author chooses to use open-end interview 
to collect data about customer’s perception of customer service in Internet banking. Thorough 
personal interviews with Internet banking users, he will try to find out his ideas about there wants 
or desires for Internet banking. 
 
3.5 Sample Selection 
 
While doing a research, it is not possible, practical or sometimes expensive to gather data by all 
the potential means of analysis relevant to the research problem. Therefore, smaller chunks of a 
unit sample are chosen to represent the relevant attributes of the whole of units. This is the fact 
that samples are not exactly representative of the population from which they are selected, the 
researcher cannot be certain that the results will generalize to the entire population (Graziano& 
Raulin, 1997). 
 
For the thesis, author will use multiple cases sampling, because multiple case could add 
confidence to findings. By looking at the range of similar contrasting cases, he can understand the 
case findings, grounding it by specifying how and where and, possible why it carries on as it does 
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(yin.1999). Keeping in mind the research questions author chose websites of two banks working 
in Pakistan (one is national, other is international), which are Muslim commercial bank and City 
bank of Pakistan. Both banks are providing the Internet banking services .And the author select 
the one  customer of each  bank using the internet facility .One of the interview is conducted face 
to face Citibank’s customer in the  computer lab situated in D building and the other Mcb’s one  
is conducted through the msn messenger using voice chat and webcam facility. Both the 
interviewee are well aware of internet banking  cause one  is student of e-commerce and the 
second one is employee of a well established  software house in Pakistan.      
 
3.6 Data Analysis  
 
The goal of analyzing data is to handle the evidence fairly, to produce convincing logical 
conclusion and to rule out alternative interpretations.  Data analysis involves turning a series of 
recorded observations into descriptive statements (Yin, 1994). Before the data actually can be 
analyzed, the researcher carries out a case study, can choose between two general analytical 
strategies, relying on theoretical propositions or developing a case description.  
  
Depending upon academic propositions it is the most general strategy. Hence the collection of the 
data is based on research questions taken from previous studies. The conclusion of the study will 
then be compared with the results/findings from previous studies. Developing a case description 
can be used as a strategy as well, but is less favourable and it should only be used when little 
previous research has been done (Ibid). A lot of research has been conducted within our area of 
research and therefore our analytical strategy relies on theoretical propositions.  
  
Data analysis consists of three simultaneous flows of activities. These three activities are data 
reduction, data display and conclusion drawing and verification. Data reduction should not be 
considered to be separate from analysis, but a part of it. This reduction of the data helps to grind, 
sort, focus, discard and organize the data in a way that allows for final conclusions to be drawn 
and verified (Miles & Huberman, 1994). My data analysis is based on these three steps. I will use 
the within-case analysis and the cross-case analysis stated by Miles and Huberman.(1994).  The 
data will first be reduced through a within-case analysis where the cases will be compared with 
the frame of reference.  The data will then be further reduced by being displayed through a cross-
case analysis where the cases will be compared with one another.  
  
3.7 Validity and Reliability 
 
Validity and reliability are two valuable measures when defining the quality of a research. 
According to Yin (1994) there are three forms of validity; construct validity, internal validity and 
external validity. For construct validity it is important to establish correct operational measures 
for the concepts that are being studied and that objective judgment is used to collect the data. 
Internal validity means to establish a casual relationship, which is showing that specific 
conditions lead to other conditions. The internal validity should though, according to Yin (ibid), 
not be used in a descriptive or exploratory study and therefore it will not be used in this study. 
External validity refers to establishing the field to which the findings can be generalized. The 
findings of a case study should be generalized analytically and not statistically. 
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To gain reliability of the study, the interviewees should be already familiar with internet banking, 
at least have experience of doing banking online, and the author spent enough time to conduct 
interviews. The author attempted to avoid leading and subjective questions, which would be 
facilitated by the use of the more structured interview guide. In addition, first interview guide was 
tested, thereafter, the final interview guide was made for all interview sessions and sent them in 
advance, in order to let them had a better understanding on the subjects and then gave out 
responding answers. However, when interpreting the answers, the reliability might be affected 
negatively by some personal biases. In order to develop a case study database, the audiotape, 
chatting data and notes from the sessions will be saved. However, it is difficult to establish 
reliability to any larger extent, as the case studies deal with the perceptions of people on an 
intangible and varying subject. The reliability may be further influenced by the fact that people’s 
perceptions vary over time, which makes it difficult for another researcher to achieve the same 
results even if the same sample were to be used. 
 
To increase the validity in this study the author selected using multiple sources of evidence 
namely documentation, personal observations and personal interviews. In order to further 
increase the validity of this study the author used well-established literature to construct the 
frame of reference. The choice to conduct multiple case studies also increased the validity of this 
study, since it provided us more information about the research problem. 
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4 Data collection 

This chapter will present the empirical data collected from the two case studies.  The 
presentation is divided into sections, it starts with introduction of the Bank, after that 
present the collected data. It does the same order as our research questions are posed, 
conceptualized and the literature is reviewed. 

4.1 CASE ONE: National bank -- Muslims commercial bank Pakistan 

MCB has an edge over other local banks, as it is the first privatized bank in Pakistan. The 
State Bank of Pakistan has restricted the number of branches that can be opened by 
foreign banks, an advantage that MCB capitalizes because of its extensive branch 
network.  

Ten years after privatization, MCB is now in a consolidation stage designed to lock in the 
gains made in recent years and prepare the groundwork for future growth. The bank has 
restructured its asset portfolio and rationalized the cost structure in order to remain a low 
cost producer.  

MCB now focuses on three core businesses namely Corporate, Commercial and 
Consumer banking. Corporate clientele includes public sector companies as well as large 
local and multi national concerns. MCB is also catering to the growing middle class by 
providing new asset and liability products. The Bank provides 24 hour banking 
convenience with the largest ATM network in Pakistan covering 30 cities with over 197 
ATM locations. The Bank’s Rupee Travellers Cheques have been market leaders for the 
past six years and have recently launched their Gift Cheque Scheme. 

MCB looks with confidence at year 2004 and beyond, making strides towards fulfilment 
of its mission, "to become the preferred provider of quality financial services in the 
country with profitability and responsibility and to be the best place to work". 

4.1.1 Online Environment (www.mcb.com.pk) 

The Bank web site did not have a lot of moving elements such as graphics or pictures 
that are flashing, moving or uneven in shape. There was no simulation and/or multimedia 
used to increase its attractiveness (Observation/interaction). Product information content 
was available and one could search the desired information of all products and services 
provided by the bank. About amount of product, the visitor generally did not need to 
scroll pages to observe all information. On some pages there was a next page link. 
Regarding product information format, the information about products and service is 
available in text and downloaded format. The annual reports and some other important 
report can be downloaded from the web. But there are no language options available for 
visitors, all information is only available in English. As far as layout features are 
concerned, colors of MCBs web site, the background is white with a light green/grey and 
dark green/blue pattern. Some important heading and links are in blue color. In pictures 
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and icons a great deal of colours are used. Furthermore, dark blue is used around the 
menu. Most text on the site is black. MCB have mostly used one font on its web pages. 
The font used is Arial. There are in addition a few different sizes of the text depending on 
if it is a hypertext link, heading, or a paragraph of information. Regarding the speed of 
the web site, visitors are able to move further in the structure of a web page in a few 
seconds. The system requirements mentioned by MCB are PC with Pentium 166MHz 
processor or higher , 32 MB RAM or higher , SVGA or higher resolution monitor, 256 
colours minimum, 800 x 600 screen resolution, Modem of 56kbps or higher , Microsoft 
Windows 95/98/NT/2000/XP operating system Microsoft Internet Explorer Version 6.0 
with Service Pack 1 or above, Both "Java" and "Java Script" have to be enabled, Please 
ensure the Microsoft Virtual Machine is default for your browser .Regarding interactivity 
opportunities, the e-mail to  bank, Chat live and  under heading “Contact us” which was 
also made on almost all pages. “Chat live with our virtual agent” is only on the home 
page. Website provided personalized solution in shape demo facility. The person who is 
operating internet banking first time could demonstrate his transaction in demo and learn 
how to operate transaction in the internet banking. Moreover, the website furnished 
facility of exchange rate converter (Observation/interaction). About navigation, a visitor 
can easily reach from homepage to any important information through homepage 
hyperlinks. When visitors open home page of the bank, they can see horizontal links on 
the top including bank name with dark green/grey background. The homepage is 
providing important information regarding personal customers, corporate customers and 
information about site map, there are also locators on the main page. There are no dead 
and end pages on the site. The links are well prominent and so that visitors do not face 
any problem in reaching the required page or information. In all of its web pages, 
mcb.com.pk managed consistent navigation with the same style; same color, same 
background, same logo, same layout, etc. Furthermore, the pages are adjusted to the size 
of the screen. There are few areas; bottom of the pages with empty spaces in some pages. 
Search engine provides on the website (Observation/interaction). 
 
About security issues, the bank has so far avoided the big security scares that had 
afflicted online-finance providers elsewhere. Besides using advanced encryption 
technology, they had also adapted a basic but effective system--known as “challenge 
response logic”. In its simplest form, this involved a list of code numbers sent to every 
online client and used in sequence, in combination with their password or personal 
identification number (PIN). This gave each transaction a unique code, and had so far 
proved safe. It also provided operation confirmation and had detailed records of all 
banking transactions listed on private page. After logging in, if visitor was inactive on the 
web page for a short time, mcb.com.pk would automatically log off to user from his 
account (Observation). 
 
4.1.2 Customer Service 
 
The first topic that was discussed with interviewees was trustworthiness. When interview 
were asked about purchasing products through internet, whether they felt security 
problems providing sensitive information like debit card/credit card number. He felt 
insecure especially when purchasing through internet. Always do research before 
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purchasing online for example the Company is a member of SSL (secure socket layer). 
About risk, he did not think there was a risk with money transferring between the 
accounts. When dealing with unknown sellers over the Internet and making payment, he 
perceived a certain risk. He said that first he tried to buy a product for a small amount of 
money and saw that if it worked. Thereafter, he would go for big amount of buying. He 
read from newspapers and some times heard from different friends, few people could 
trace identity like password, card number and name. But their bank gave surety so he did 
not feel any insecurity conducting transaction over the internet. As far as privacy was 
concerned, he had full confidence on the bank. He added that other companies are selling 
email addresses but not our bank. Moreover, the bank guarantee that customer’s 
information would not provide to any other person or company. The participant gave 
comments on communication that their bank had a news/information link at a home page, 
further; the bank informed them if there is anything important to know. About 
communication tools, addresses and telephone numbers of all relevant departments are 
available. For the convenience, the search engine is available only to find out the required 
information. He preferred to contact the bank through email as compared to telephone 
because it is lower cost channel for communication. About FAQ’s, there is no link 
provided on the home page of mcb.com.pk. But, there is link for FAQ’s on sitemap. If 
customer wants to search information from FAQs for that he must sign out from personal 
service page. Thereafter, he could see required information from FAQ’s. Moreover, list 
of questions is available but all FAQs are related to technical information like security, 
browser, terminal etc. There are enough general questions regarding credit, customer 
service, payment, interest rates etc. When asked them about if information updated 
regularly, he said that it seemed that mcb.com.pk updated information regularly. 
Regarding understandable information, he did not feel any problem to find out the 
information about the products (car loan, house loan, credit card etc), it is also clear and 
understandable. All necessary information is explained in detail. 
 
About convenient, Due to that he had his time, money and avoided waiting in queue for 
his turn in the bank. About ease to use, he has faced many problems when he is using 
Internet banking for very   first time. When asked them to explain how he log in Internet 
banking. He told that first enter card number, second pass word. When asked them 
regarding accuracy of the transaction, he observed 100% accuracy in transactions and re-
check the transaction before making final payment. He could also check history of all 
transaction in their accounts, further separate accounts like payment, purchasing, etc. 
About applying online credit from the bank, he applied for credit card few days before 
and card had not been received as yet. Overall, he felt that Internet banking is very easy 
to use. 
 
When topic feedback/complaint management was brought up, the participants viewed 
that he is not satisfied with the feedback. The interviewee said, when he performed 
transactions for paying bills if they did make any mistake filling the information such as 
date, left column blank etc. The website informed that please go to back page and fill the 
requisite information again. Other participant gave example, when he paid his mobile 
phone bill to Mobilink through internet banking, when transaction completed after that 
confirmation of the transaction came on the computer screen automatically. Furthermore, 
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what dates, to what account, how much amount had left in his account after the 
transaction, and how much amount transferred? On asking a question, did his bank seek 
feedback about customer services through email or survey? He replied that he had no 
experience of it so far. As far as internet banking is customer friendly environment 
concerned, participants view was very positive. In opinion of participant, the bank’s 
website provides friendly environment. 
 
Regarding complaint management, one person told his experiences, he received false 
bills twice showing that he made online purchase, in fact he did not buy those products. 
On his complaints, the bank revised the entries and sent corrected bill’s statements to 
him. 
 
About efficiency, the respondents argued that the Internet banking has saved his time. He 
can pay his bills at any time from his home, no more need to visit bank, no need of 
observing bank’s timing and avoid waiting in queue for his turn. Moreover, it is more 
cheap way as compare to the traditional banking and there is more control over financial 
situation. Asking about the menu option, he said that there are limited options to reach 
information. Regarding demo, the respondents viewed that it was very important and 
good feature introduced for new customers by the Bank. Newcomer could practice of 
performing transaction in demo. Further nearly all transactions could be conducted in the 
demo. In addition, participant added that the bank explained him when he took Internet 
banking, how to operate internet banking in detail and gave booklet about how to conduct 
transactions on the Internet. Regarding exchange rate conversion and calculators, he 
informed there was only facility of exchange rate conversion. 
 
About the accessibility, the interviewee is very much satisfied. He could approach his 
bank’s account from his home computers or office computers or from any where. 
Moreover, every page of the web is downloaded within few seconds. There is no problem 
of connectivity. In addition, the participant quoted that he visited Singapore few weeks 
ago, he made transactions from there without any difficulty. When respondents were 
asked about the mcb.com.pk if they are giving any special services for disables people 
(hearing/sight). They replied that the bank is not providing any service on the web for 
disables people at the moment. As far as multiple languages options are concerned, there 
is only single language option i.e. English. He also added that it should also be in Urdu 
(national language of Pakistan). 
Regarding customization, he said that it dose not matter for him when he login whether 
he is welcome by his name/personalize service or not on web page. He is interested in the 
services, which matters for him more as compared to it. In addition, he said that he like 
services, for example if he made payment in one account, so that next time there is no 
need to register this account again before payment. 
 
4.2 CASE TWO: International bank -- Citibank Pakistan 
 
The bank's early history was marked by its rapid growth. In 1894, it became the largest 
bank in the US and by 1902, the bank had expanded into Asia. By 1930 it was the largest 
international bank in the world with 100 branches in 23 countries outside the USA.  
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The bank name was changed to Citibank in 1976. In the 1980's Citibank began to serve 
consumer clients internationally and in 1981 it purchased the license of Diners Club 
International, the credit card franchise.  
 
As a result of the political changes in Central and Eastern Europe, Citibank expanded into 
this region in the mid 1980s, by opening a bank in Hungary in 1985. The bank now has 
branches in every key country in this region. Being customer-focused is key to Citibank's 
success, and this success lay in continuously striving to provide a seamless and tailored 
service to all customers.  
 
Citibank's worldwide expansion gained even greater momentum in October 1998 when it 
merged with Travellers Group Inc. The largest financial institution in the world was born. 
Citibank's global priority is high quality standards of products and services based on the 
professionalism, dedication, commitment and experience of its employees. Today 
Citibank has branches in 102 countries across the globe. 
 
4.2.1 Online Environment (www.citibank.com.pk) 
 
Regarding the speed to download, this is revealed as one significant correlation for web 
user’s satisfaction is speed. There is no animation and/or multimedia used to increase it’s 
appealing but properly slow down the loading speed. Citibank.com.pk has simple 
graphics on its website (Observation/interaction). 
 
The content and design citibank.com.pk devoted a lot of work on its web pages. When 
visitors open its home page, they would see a horizontal links on the top right side of the 
page. These links are the headlines of the main content of, Citibank.com.pk covering all 
of its products and services both online and offline, such as visa card, private banking, 
corporate banking, investment banking, E-banking, etc. In the middle part of homepage, 
there were option bars under the heads, consumer banking, corporate banking, apply now, 
other information. Single click on any link of the category then we will browse detailed 
and relevant information of banking product or service in a same window. All of the 
information of banking products and service is provided on web pages and no other 
format to download.  Citibank’s home loan application form is in PDF format. Moreover 
Citibank Rewards is loaded with thousands of gifts of your choice. For some specific 
amount you spend on your Citibank Credit Card you earn one Rewards Point. 
Accumulate your points and select from a wide array of exciting categories and gifts. 
 
City Bank has its offices in one hundred and two countries and regions of the world, its 
website for Pakistan only provide one language versions for Internet visitors i.e., English. 
A link for internet banking   can be found in the right top corner of home page right under 
the name bar. The main colour used in citibank.com is blue, which is being used 
commonly in website of most international banks; Light grey and white are colours of 
web background and black, blue, orange, red and is some time green  for the text. Links 
of all content within website can be found on homepage in colour of white , black and a 
few in golden, no floating banner is found on the website (Observation/interaction). 
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About the Interactivity, first of all, Citibank.com.pk offer many personalized solution to 
its customers. There are five kinds of facilities; deposit calculator, house-loan calculator, 
mortgage calculator, and exchange rate converter (Observation/interaction). Regarding 
website’s navigation, Citibank.com.pk has a link as “Home” in every of its sub pages, 
which is positioned on the top right side of every web, would allow users to return to 
homepage. The links has been well-labelled and lead customer to the wanted page 
although the amount of links looks so many. In all of its web pages, Citibank.com.pk 
managed consistent navigation very well and kept the same style; same colour, same 
background, same logo, same layout, etc. A simple search engine could be found on the 
left top, just under the logo of bank and it’s settled in the same position in all of web 
pages, which can also be regarded as one method of keeping navigation consistent. 
Sitemap can be found among the top horizontal links of every page easily 
(Observation/interaction). 
 
About the security issues, we could see that all encryption technology, operation 
confirmation and automatic log-off have been used by Citibank.com. There is a security 
note for private customers before log-in to the internet banking; definitely ATM Card 
number and ATM PIN number are needed. Operation confirmation is shown after every 
transaction and a list of all records would be monthly sent to register’s appointed email 
box (Observation/interaction). 
 
4.2.2 Customer Service 
 
The second interview was conducted with Citibank customer, on customer service 
through Internet banking, trustworthiness was the first topic and according to him, it’s  
the most evocative issue when he consider about Internet banking in Pakistan. The 
participant does not feel secure over Internet banking. Although banks and social 
mediums publicized a lot on the security of banking online, participants felt that it’s still 
risky to deal with banking through Internet for few people have 100 percent confidence 
on that there is absolute security in Internet banking, especially now a days in Pakistan. 
Another reason is that according to him it is at very initial stages and it will take some 
time to mature internet banking in Pakistan. Though, he is using internet banking of well 
established bank in the world. When he was asked about his opinion transferring of 
money between accounts, he mentioned that he performed with little confidence but not 
very often. He also added that there should be a little risk of transferring money but not 
too much to imagine, currently it’s only an issue of confidence and in the coming future 
he might transfer more and often. About privacy, he never received any email from which 
he feels that the information leaks through his bank, but he totally believed bank’s 
professional regulations and not giving away his personal information. 
 
Concerning to communication, the participants viewed it is important for Internet 
banking especially there is no face-to-face contact when he deals with banking matters. 
When asked whether the bank’s web site is updated regularly, he said that website was 
not updated frequently. Usually he visited the website every week or longer so that he 
doesn’t pay attention on it. In spite of ignoring whether it is updated, he thought the 
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content of banking products and services is easy to understand and follow, which 
contains construction of all business of the bank. When asked whether website is showing 
the addresses and telephone numbers of  relevant departments on web site, his reply was 
yes, in addition, he said that as individual customer he really need it very much, for the 
reason that in Pakistan  some banking business has to be handled in branch office and 
impossible through Internet. About FAQ the interviewee made no complaint on it. There 
were direct link of FAQ put on various pages, also very easy to find them through 
sitemap. He added that at first he didn’t know how to find FAQs, although it did exist 
somewhere, and several times when he’s confused about how to choose a better method 
to make a deposit, and gain long-term benefit, it really took him too much time to find 
relevant information and analyze. However, after finding it, he admitted that FAQ could 
serve most of the answers of his queries or at least provide relevant links. When asked 
about the convenience, first of all, participant agreed that it is once been the most 
important factor attracting him to do banking online.  There were problem performing the 
first time internet banking; he solved his problem with the help of bank employee.  He 
complained about demo facility which is missing. It can be very helpful while using the 
internet banking very first time. About financial transaction, participants feel that it is 
easy to transfer money between two different accounts of the same bank, but if 
transaction involved another bank, no matter Pakistani bank or foreign bank, it is always 
troublesome and hardly performable. Moreover, Citibank.com.pk provides accurate 
record of all transactions for its customers, which made it possible to check account 
anytime and anywhere so that the participant felt satisfied and comfortable. So far 
applying credit card was considered, but neither opening of account nor applying any 
kind of loan is possible without visiting the bank. 
 
Regarding to the topic of feedback/complaint management, participant was a satisfied 
customer. However, considering the undeveloped situation of Pakistan internet banking, 
he said it is understandable about complaint management of Citibank.com.pk. Comparing 
with the inefficiency of traditional banking, they are agreed that the internet banking 
provided a customer friendly environment.  
 
About the efficiency, Pakistani interviewee believed it is one of two most attractive 
factors of Internet banking, besides convenience. He could perform basic banking 
transaction anytime and anywhere if there’s accessibility between computer and internet. 
Comparing to traditional banking, Internet banking saved time and decreased boring 
waiting in queue if they go to any bank branch. Online tutor or demo and brochure are 
also considered as necessary facilities for customers. Interviewee thought that these 
facilities made Internet visitors understand and follow the right way to deal with their 
banking transactions. Even offline transactions not available through internet operating 
are also conducted, which could provide internet visitors detailed information on each 
step of procedure before they take actions in physical world. About the accessibility, 
Citibank.com.pk is not providing special service for disabled. Interviewee had no idea of 
whether Citibank.com provided special service for disabled persons, but he thought it is 
technically possible and necessary and disabled persons should also benefit from internet 
banking same as normal people. Then he mentioned that he could open Citibank 
homepage and log in their personal account from any internet-connected computer, 
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therefore which made it convenient to deal with banking at any needed time. Sometimes 
there might have speed difference due to the reason of net problems, but they mentioned 
it is acceptable and most of time it doesn’t make too much problem.  
 
When asked about the opinion of customization, interviewee insisted that when logging 
on the bank’s web site, he noticed about he is welcomed by his name on the web page, 
but it has no special feeling for him as it is just a machine message. Then he added that it 
would make him sure that account information browsed on webpage is private-only. 
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5 Data Analysis 
 
In the last chapter author presented the data collected from two banks, namely Muslims 
commercial bank and Citibank of Pakistan. As mentioned in the methodology chapter, the data 
are qualitative and were collected by means of direct observation and focused personal 
interviews. In this chapter, collected data will be analyzed on the basis of the frame of reference 
of this study. Furthermore, the collected data will be analyzed by a within-case analysis and a 
cross-case analysis. 
 
5.1 RQ1: How can the online banking environment (web site) be described? 
 
5.1.1 Within-Case Analysis of mcb.com.pk 
 
There is an important relationship between web site download speed and web user satisfaction, 
discovered by the studies (Jayawardhena & Foley, 2000). In order to make every customer get 
suitable service, mcb.com.pk avoided using any moving elements such as objects that are 
blinking, moving or shifting in shape in order not to detract customer’s attention during dealing 
their visit to bank web site. Mcb.com.pk also mentioned the system requirements and computer 
screen settings for having better browsing to its visitors. To avoid slowing down the loading 
speed, mcb.com.pk never used animation and/or multimedia to increase its appealing. For its 
content and design, mcb.com.pk didn’t put a lot on their business description on homepage but 
provided important information regarding personal customers, corporate customers, information, 
and logging in virtual banking by brief words. Its homepage, though, neither contain much 
information about the bank nor about its products, however, it provides links to all of the 
important information of banking products and service, including funds transfers, payments, e-
invoice, e-payment, mutual funds, personal service, account statement and loans etc. Although 
there’s no other format for the download of these kinds of information, but one can say it is more 
than enough for customers to find what they need to know. Regarding the layout features of 
mcb.com.pk website, the background is white with a light grey and green pattern. Most text on 
the site is black but some important headings and links are in green color. In pictures and icons a 
great deal of colors are used to grab customer’s intention. Furthermore, for the menu grey and 
green color is used. In short, the website is not much complex and look simple. As Jayawardhena 
and Foley (2000) stated that pages on a website should ideally be short. In the case of 
mcb.com.pk, information of banking products and service mostly organized in corresponding 
web pages and visitors mostly do not need to scroll pages to see all information. For further 
information he can click the links of next page or sub page, all this make visitors feel convenient 
(according to the interviewee). Layout of the web site seems good due to color matching and font 
size. Colors of the background make the site somewhat organized. The size of the text in the 
menu and icons are quite good. Furthermore, there are little empty spaces on the web pages but 
does not look awkward. There are also some pictures of their products. Finally, there’s no more 
alternative language edition provided by mcb.com.pk, which may be causing some troubles to 
those customers who are not good in English. As far as its interactivity is concerned, mcb.com.pk 
had the applet for Questions, Comments and Suggestions available under a heading “contact us” 
on almost all pages. It also provides personalized solution service and in shape demo facility 
made beginners learn how to proceed with it. There is search engine and site map on the home 
page. Facility of exchange rate converter was also available on its website, therefore according to 
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Muylle et al, (1999) customers could judge for their selves, their commitments for foreign 
currency exchange, which might otherwise require the assistance of bank staff; and on the other 
hand it work to the benefit of the banks somewhat. 
 
Regarding its navigation efficiency, mcb.com.pk had a structured navigational system in order to 
make it easy for visitors to reach any specific page by the help of menu or link. To make 
browsing continuous, it carefully labeled links on their website and with the surety that each of 
them can target relevant sub pages. Customers can easily follow the instruction on the website to 
go through web content and finish their banking transaction. According to Constantine and 
Lockwood (1999), the navigation of a website cannot be carried out without valid links. When 
visitors open home page of the bank, they see the horizontal links on the top, which lead visitors 
to move on every important sub page, at same time, it is possible to get to the homepage from 
any page in the site by clicking homepage hyperlink. In addition, No dead end pages existed on 
the site. With the same color, same background, same logo, same layout, etc, author think 
mcb.com.pk managed consistent navigation very well and kept all pages the same style, which 
meet the conclusion of Spool et al. (1999) that the pages within website need to be consistent in 
emergence and design.   
 
In order to strengthen the security of banking operation, mcb.com.pk had encryption technology, 
which is regarded the most common feature at all bank sites (Jayawardhena and Foley, 2000). It 
also provides operation confirmation and had detailed records of all banking transactions listed 
on the private page. After a visitors logged in, if visitor has inactivity on the webpage for a short 
fixed time, mcb.com.pk will automatically logs users off his account in order to make sure 
privacy secure. 
 
5.1.2 Within-Case Analysis of Citibank.com.pk 
 
According to Jayawardhena and Foley (2000), speed is often a factor beyond the control of a site 
owner and it is important to recognize that speed is also dependent on the user's computing 
hardware and method of connection. Regarding its speed to download, Citibank.com used some 
small pieces of colourful graphics on its homepage, on the contrary, there is only simple and 
meaningful graphics. Furthermore, Citibank.com.pk did not use any complex animation and/or 
multimedia. However, the using of graphics and simple animation in Citibank.com.pk do not 
influence the speed of opening its webpage, probably due to the reason of user’s better computing 
hardware, method of connection, or increased internet system speed which have been observed 
by many customers. 
 
For its content and design, Citibank.com.pk home page provided links of all important 
information of its banking products and services, including visa card, private banking, corporate 
banking, investment banking, E-banking, foreign exchange, settlement services etc. Besides that, 
there were also some piece of latest bank news located in the central middle part of its homepage, 
which made it look more like one method of bank internal medium and according to interviewees 
they were totally had no interest to read these banks news when they did banking transaction. The 
main colour used in Citibank.com.pk is blue, which is very common in international banks 
websites. Grey and white are colours of web background in order to make the text in black easy 
to read and recognize. A colourful outlook give a good impression at first, actually its sub pages 
were very simple and less colourful. English was the only language option on the website. 
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Citibank has a strategy of giving the rewards as a promotion scheme, for a specific amount spend 
on your Citibank Credit Card you earn 1 Rewards Point. Accumulate your points and select from 
a wide array of exciting categories and gifts. About the interactivity, there are many kinds of 
facilities provided by Citibank.com.pk in shape of, house-loan calculator and product calculator. 
Supported by Muylle et al.(1999), the provision of these facilities should work to the benefit of 
the banks in several ways. Creative Good (2000) pointed out that there should be a “home” 
button on every page to help the user get back to the home page if necessary without having to 
click on the back button on the main browser. Citibank.com.pk did recognize to settle homepage 
hyperlink on all of its web pages, which is the simply written “Home” positioned on the left top 
of every web page, which according to Gatian (1994) and Doll et al. (1995) might make positive 
impact on the user. When visitors open its home page, they will see a horizontal links on the top 
just besides the brand name. These links are the headlines of the main content of Citibank.com, 
covering all of its products and services both online and offline. 
 
Jayawardhena and Foley (2000) mention that links are the main ways for the users to navigate 
their way around a site and should be clear and to the point, we can see it is proved somehow by 
the Citibank.com.pk that the links has been well labeled and lead the customer to the wanted page 
although the amount of links looks so many and some links of non-banking content exist on the 
homepage. For the consistent navigation within site, Citibank.com also kept the same color, same 
background, same logo, and same layout etc to keep all pages in the same style. In the 
Citibank.com, sitemap can be found among the top horizontal links of every page. Spool et al. 
(1999) found that users navigating sites with a site map were twice as successful in finding what 
they wanted, compared to those sites without, and that informing the customer of where they 
were important.  
 
In order to strengthen security of banking operation, Citibank.Com also used encryption 
technology, operation confirmation and automatic log-off in order to make it more secure for its 
customers to deal with internet banking. Although some sites require information to be input in a 
random order, the order changing with each log in, Citibank.com only permanently requires 
account number and private code for logging so far. 
 
5.1.3 Cross-Case Analysis (Mcb.com.pk vs Citibank.com.pk) 
 
In this section a comparative study is made for both banks. The research questions will be 
analyzed in comparison with each other. 
 
Table 5.1: Variable of the speed  

Speed www.mcb.com.pk www.citibank.com.pk 
Simple graphics Simple and meaningful Colourful but meaningful 
Animation/multimedia Not used Slightly used 
 
From the comparison it is quite evident that mcb.com concerns speed of page download very 
much therefore it uses simple graphics without any animation and/or multimedia. Citibank.com 
has a different presentation style compared to mcb.com.pk with colourful graphics, it seems all of 
these are technically limited and therefore make no apparent influence on the speed of 
downloading pages which makes visitors impatient. It seems that, to use animation and 

http://www.mcb.com.pk
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multimedia technology or not depends on whether the bank wants to have its website with a 
better appearance and increase website appealing or not and if the animation and/or multimedia 
give evident effect in loading speed. Since speed is a variable which is out of control of a site’s 
owner, there is not complete forbiddance of using animation and/or multimedia only for better 
speed. 
 
Table 5.2: Variable of Content and Design 

Content and design www.mcb.com.pk www.citibank.com.pk 

Product information 
content 

 
Detailed information of 
banking products in 
services 

Detailed information of 
banking products in 
services 

Product information 
format 

 
Annual reports, quarterly 
reports and statistics 
 

Only annual reports 

Amount of product 
information Good enough Good enough 

Language alternatives Only English Only English 

Layout features 
neat and simple with short 
pages 
 

Well organized yet simple 

 
From the table it is easy to understand that both of two banks give a lot on presenting their 
products and provided services in order to make customers have a better understanding on 
banking business. The variable related with product and service information’s are similar on two 
websites; plenty, detailed and no format to download except mcb’s annual report. As far as layout 
features are concerned, neat and simple web pages make it easy and convenient for customers to 
handle banking transaction in mcb.com.pk, on the other hand, Citibank.com make it little 
colourful more like a promoting channel, primary target of which seems to attract the visitor’s 
have a good look and then give as much information as possible. Both the banks have there 
websites in English not offering Urdu version of it which is may be one of the reasons of being 
hurdles to use internet banking services in Pakistan. 

Table 5.3: Variables of interactivity  
Interactivity www.mcb.com.pk www.citibank.com.pk 

Technical banking 
facilities 

Currency exchange rates & 
product broachers 

Monthly loan installment 
calculators 

 
 
From the table, one can conclude that different attitude of two banks to personalized solution 
probably is due to the reason of banking style and history. But they all concerned the importance 
of technical banking facilities that influence customer satisfaction. Study may say more facilities 
would bring more customer satisfaction than no or less facilities. 
 
 
 

http://www.mcb.com.pk
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Table 5.4: Variable of navigation 
 

Navigation www.mcb.com.pk www.citibank.com.pk 
Home page hyperlink Text (home) Text (home) 
Links Proper &Accurate Proper &Accurate 
Consistency in navigation Consistent Consistent 
Search engine Provided Not provided 
Site maps Available Available 
 
According to Jayawardhena and Foley (2000), one of the properties of a good banking site is that 
the site index should always be in exhibit, thereby making it very easy and fast for someone to 
arrive at the desired location. From the table one can conclude that both mcb.com.pk and 
Citibank.com perform well on homepage hyperlink setting, links organizing and consistent 
navigation, which make sure that visitors browsed between sub pages and homepage, easily and 
smoothly. Although mcb.com.pk is providing search engine on homepage and sitemap on all of 
its webpage, there still seem some technical issues existing that should have been solved. There 
are no search engine and sitemap in Citibank.com.pk probably bank has confidence on its well-
organized content and links, but study beliefs the ignoring the important and common facilities 
would make its customer upset in the future. 
 
Table 5.5: Variable of security 

Security www.mcb.com.pk www.citibank.com.pk 
Encryption Used Used 
Purchase /operation 
confirmation 

Provided Provided 

Automatically log off Available Available 
 
From the table, it seems that these two banks lay emphasis on all factors relevant to security. For 
all of its private customers, mcb.com.pk uses a very good encryption operation system to ensure 
the security of logging and operating. Citibank.com.pk also provides Purchase /operation 
confirmation along with automatically log off which are the other two important secure factors 
adopted. 
 

5.2  RQ2: how can customer services within this environment be described? 
 

5.2.1 Within case analyses mcb.com.pk 
 
The interviewee felt insecure especially when purchasing on the internet. This is an accordance of 
opinion of Andreason & Lindestad (1997) and Zemke & Connellan (2001) that customers 
traditionally build trust based on the image and reputation. 
 
The participants perceived a certain risk performing payment when dealing with unknown sellers 
over the Internet. This is supported the findings of Birch &Young (1997), Mathe & Dagi (1996) 
and Yang & Jun (2002) that online buyers are more concerned about online payments. 
 
The respondents claimed that he had full belief on the bank. The Bank has given guarantee their 
information would not provide to any other person or company. Other companies were selling 

http://www.mcb.com.pk
http://www.citibank.com.pk
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email addresses not our bank. Hence, interviewee had built trust based on the image and 
reputation. This is somewhat applicable with what was stated by Zemke and Connellan (2001) 
and Andreason & Lindestad (1997). The interviewee stated that bank furnished all-important 
email addresses and telephone number on the website.  
He preferred to contact through email to the bank instead of telephone because it is more 
economical way. These comments support the views of Feinberg & Kadam (2002), Ulfelder 
(2000) and Cai & Jan (2003) that the customers prefer to use email as it is lower cost way of 
communication. 
 
Mcb.com.pk updates the site regularly and the content was always fresh, so this complies 
with the theory of issues that should be considered in order to develop a successful Web site, by 
Ellsworth and Ellsworth (1997). 
 
According to Wisner & Corney (2001) and Cox & Dale (2002) stated that frequently asked 
questions to be described on home page. This reply of participants were not supported this 
statement. Mcb.com.pk did not give any link to FAQs on home page but made like FAQs on 
other pages, which covers only technical questions such as browser, terminal, security etc not 
general questions about customer services. These results are also not consistent with the 
recommendation of Constantine & Lockwood (1999). Constantine & Lockwood (1999) stated 
that a well designed FAQs pages should be arranged in three sections, but Mcb.com.pk made 
only one section out of three sections advised, that is list of questions, so, the customer was not 
satisfied. 
 
When he preformed transactions for paying bills very few if he did mistake filling the 
information, website informed him to go back and to fill these information again. This is in 
accordance of Cox & Dale (2002) stated about web sites informs users of a mistake by writing 
the information to redo something in order to proceed.  Information provided on the website of 
Mcb.com.pk was understandable and clear. Customers did not feel any problem in the matter. 
This does not support the findings of Broderick & Vachirapornpuk (2002) that customers often 
need help of banking staff in Internet banking for understanding the information. 
 
The remarks of interviewee, he did feel problems performing Internet banking first time. It 
complies with the findings of Broderick & Vachirapornpuk (2002) and Sathye1999) that Internet 
banking is difficult for customers. 
 
The comments of the respondent, Internet banking is more convenient as compared to traditional 
banking. Convenience is a primary benefit sought by customers, which supported the comments 
of Reed (1998) & Milligan (1997) and Ravi Kalakota (1997). They observed 100% accuracy in 
transactions and handled transactions independently according to their will. Accuracy in banking 
transactions is happened due to IT. The satisfaction about accuracy in transactions, which was 
motivated the participants for using Internet banking. These views are according to finding of 
Licata (1998) that IT reduces error and enhance service quality. He can check statements of all 
transaction that had been done. This is supported the recommendation of Joseph, McClure, 
Joseph (1999) that bank should provide statements of transactions have been conducted in 
electronically. 
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The statement of Vassilopoulou & Keeling (2000) and Good (2000) was reviewed in regard to 
the organizations obtain feedback of the customers through special option or form which creates 
on their websites. The respondent informed that website of the bank did not ask such information. 
Vassilopoulou & Keeling (2000) and Good (2000) views are not in accordance with what the 
respondent stated. 
 
The participant viewed that he visited his bank very few times after having internet banking. Due 
to that he had saved his time, money and avoids waiting in queue for his turn in the bank. This is 
supported Houston (1997) and Ravi Kalakota (1997) statement that customers avoid to wait in a 
queue. The interviewee liked demo and felt that demo helped a lot to conduct transaction in 
Internet banking. This is consistent with view of Vassilopoulou and Keeling (2000) that demo 
helps customers in online transactions. 
 
Opinion about the Internet banking is friendly environment claimed by the interviewee. This is 
similar finding of Jayawardhena & Foley (2000) studies that most of people associate a bank 
transaction with human interaction. For many people the prospect of typing on a keyboard to 
carry out a bank transaction seems very detached method of banking. Mcb.com.pk provided 
currency conversion rate mechanism on their website which liked the respondent. This is 
accordance with the views of Muylle et al, (1999), Jayawardhena & Foley (2000) and 
Vassilopoulou & Keeling (2000) about currency conversion rate mechanism. Mcb.com.pk web 
pages were downloaded within few seconds. Respondents were very happy with downloading 
speed. This is supported the comments of Vassilopoulou & Keeling (2000) that downloading of 
web pages are very important for customers satisfaction. 
 
Gann (2000) emphasizes the fact that Web sites must be accessible 24 hours a day, seven days a 
week, 365 days of the year. The respondent quoted that he did his payment from UAE and 
Singapore, supported the statement of Gann (2000). 
 
5.2.2 Within case analyses Citibank.com.pk 
 
According to Grönross (1984), Andreason & Lindestad (1997), Zemke and Connellan(2001) that 
customers conventionally build trust based on the image and reputation. The views of participant 
supported views of researchers that trust builds based on the image and reputation. The 
participant felt insecure over Internet banking because he heard and read news that Internet was 
not secured medium for transactions. While, he had never happened any misshape with him or 
close friend so far. The respondent perceived a certain risk performing payment between the 
accounts. This is supported the findings of Birch &Young (1997), Mathe & Dagi (1996) and 
Yang & Jun (2002) that online buyers are more concerned about online payments. 
 
The interviewee claimed that he had full belief on the bank. The Bank cannot leak their privacy 
due to banking regulations. This is somewhat applicable which was stated by Zemke and 
Connellan (2001), Grönross (1984) and Andreason & Lindestad (1997) about privacy that 
customers have confidence about some organization. 
 
Web site of Citibank.com.pk was not regularly updated, so this complies with the theory of issues 
that should be considered in order to develop a successful Web site, by Ellsworth and Ellsworth 
(1997).  The interviewee pointed out that there was no direct link of FAQs put on the homepage. 
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This is not accordance with the findings of Wisner & Corney (2001), Cox & Dale (2002) and 
Constantine & Lockwood (1999) that organization provide link to FAQs on their homepage. 
The interviewee felt problems performing Internet banking first time. It is comply with the 
findings of Broderick & Vachirapornpuk (2002) and Sathye (1999) that Internet banking is 
difficult for customers. According to findings of Furey (1991) & Licata (1998), that IT reduces 
error and enhances service quality. The findings supported the respondent reply that Internet 
banking provided 100% accuracy in transactions and handled transactions independently 
according to their will. 
 
The interviewee was complaining about demo facility and felt that it should be provided by the 
bank for Internet banking. This is consistent with view of Vassilopoulou and Keeling (2000) that 
demo helps customers in online shopping. 
 
The participant informed about negative attitude of Citibank.com.pk. He sent an email to ask for 
some certain information about his credit card, but he did not receive reply. After two weeks, he 
sent reminder but he did get any reply again. So, he became too much angry about the services of 
the bank. According to Feinberg & Kadam (2002), Ulfelder(2000) and Cai & Jan (2003) that the 
customers prefer to use email. The views of participant does not support to it. 
 
The respondent claimed that Internet banking is more convenient as compared to traditional 
banking. Convenience is a primary benefit sought by customers, which supported the comments 
of Reed (1998) & Milligan (1997) and Ravi Kalakota (1997).  Citibank.com.pk provided facility 
to their customers to check statements of all transaction that had been done. This is supported the 
recommendation of Joseph, McClure, Joseph (1999) that bank should provide statements of 
transactions have been conducted in electronically. Further, Dabholkar (1994) stipulates that 
there should be flexibility in the design of the technology to allow customers to make changes 
during the transaction. The respondent informed that information shown on the website was 
understandable And quite clear. Even about offline information was also very clear. So, this does 
not support the findings of Broderick & Vachirapornpuk (2002) that customers often need help of 
banking staff in Internet banking for understanding the information. The participant viewed that 
his time was saved and avoid waiting in queue for his turn in the bank. This is supported Houston 
(1997) and Ravi Kalakota (1997) statement that customers avoid to wait in a queue. 
 
The respondents felt that Internet banking is friendly environment. This is not similar finding of 
Jayawardhena & Foley (2000) that many people feel typing on a keyboard to carry out a bank 
transaction seem very detached method of banking. Citibank.com.pk provided currency 
conversion rate mechanism on their website which liked the respondent. This is complying the 
views of Muylle et al, (1999) Vassilopoulou and Keeling (2000) about currency conversion rate 
mechanism. 
The interviewee could open Citibank.com.pk homepage and log in their personal account from 
any Internet-connected computer, therefore which made it convenient to deal with banking at any 
time. This is supported the statement of Gann (2000). 
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5.2.3 Cross-Case Analysis (Mcb.com.pk vs Citibank.com.pk) 

Table 5.6: Properties of trustworthiness 
Trustworthiness Mcb’s customer Citibank’s customer 
Security Secure Secure 

Trust/risk Lack of confidence No risk performing 
transactions 

Privacy Not scared Not scared 
 
Perhaps the most important issue in the internet banking is trustworthiness for the customers, 
how much it is safe for them to use a web site and to conduct financial transactions over the 
internet. One can say that the customers in Pakistan are feel more secure with internet banking 
using international banks owing to their international experience than national banks. However, 
comparing trustworthiness of the customers with some other international countries, for example 
with Sweden, from previous studies, it is mentioned that Swedish customers(as per previous 
studies) feel more secure performing transaction in internet banking as compared to Pakistanis 
customers(as per our research). May be one the reason is that internet banking was started in 
Sweden in 1996 and in Pakistan very recently. Second, Sweden is number one in adoption 
modern information technology since last some years (IDC Research). Furthermore, Grönross 
(1984), Andreason & Lindestad (1997), Zemke and Connellan (2001) stated that customers 
traditionally build trust based on the image and reputation. Pakistani customers still felt insecure 
performing transactions on internet due to reason they read/heard news about errors happened 
over internet banking transactions. Subsequently, they built image that internet is not secure so 
far. About privacy, both Pakistani customers have a similar opinion. They have trust on their 
banks due to banking regulations and assurance given from their banks. 

Table 5.7: Properties of communication 
Communication Mcb’s customer Citibank’s customer 

Communication tools Used Used 

FAQ’s Easy to find out/ but not 
available on home page 

Easy to find out/ but not 
available on home page 

Info Updates Frequently Frequently 
Information 
understandable Clear and understandable Clear and understandable 

 
Web site has the replacement of the banking staff, customers directly communicates with the web 
site in the cyber space in place of staff of the bank. Importance of communication tools like 
email, telephone number, swift number, and addresses are realized everywhere. So, there is no 
big difference between both banks sites. Both the banks providing link for “frequently asked 
questions” at all pages through FAQ link. According to the number of researchers recommended 
such as Wisner & Corney (2001), Cox & Dale (2002) that each organization must make FAQs 
link on the home page and participants also demanded for it. It is un-understandable that why 
banks are not giving links to FAQs on their home pages. Information furnishing on the internet is 
updated regularly by the both banks. It is very important for enhancing customer confidence on 
internet banking that information is updated regularly on the web. Information about products, 
services are clear and understandable for both the customers from their banks sites. 
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Table 5.8: Properties of convenience/accuracy 
Convenience/ Accuracy Mcb’s customer Citibank’s customer 
Convenient hours of 
operation Yes Yes 

Accuracy in transactions Accurate Accurate 
Easy to use (first time 
internet banking) Not easy Easy 

 
The rapid growth of the internet banking depends on different factors, one of the important factor, 
which is garbing customers intention is convenience. Convenience is acting vital role on the 
behaviour of both customers irrespective of their banks. Customers prefer to save their time, 
money and avoid waiting in queue for their turn in the bank. All factors are showing same results 
in the above table except different opinions about using first time internet banking. Mcb’s 
customer’s opinion is that he felt problem when he was performing internet banking first time. 
Furthermore, demo cannot help too much he thought that face-to-face interaction was more 
important for understanding of banking transaction over internet. So, he preferred to learn from 
some bank employees or some friend. Whereas, Citibank customers did not feel problem, 
performing internet banking on first time showing that there style of presenting bank services on 
the internet banking is more user friendly.  

Table 5.9: Properties of feedback/complaint 

Feedback/ Complaint Mcb’s customer Citibank’s customer 
Feedback Not satisfied Satisfied 
Complaint management Not satisfied Satisfied 
Friendly environment Yes Yes 
 
Quick responses to customer’s inquiries especially e-mail plays pivotal role in internet banking 
for the customer loyalty with the bank (Kolesar & Galbraith, 2000 and Zemke & Connellan, 
2001). Our findings of the study are showing very surprised results that Mcb’s customer was 
unsatisfied with feedback services and complaint management of the Bank. On other hand, 
Citibank’s customer was completely satisfied with the services of the bank. In the competitive 
market, customer is a king. No organization can run business without support of their customers. 
Vassilopoulou and Keeling (2000) and Creative Good (2000) recommended that companies must 
make special option or form on their web site regarding the services provided for customer’s 
feedback. Both banks are not providing such services to the customers for the feedback. In 
opinion of both customers, internet banking is a friendly environment which is a healthy sign for 
internet banking in Pakistan.  
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Table 5.10: Properties of efficiency 
Efficiency Mcb’s customer Citibank’s customer 

Menu options Limited Limited 
Demo Provided Not provided 
Exchange rate calculator Provided Not provided 
Calculators (loan etc.) Not provided Provided 
 
The menu options or links allow the company to highlight products or services that may be 
relevant in a particular context (Feinberg & Kadam 2002). Both customers feel that the 
information provided on the home page don’t have many options to present. Owing to this both 
banks are losing good opportunity to make good relationship with their customers. None of the 
banks is following the characteristics of web page of bank described by Wisner and Corney 
(2001). For helping their customers in conducting transactions over internet, Mcb.com.pk was 
providing demo and exchange rate list to their customers. Whereas, citibank.com does not 
provide any demo or exchange rate converter. To calculate the monthly instalment Citibank.com 
provided the calculator (loans, mortgage).  
 
Table 5.11: Properties of accessibility 

Accessibility Mcb’s customer Citibank’s customer 
Connectivity Good Good 
Special service for disable 
persons Not provided Not provided 

Multiple  language options No other option then 
English 

No other option then 
English 

 
One of the findings of my study is that both banks are offering single language option i.e. English 
to the customers.  Both participants had similar view in regard to connectivity. They were not 
feeling any problem in the matter just they need computer and internet connection for performing 
internet banking. For disabled persons, no bank was providing special services for them. 

Table 5.12: Properties of customization in cases 
Customization Mcb’s customer Citibank’s customer 

Personalized services Yes Yes 
 
Internet banking is, using technology to improve its personalized services, with the ultimate goal 
of helping customers gain greater control over managing their money transactions. However, 
customers demanded personalized services from their banks. This is typical philosophy of the 
customer. Banks understand the requirement of their customers so they are trying to provide 
personalized services. This is one main reason that none of interviewees said that they wanted to 
change the bank. No doubt they had mentioned few complaints about their banks that were of 
general nature, which can be ignorable. Furthermore, findings of the study supported these 
comments. There is no difference in results of both bank’s customers. 
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6 Findings and Conclusions  
   
In the final chapter, answers to the research questions will be provided.  First, general findings 
will be given, followed by specific (qualitative) conclusions.  The chapter will end with 
implications for practitioners and for theory, as well as recommendations for future research.  
  
6.1 RQ1: How can the online environment be described?  
 
From the analyzed data presented above, it is clear that both the websites are really concerning 
the online environment building (website design) and banks are trying to build a good website for 
their customer’s convenience. In the five important factors influencing website design, the 
similarities is the major part between these websites, in the page loading, both banks are willing 
to give a simple and neat graphics to the customer on their website. In order to keep high loading 
speed, they have used some technologies to decrease the effect caused by huge information 
display. Resultantly, websites give good page-loading speed. 
 
To maintain customers regularly visiting the website, product information must be furnished in 
simple text and font. The quantity of product information should be in short and clear form, so 
the customer at the time of reading does not become fed up. Furthermore, internet banking 
websites should provide options of exchange rate conversions, loan calculators (car, house, and 
mortgage). Thus customer can do calculation if he need, making the sites more dynamic. 
The Internet banks should provide homepage hyperlinks for the ease in assessing the specific 
information. It may be better to keep a consistent navigation technique in the entire website. But 
it will be even better if internet bank make site map and search engine on the website for 
convenience of their customers. Normally, search engine depends on the content of volume. But 
the specified internet banks have a lot of information on the web, so they must use search engine. 
As far as security is concerned, the banks must use latest technology on their websites. 
 
The research leads to the following specific conclusions emerging from the findings above: 
 

• The design of the Web site can play a vital role in internet banking if the information 
about the products and services are concise and clear. 

 
 

• Simple and consequential graphics can play a more effective role in internet banking as 
compared to animation/multimedia. The customers can lose their concentration in 
performing transactions due to animation/multimedia graphics. 

 
• Demo facility can play an imperative role for this introductory internet banking stage in 

the country like Pakistan. 
 

• The facility of search engine on home page can establish a longer relationship with 
customers in Internet banking. 
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6.2 RQ2: How are such websites used for enhancing customer service? 
 
The influence of the customer service on the internet banking in Pakistan, this study shows that 
both the national and international internet banks put their all efforts for fascinating new 
customers and keeping already existing customers through their services. Banks tried to develop 
their websites based on their customer’s prospective. It has observed that to some extent they 
have reached their basic objectives. Internet banks are trying to provide all conventional services 
through the Internet. Thus, banks are trying to save their overheads and offer more suitable 
services to their customers. 
 
Security factor is also an important issue for the internet customers. Therefore, banks should 
make an ideal security system which is more reliable among their customers. In addition, the 
information related the products (deposit schemes, rate of interest, loans etc) and services 
(advisory service, mutual funds investment, cards etc) must be conveyed to their customers very 
clear and in a comprehensible manner. The customers can pick out a true meaning which the 
bank desires to notify or communicate to them. Furthermore, the information delivered through 
the website should be frequently updated. 
 
The customer’s complaint is very crucial to be handled as a fist priority by the banks. Otherwise, 
the bank can lose the confidence and trust of the customer if they do not give a reply 
immediately. For new customers, the bank should furnish detailed instructions for performing 
transactions on the internet. Accuracy and convenient are among main attractions for the internet 
customers. Additionally, banks may consider offering multiple language options on their 
websites for attracting multicultural customers, especially in their national language which can 
attract a number of new customers. Internationally banks are providing special services to the 
students i.e. study loans, special credit cards, computer’s and free of charge internet banking 
facilities for attracting more customers (which are a big source of future business). 
 
From the above discussion, the study specifically concludes: 
 

• Brief information about the loans (car, house, furniture,) can attract more customers for 
the internet banking. 

 
• The languages options can play very effective role in some services of Internet banking 

such as account opening, abroad and international payments service. 
 

• Effective complaint management can increase customer’s loyalty and trust on Internet 
banking. 

 
• By providing services (study loans, special credit cards, computers and free of charge 

Internet banking) to the students, banks can increase there internet banking customers. 
 

• FAQs, link on the internet bank home page can improve customer service quality. 
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• Availability of more features on websites of Internet banks, i.e. demo, exchange rate 
conversion and calculators (loan & mortgage) more lively the website becomes and 
therefore is more attractive and interesting for the customers. 

 
6.3 Implications & Future Directions  
 
The above findings and conclusions are not an ending point, but a beginning.  This research 
provides implications for practitioners/managers and has also contributed to theory.  Finally, 
there are new directions this research can take in the future.  These will be discussed below. 
 
6.3.1 Implications for Practitioners 
 
Due to the latest technology & innovations banking customers are looking forward to the use of 
Internet banking.  Thus, it is suggested on the basis of the findings of the study that: 
 

• The Internet banks/web designers should develop secure and well-designed websites that 
provide concise and clear information about the products and services to the online 
visitors. 

 
• Internet banks should regularly monitor customer’s complaint and query for enhancing 

customer service. 
 

• Internet banks must offer all conventional services on the internet for attracting more 
customers. 

 
• The internet banks should have efficient and effective feedback complaint management 

services. 
 
6.3.2 Implications for Theory 
 
As already mentioned in this thesis that few studies have conducted on internet banking in 
Pakistan. The author is trying to explain and answer the questions that how important online 
environment, response to customer inquiry and its web-based customer services are in internet 
banking, and then gave findings and drew the conclusion.  
  
This thesis contribution to the theory is based on empirical data and information from two target 
bank’s websites and (the users) providing internet banking services in Pakistan   regarding the 
purpose of studies and our research questions. Because our study’s main focus is on the website 
and it is still new area, so there are still large amount of issues which can be discussed and 
studied in more details. 
 
Hence the researcher hopes that method and conclusions in this study could give a referenced 
thinking to the studies of same or familiar topic in the future in Pakistan. 
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6.3.3 Recommendations for further Research 
 
Internet banking is a new business. There are plenty of issues, which need to be explored from 
various perspectives. This study has taken as a customer perception. It is necessary to identify the 
limitation of the present study. The mock-up size is very limited; therefore, a big sample size is 
attractive to accurately evaluate the perception of customer’s services in the internet banking. An 
additional area of future research is the duplication of the study for other countries and then 
presenting a comparison between developed countries and developing countries. It would provide 
handy information that how important role Internet banking plays in business sectors in the 
developing countries. As it is mentioned above, there is still many issues can be studied and 
explained, so due to research experience, the researcher suggested something can be as future 
research:  
 

• Select larger no of banking websites on the same study.  
 
• Discuss the similarities and dissimilarities between them and previous study.  
 
• Future studies on the customer role and perceived serves quality in Internet banking.  
 
• Furthermore, it would be desired to conduct this study from the bank’s point of view. 
 
• Compare the Pakistani banks with the banks in other countries like Sweden, Germany and 

UK. 
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Check list for observation/interaction and Interview guide 
 
Online environment (i.e. website)  
 
Speed to download 
Simple graphics 
Animation and/or multimedia plug-in 
 
Content and Design 
Product information content 
Amount of product information 
Product information format 
Language alternatives 
Layout features 
 
Interactivity 
Technical banking facilities: Loan calculators, exchange rate converters, mortgage 
calculator etc 
 
Navigation 
Homepage hyperlinks 
Links 
Consistent navigation. 
Search engine in the site. 
Site maps/guides. 
 
Security 
Encryption 
Purchase /operation confirmation 
Automatically log off 
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Interview Guide 
 
Trustworthiness 
When you purchase something through Internet, have you felt insecure 
providing sensitive information (e.g. Debit card number/cash card number)? 
 
 Do you think any risk associated with inter bank money transferring? If yes, 
please give explain, if not, how you are secure. 
 
Have you received junk emails and felt that your email address has been 
provided to the sender by your bank. Resultantly, you are not feeling privacy in 
internet banking transaction? 
 
Is there any thing you would like to add on this topic? 
 
Communication 
Your bank updates their information about new currency rates, interest rates, 
and commission charges on their banking products regularly? Have you ever 
noticed any instance to please mention? 
  
The information about the products (credit card, car loan, insurances etc) and 
services (pay bill or transfer money through online, commission charged for 
foreign exchange etc) are clear and understandable? 
   
Does the Web site show important addressees of various departments and 
branches? If not, please mention. 
  
Does the “Frequently asked questions” serve mostly answer of your queries? If 
not, kindly tell us which question must be explained. 
  
Is there any thing you would like to add on this topic? 
 
Convenience/accuracy 
Did you feel any problem during performing the first time Internet Banking 
(Paying bill, transferring of money between the accounts)? And did you take 
Help from demo/tutor facility? 
 
You still feel difficulty to perform new financial transaction or applying for 
opening of account or credit through Internet etc. 
   
What steps you took for log in your bank’s account for example, personal 
number, pass word/personal code etc. Please tell us. Also, do you feel it is 
convenient? 
  
  
Do you think that Internet banking provides accurate record of all transactions? 
kindly give explanation of your answer. 
   
Have you ever applied for loan (car, house, credit card) through online? How 
was your experience? 
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Do you feel Internet banking is easy to use? If yes, please explain. 
  
 Is there any thing you would like to add on this topic? 
 
Feedback/complaint management 
Did you send any complaint or query to the bank and got reply immediately? 
Further, you are satisfied with this service? 
   
When you pay bill or transferring money between accounts or applying for loan, 
etc. Do you receive confirmation of these transactions? 
   
When you use Internet banking at that time do you feel it is customer friendly 
environment? If not, why 
   
Is there any thing you would like to add on this topic? 
 
Efficiency 
 Would you like to explain how Internet banking is convenient hours of 
operation and save time in your opinion? 
   
Do you think online tutor or demo and brochures educate you to use new 
services? Please give example. 
  
 Is there any thing you would like to add on this topic? 
 
Accessibility 
Does the bank’s Web site provide special services for disabled persons 
(sight/hearing)? 
   
Can you log in to your account from any computer and any where? 
   
Does the bank’s web site provide different language options other than 
Urdu/English? 
   
Is there any thing you would like to add on this topic? 
 
Customization 
When you log in on the bank’s web site whether bank welcome by name to you? 
If yes, how do you feel? 
   
The bank is providing all required products and services which you want? If not, 
please explain which services you want more through online. 
 
Is there anything else you would like to add to this topic? 
 
 
  




