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ABSTRACT 
 

Our research is study on the antecedents of customer satisfaction with online banking in China, 

and explores the effects of experience on the relationships between the antecedents and customer 

satisfaction. Based on prior study, the six kinds of experience of customer satisfaction – ease of use, 

design, speed, security, information content, and customer support service – are proposed, and the 

effects of experience on the relationships between these and customer satisfaction are analyzed using a 

structural multi-group(a high-experience group and a low-experience group) model. 
 

The results show that design, speed, security, information content, and customer support service 

have a significant influence on customer satisfaction in the high-experience group or the low-

experience group, but ease of use does not have a significant influence on customer satisfaction in 

either of the groups. Also, the results relating to the influence of the level of customer experience reveal 

that the effects of design, security, speed, and information content on customer satisfaction were 

significantly higher in the high-experience group, whereas the effect of customer support service on 

customer satisfaction was significantly higher in the low-experience group. 

 
 

Key words：Online bank, Customer satisfaction, Design, Speed, Security, Information content, 

customer support service. 

 
I. INTRODUCTION 

 

 

A. Background of Research 

 

With the rapid growth of information technology, online banking provides efficient channels for delivering innovative 

financial services for each bank (Liao and Wong, 2008). Customers can receive financial services and perform transactions 

on the Internet through the web site of a bank during off-office hours and from any places where the Internet access is 

available. According to an International Data Corporation (IDC) report, the number of online banking users worldwide had 

already surpassed a hundred million by 2004 (Maenpaa, Kale, &Kuusela, 2008). Spurred by rapid growth of online banking 

usage, a number of the studies about online banking have been performed around the world; however, the research has 

mostly been confined to: the issues of online banking adoption (Cheng, Lam, & Yeung,2006; Durkin, Jennings, & 

Mulholland, 2008; Lee, 2009; Yiu, Grant,& Edgar, 2007) and the customer attitude towards online banking usage (Joseph & 

Stone, 2003; Laforet & Li, 2005; Liao & Cheung,2002). Now that online banking has several millions of active users 
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worldwide, we need to shift the focus of research about customer satisfaction or customer loyalty – which increases current 

customer retention and life-time value of the customers (Maenpaaet, 2008). 
 

Satisfaction is one of the most important customer reactions in online banking service, and its importance is reflected 

in the ability to help build up customer loyalty(Anderson and Srinivasan, 2003), enhance favorable word of mouth 

(Bhattacherjee, 2001), lead to frequent use (Reibstein, 2002) and improve the banks’ market share and profitability 

(Reichheld and Schefter, 2000). Recent online banking studies, including Casaló, Flavián, and Guinalíu (2008), have found 

that customer satisfaction with previous online banking interaction shave had a positive effect on both customer loyalty and 

positive word-of-mouth. One survey investigation (Foresee results survey, 2005) concluded that highly satisfied online 

bankers were nearly 39% more likely to purchase additional products and services from their bank than dissatisfied online 

banking customers. Thus, identifying the antecedents of customer satisfaction with online banking is an important research 

subject in practice. Also, customers’ attitudes and behaviors may vary according to individual characteristics such as age, 

gender and experience. It has been proposed that experience, in particular, influences consumer (or user) behaviors in 

marketing, e-commerce and information systems studies. Several studies have examined the effects of experience on 

customers’ behavior, perceptions and behavioral intentions (Castaneda, Munoz-Leiva, &Luque, 2007; Rodgers, Negash, & 

Suk, 2005; Taylor & Todd, 1995). Although experience has received a lot of research attention in diverse contexts, little 

research has been conducted to explore the effects of experience in the online banking context. 
 

In 1997, China Merchants Bank was first to launch an Internet payment system in China; thereafter, online banking spread 

rapidly in China. Most retail banks in China now provide online banking as add-on services to existing branch activities (Laforet 

&Li, 2005). In 2008, the number of online banking users in China was 58 million, an increase of 45% from the previous half-year. 

The overall percentage of the number of users in the country has reached 19.3% (China Internet Network Information Center, 

2009) and IDC predicted that online banking in China would increase rapidly from 2008 to 2012, with a compound annual growth 

rate (CAGRs) of 23.1% (International Data Corporation, 2008). Given the size of the online banking user community and the 

recent developments in online banking in China (as mentioned above), it is important to study this area since it represents a large 

part of the Internet economy – China surpassed the United States in its number of Internet users in June 2008, and is now ranked 

first in the world (China Internet Network Information Center, 2009). 

 
B. Objectives 

 
There are two objectives in this research: 

 
To investigate the antecedents of customer satisfaction with online banking in China. 

 
To explore the effects of experience on the relationships between the antecedents and customer satisfaction. 

 

 
 
To attain these objectives of our study, we first identify the antecedents of customer satisfaction with online banking based 

upon a theoretical review and logical reasoning, and we then analyze the effects of experience on the relationships between 

the antecedents and customer satisfaction using a structural multi-group (a high-experience group and a low-experience 

group) model. The next section of this study will introduce the antecedents of customer satisfaction with online banking. Our 

hypotheses will be explained in the third section. The research design and survey results will be presented in the fourth and 

the fifth sections, respectively. In the sixth section, we will discuss our results and make some conclusions. For the last parts, 

some recommendations are going to be proposed. 

 

 

II. ANTECEDENTS OF CUSTOMER SATISFACTION WITH ONLINE BANKING 
 

 

The concept of customer satisfaction held a central position in marketing thought and practice (Churchill & Surprenant, 

1982). The reason of focusing on customer satisfaction is it always be considered the main determinant to improve customer 

loyalty and repeat sales. While customer satisfaction has been widely discussed in the information systems, e-commerce and 

marketing experience to explore, online banking customer satisfaction is still in its infancy (DeLone & McLean, 1992; Liu, 

He, Gao, & Xie, 2008). Recently, some researchers have begun to investigate the determinants of online banking customer 

satisfaction. Yet, there is no current consensus on the antecedents or determinants of customer satisfaction with online 

banking. We propose conducting a literature review of the antecedents of customer satisfaction with online banking as the 

reason of online banking transactions and information systems, e-commerce, and marketing activities. 
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A. Ease of Use 

 

Ease of use has become one of factors which influence customer satisfaction in information systems literature, also a 

measurement of system quality and a determinant of IT adoption (DeLone & McLean, 1992). These are all supported by e-

commerce survey. The determinant of customer satisfaction on ease of use is the frequently used (Pikkarainen, 

Pikkarainen,Karjaluoto, & Pahnila, 2006). Something special that Liao and Cheung empirically tested that ease of use is a 

measure of customer satisfaction of online banking. 
 

Joseph et al considered banking service quality with respect to technology use, such as ATMs, telephone, and the internet and 

identified six dimensions. They were convenience, feedback management, efficiency, queue management, accessibility and 

customization. Therefore, it is hypothesized that accessibility (ease of use) has positive effect on customer satisfaction. 

 
B.Transaction Speed 

 

Transaction speed, always called response time, has been concerned under the information system and e-commerce 

background due to an increase in focus on the efficiency of operational resources, and it often is discussed as the factor 

which influenced the customer satisfactions of online banking. Most people perceive downloading may import unwanted 

viruses, and consume hard disk space. Very often, slow response time after any e-interaction leads to a delay of service 

delivery and makes consumers unsure about whether or not the transaction is completed (Jun &Cai,2001). Liao and Cheung 

(2002) argued that in advanced societies, consumers tend to be highly sensitive to the speed of service delivery, thus 

transaction speed, as a time-saving feature – is an essential consideration for customers’ satisfaction with self-service 

technologies such Automated Teller Machines (ATMs) and is expected to have a positive influence on customer satisfaction 

with online banking. Someone also believe that certain actions, like increasing the speed of processing information and 

customers, are likely to have an important effect in terms of pleasing customers. 

 
C. Design 

 
Design and usability are important for human-computer interaction because they will influence customer satisfaction 

and performance (Palmer, 2002). Usability means the extent to which the user and the system can communicate clearly and 

without misunderstanding through the interface (Benbunan-Fich, 2001). The goal of aesthetic design is to make a web site 

visually attractive and enjoyable. Proctor et al (2003) discussed content preparation in a board sense and identified its four 

aspects: knowledge elicitation, information organization and structure, information retrieval, and information presentation. 

Financial institutions should test accessibility of their customer websites with both automated tools and user accessibility 

trails. Therefore, it is hypothesized that design has a positive effect on customer satisfaction. 

 
D. Security 

 

E-commerce is based on Internet, so the security is a significant factor for applications. Customers concerned about 

security of monetary transactions when using Internet although technical advancements in Internet security, such as 

cryptograph, digital signatures and certificates (Ranganathan& Ganapathy, 2002). All transactions occur on a secure server 

of a bank via internet. Customers go the bank's website, log in, and then take advantage of the bank's internet services. These 

services are account access and review, transfers of funds between account, bill payment, and then a widening variety of new 

services and products. Security plays an important role in online banking and there are several protocols for internet security 

of encrypted data packets (Kolsaker & Payne, 2002; Dong-Her et al, 2004). Therefore, it is hypothesized that privacy has a 

positive effect on customer satisfaction. 

 
E. Information Content 

 

The key characteristics of a web site may be categorized into either content or design (Huizingh, 2000). Content refers 

to the information offered in the web site. The contents play an important role in influencing the behaviors of consumers. 

Thus, a lot of studies have selected content (or information content) as a measurement of web site quality (Ranganathan & 

Ganapathy, 2002). 
 

In the context of online banking, there is a growing body of research that has looked at influence on customer 

satisfaction. Jayawardhena and Foley(2000) illustrated that such website features as speed, website content and design, 

navigation, interactivity and security all influence customer satisfaction whereas Broderick and Vachirapornpuk (2002) 

found that the level and nature of customer participation had the greatest impact on the quality of the service experience and 
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issues such as customers' zone of tolerance, the degree of role understanding by customers and emotional response potential 

determined, expected and perceive service quality. 

 
F. Customer Support Service 

 
Customer support service is defined as the ability to provide the feedback on problems about the purchased goods and 

services, or the purchase process itself, and to the ability to solve the customers' problem and concerns (Joseph & Stone, 2003). 

However, customer support services can be regarded as the responsiveness dimension of service quality. Several studies have 

empirically test responsiveness as a determinant of service quality or customer satisfaction with online banking (Liao & Cheung, 

2008). And that also shows that responsiveness increased customer satisfaction. The customer support service quality 

will influence customer satisfaction positively. 
 
 

 

III. THE METHOD EFFECTS OF EXPERIENCE 
 

 
In this study, the level of experience can be regarded as a potential moderating variable. A review of the literature implies that 

people with a high level of experience are different from those with a low level of experience in terms of the knowledge structure 

(Mitchell & Dacin, 1996; Soerlund, 2002). Different knowledge structure will influence the information processing which refers to 

problem solving, reasoning and induction, forming opinions, and recall and recognition in different activities, which shows that 

experience level haves an impact on customers’ assessment of satisfaction with online banking. 
 

Expertise is defined as the ability to perform product-related tasks successfully (Alba & Hutchinson, 1987), and the 

experience has a high relation to it, which will help people use particular products and goods comfortably as well as easily. 

Another construct is self-efficacy, which can be define as users’ ability of competence and confidence in performing 

behaviors to achieve a desired outcome (Suldo & Shaffer, 2007). The current literature review indicates that self-efficacy 

can improve the evaluation rate on ease of use. Therefore, the more customers experience, the higher evaluation on ease of 

use, which will reduce its role in determining customer satisfaction. 
 

Ease of use was suggested as a causal antecedent to perceived customer satisfaction in Venkatesh and Davis (1996)’s 

study. Igbaria et al. (1997) found that the acceptance of online banking is influenced by perceived ease of use. it has been 

regarded as an important factor that influences users’ satisfaction (McHaney and Cronan, 1998), a measurement of system 

quality (DeLone and McLean, 1992), and a determinant of online banking adoption (Davis, 1989). Customers who don’t 

have previous experience pay much attention on ease of use and then focus on perceived usefulness. Furthermore, 

experience is also regarded as a moderator which has an influence on web acceptance. There is also a strong relationship 

with between ease of use and behavior for customers who have limited experience. This study shows that it is more 

important for users with low experience. As a result, we make the following hypothesis: 
 

Hypothesis 1: The effect of ease of use on customer satisfaction is significantly higher in online banking users with 

low experience. 
 

The purpose of aesthetic design is to make a web site visually attractive and enjoyable. Hoffman and Novak (1996) find 

that there is also a significant correlation between transaction speed and user satisfaction. Speed of transaction depends on 

the nature of the site downloaded content, the computing hardware and method of connection used to download information 

(Jayawardhena and Foley, 2000). Users will focus on ease of use before they pay attention on design of page and transaction 

speed of Internet. After users use the online banking with easy, they will not become the determinants in valuing customer 

satisfaction. If users can’t use online banking with easy, they don’t have the ability to evaluate the design of page and 

security of transaction. Castaneda et al. (2007) argued that ease of use is an important factor to evaluate customer 

satisfaction for users without enough experience. However, it isn’t a determinant for experienced customers. Experienced 

customers assess the degree of satisfaction in a depth way such as design of website and transaction speed. Therefore, we 

establish the following two hypotheses. 
 

Hypothesis 2: The effect of design on customer satisfaction is significantly higher in online banking users with high 

levels of experience. 
 

Hypothesis 3: The effect of transaction speed on customer satisfaction is significantly higher in online banking users 

with high levels of experience. 
 

Katri (2003) conquers that most important factors discouraging the use of Internet banking are lack of Internet access 

and not having a chance to try out Internet banking in a safe environment, thus not being in a position to access account. The 
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determinants of online banking usage are security of transaction and personal information (Durkin et al., 2008; Liao & 

Cheung 2002). Customer’s attitude for online banking depends on their perception of risk to privacy and transactions. 
 

The issue of trust could be more important in the Internet banking environment than in the entity banking environment 

(Ratnasingham, 1998). Because uncertainty and risk are inherent, and contracts and warranties are often absent in the 

internet environment (Grazioli and Jarvenpaa, 2000). Trust can contribute to reduce the perceived risk, which will be 

improved by familiarity with an online seller. Consequently, it indicates that the phenomenon of more customers transacting 

with online banking is the result of less they concerning over security and privacy issues. Miyazaki and Fernandez (2001) 

concluded that higher level of Internet experience resulted in lower perceived risk and fewer concerns regarding security and 

online fraud. Therefore, we establish the following hypothesis. 
 

Hypothesis 4: The effect of security on customer satisfaction is significantly higher in online banking users with low 

levels of experience. 
 

Jayawardhena and Foley (2000) and Pikkarainen et al (2004) claim that content on online banking on the website is one of the 

factors influencing online-banking acceptance. Proctor et al (2002, 2003) discussed content preparation in a broad sense and 

identified its four aspects: knowledge elicitation, information organization and structure, information retrieval, and 

information presentation. According to the heuristic-systematic model (Chen & Chaiken, 1999), heuristic processing 

changes situations in which people have low aspire or don’t have the ability to think about the contents of a message 

completely. To the contrary, systematic processing works when users are motivated and able to observer a message. 

Therefore, users with low levels of experience will process the Website heuristically, and pay much attention on those 

aspects that are easy to value the ease of use when users evaluate a Website. However, detailed information content will be 

valued by users with higher levels of experience. Therefore, we establish the following hypothesis. 
 

Hypothesis 5: The effect of information content on customer satisfaction is significantly higher in online banking users 

with high levels of experience. 
 

Experience includes personal knowledge and skill which is derived from practices and observations. Thus, users with 

limited experience will encounter more problems about interacting with online banking compare with the users with high 

levels of experience. Customer service is used to offer the problems and complaints about online banking immediately and 

solve the problems without delay for users. This means that users with low levels of experience relay much more on 

customer support service and regard it as a determinant for customer satisfaction compare with high levels of experience. 

Therefore, we establish the following hypothesis. 
 

Hypothesis 6: The effect of customer support service on customer satisfaction is significantly higher in online banking 

users with low levels of experience. 

 

 

IV. RESEARCH METHODOLOGY 
 

 

A. Data Collection and Sample Size 

 

The data we collect from the respondents who are live in China and most of them are students. A total of 200 

questionnaires were distributed online through Google docs, and all of the data can be used for analysis. There are 40% of 

male and 60% of female. About 74% of the respondents’ ages are between 20~29, only 4% of respondents are between 

30~39 and over 40. About 51.5% of the respondents had over 3 years of Internet banking experience. 10.5% of the 

respondents had less than 3 years of online banking experience. 71% of respondents use the online banking more than 1 time 

per month. The users of ABC, BOC, ICBC, CCB are average which account for 15.5%, 20.0%, 21.5% and 18.5%, and other 

banks take account for 24.5%. We use both SPSS and PLS to analyze the data and get the results. 
 

Detailed descriptive statistics relating to the respondents’ characteristics are shown in Table 2. 

 

B. Measurements’ Development 

 
Scale data collection questionnaire was used to measure various structures contained research model. The measurements were 

adapted from studies by Aladwani and Palvia (2002), Joseph and Stone (2003), Suh and Han (2003), Yoon and Kim (2009), and 

Rod, Ashill, Shao, and Carruthers (2009). We adapted most of the items from previous studies to establish the content validity of 

the measurements, but some items were newly developed for this study. A pilot test was, therefore, conducted with university 
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students to validate the measurement items. The wording of the survey items was modified based on the results of the pilot test and 

the advice of IT consultants. All items of the questionnaire are shown in Table 1. 
 

Individuals indicated their agreement or disagreement with the survey items using a seven-point scale. Data analysis 

proceeded in two stages. First, a validity test on the research measurements was conducted by confirmatory factor analysis 

(CFA). Second, an analysis of the structural multi-group model was used to test the associations in the research model. 

 
 

Table 1 Questionnaire Items Used 
   

Constructs Items Descriptions 
   

 EOU1 This online banking application has easy guidance. 

Ease of use (EOU) 

  

EOU2 This online banking application has easy transaction processing. 

   

 EOU3 This online banking application has easy inquiry procedure. 
   

 DSN1 This online banking application has a web design which is neat and tidy. 

Design (DSN) 

  

DSN2 This online banking application has a web design which is easy to use. 
   

 DSN3 This online banking application has a web design which is attractive. 
   

 
SDQ1 

Through applying the security devices of this online banking, the data sent by me can be 
 

transferred properly.   
   

Security (SDQ) SDQ2 
Through applying the security devices of this online banking, the data sent by me can be 

protected.   
   

 
SDQ3 

Through applying the security devices of this online banking, the data sent by me can be 
 

unchanged.   
   

 SPD1 The speed of this online banking application is fast on connection. 
   

Speed (SPD) SPD2 The speed of this online banking application is fast on transaction processing. 
   

 SPD3 The speed of this online banking application is fast on page loading. 
   

 INF1 The information content of this online banking application is useful. 
   

Information 
INF2 The information content of this online banking application is relevant. 

  

content (INF) 

  

INF3 The information content of this online banking application is current.  

   

 INF4 The information content of this online banking application is easily understood. 
   

 CSS1 This online banking application provides solutions on customers' problem honestly. 

Customer  support 

  

CSS2 This online banking application provides solutions on customers' problem immediately. 
service (CSS)   

   

 CSS3 This online banking application provides solutions on customers' problem efficiently. 
   

Customer 

STA1 In the online banking application, I am satisfied with transaction processing. 
satisfaction (STA)   
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 STA2 In the online banking application, I am satisfied with services provided. 
   

 STA3 In the online banking application, I am satisfied with the whole. 
   

 
 

 

V. RESULTS 
 

 

The structural equation modeling (SEM) method can be used to justify the research model. In the following 

analysis, SPSS and Partial least squares (Smart PLS version 3.0) are going to be utilized. PLS adopts a component-based 

method to estimate, and has minimal restrictions on sample size and residual distribution. Additionally, PLS supports an 

integrated significance test for a structural multi-group. 

 
A. Analysis of Respondents 

 

1. Demographic Characteristics of Respondents     

Table 2 Demographic Characteristics of Respondents    
        

  Measure  Value Frequency Valid Percent  

  Gender  Male 80 40  

    Female 120 60  
        

        

  Age  Below 20 36 18  

    20-29 148 74  

    30-39 8 4  

    Over 40 8 4  

  Degree of online banking experience < 1 year 38 19  

    < 2 years 38 19  

    < 3 years 21 10.5  

    ≧3 years 103 51.5  

  Frequency of online banking <1 per month 58 29  

    ≧1per month 142 71  

        

 

According to table 2, it can be concluded that 60% of respondents are female in terms of gender more than males. 

Besides, the majority of respondents are between 20 and 29, which takes up 74%. With respect to the degree of online 

banking experience, more than half of respondents (n=103, 51.5%) have over 3-year experience. Furthermore, 71% of 

respondents use online banking more than once per month, while 29% utilize it less than once a month. 

 
2. Association between Age and Frequency of Using Online Bank 

 

In order to check if the age and frequency of using online bank have association, we conducted the Chi square test of 

independence with SPSS. 

Table3 Symmetric Measures     
      

  Value Asymp. Std. Approx. Approx. 

   Error
a Tb Sig. 

 Kendall's tau-b .179 .074 2.369 .018 

Ordinal by Ordinal Kendall's tau-c .148 .062 2.369 .018 
      

 Gamma .384 .148 2.369 .018 

N of Valid Cases  200    
        
a. Not assuming the null hypothesis. 
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b. Using the asymptotic standard error assuming the null hypothesis. 

 

Table4 Age * Frequency of using online bank  
      

   How often do you use Total 

   online banking?  
      

   < 1 per ≧1 per  

   month month  
      

 
Below 

Count 18 18 36 
 

% within 
   

 
20 50.0% 50.0% 100.0%  

Age 
  

     

  Count 36 112 148 
 

20~29 % within 

   

 
24.3% 75.7% 100.0%   

Age 
Age 

    
     

 

Count 1 7 8   

 30~39 % within 
12.5% 87.5% 100.0%   

Age      
      

  Count 3 5 8 
 

over 40 % within 

   

 
37.5% 62.5% 100.0%   

Age      

  Count 58 142 200 

Total  % within 
29.0% 71.0% 100.0%   

Age      
       

 

From table 3 and table 4, it can be found that P value is 0.018, and the coefficient is 0.179, so that results are significant 

at the 0.05 level, and there is a weak positive relationship between age and frequency of using online bank. Respondents 

aged between 30 and 39 use online banking more often than other groups (87.5%). Besides, we can find as the age increases, 

people use online banking more often than before except those people over 40 years old. 

 
B. Reliability and Validity of Measurement Item 

 

Partial least squares (PLS) are able to test internal consistency reliability, indicator reliability, convergence validity and 

discriminant validity. Our measurement model consists of reflective indicators exclusively. Thus, the indicators need to be 

highly related to each other. We utilize PLS method to evaluate the measurement model. 

 

 

 

 
 

Figure1 Measurement Model  
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Table 5 Confirmatory Factor Analysis Results  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Table 5 shows the factor loadings of the measurement items and p value. All the indicator loadings surpass the 

recommended level of 0.7, and all p values are significant at 0.001 level. Furthermore, all the measurement items loaded 

more strongly on their respective factor than on the other constructs. 
 
Table 6 Square Root of AVE, Composite Reliability, and AVE  
 
 
 
 
 
 
 
 
 
 
 

 

From table 6, it is not hard to find that the minimum of composite reliability is 0.926, which exceeds the recommended level 

of 0.7. Meanwhile, AVEs range from 0.806 to 0.922, which also surpass the recommended level of 0.50. Besides, all the non-

diagonal entries in the table are smaller than seven diagonal entries of the specific constructs, indicating that measures of the 

constructs correlate more highly with their own items than with items measuring other constructs in the model. 
 

Integrating the results of table 5 and table 6, they demonstrate a reasonable reliability and validity of the measured items. 
 
C. Hypothesis Testing Results 

 

In order to test the hypotheses, we divided all the respondents into two groups. The first group is high experience group, 

who use online banking more than once per month. And the rest will belong to low experience group. Having assessed the 

structural multi-group model, we tested the coefficients of the causal relationships between constructs, which would justify 

the hypothesized effects. 

 
 
Figure 2 Path Diagram for Research Model  
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Figure 2 demonstrates the paths and their significance on the structural model. As shown in Figure 2, most paths are 

significant above the 0.05 level with the exception of five paths: ease of use and customer support service on customer 

satisfaction in the high experience group, and ease of use, design, and transaction speed on customer satisfaction in low 

experience group. About 89% and 91% of the variance of customer satisfaction in the high-experience group and low-

experience group, respectively (R square = 0.886, 0.907) is explained by ease of use, design, transaction speed, security, 

information content, and customer support service. The hypotheses were examined by comparing the path coefficients based 

on the Wynne Chin approach. Chin (2000) provided this method for multi-group comparison. 
 

Table7 Comparison of the Path Coefficients in Both Samples  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

As indicated in table 7, all p values comparing the two groups are significant. Hence, hypotheses testing by comparing 

the path coefficients can be performed. Five hypotheses were supported in this testing: H2, H3, H5, and H6. As shown in 

Table 7, the effect of ease of use on customer satisfaction (H1) is insignificant at the 0.05 level in both groups and the path 

coefficient (H4) from security to customer satisfaction in the low-experience group is smaller than it is in high-experience 

group. However, the coefficient in the low-experience group is supposed to be larger according to H4. Thus, H1 and H4 

were rejected. 
 

Additionally, we used ANOVAs to analyze customer perceptions upon these constructs. Table 8 indicates the mean scores 

and F value between the two groups. Experience differences in perceptions upon the constructs were examined using ANOVAs. 

 

 

 

Table8 Mean scores and F value  
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As shown in table 8, significant differences were found for ease of use, security, information content, and customer 

satisfaction based on the level of online banking experience. These results indicate that customers with high online banking 

experience have a higher number of positive perceptions about ease of use, security, information content and customer 

satisfaction than customers with low experience. 

 
 

 

VI. CONCLUSION 
 

 

Both of the high-experience and low-experience customers think that design, security, speed, information content, and 

customer support service have a significant influence on customer satisfaction, except ease of use. 
 

After testing all the hypotheses, we find that experience is a moderating factor in the relationships between antecedents 

and customer satisfaction. Compared with low-experience users, high-experience customers pay much attention to design, 

security, speed, and information content. However, customer support services are found to be more influences on customers 

with low experience. 
 

It’s unexpected that H4 isn’t supported. The results indicate that high-experience users have higher concern about 

security in online banking than low-experience customers. Table 8 has confirmed the result that customers with high 

experience have higher positive perceptions about the security of online banking than customers with low experience. 

 
 

 

VII. RECOMMENDATIONS AND LIMITATIONS 
 

 

Based on the above results and findings, we suggest three recommendations to enhance customer satisfaction. And we 

also talk about the limitation for the whole article. With the development of information technology, the methodologies we 

adopt aren’t always true. That means other factors will become the main influence on customer satisfaction instead of 

speed, security and support services. 

 

 

A. Improve the Information Content and Security of Online Bank 

 
As it shows in the Figure 2, both of the high and low experience users believe that information content and security have a 

significant influence on customer satisfaction. Therefore, banks should enrich the web sites’ contents and take measures to protect 

customers’ transaction data from any possible invasion. For example, most online banking web sites offer a variety of information 

sectors such as investment, real estate, and personal financial management. It’s very convenient for customers to obtain additional 

information, as soon as they visit the banks’ web sites. Besides, providing extra valued information for their customers can 

reinforce the banks’ competitive advantage and improve customers’ satisfaction. Since banks have provided more than what they 

have expected, customers’ loyalty is boosted. On the other hand, technology moves fast. So do the hacking techniques. Hackers 

and invaders can obtain customers’ data in different kinds of ways. Although some of the banks have excellent firewall software, 

this can’t defense all of the attacking. Customers also know it’s not easy to protect their data through depending on software, 

because hackers will adopt new techniques to invade their bank accounts and grab a great deal of money. Most importantly, some 

hackers release these data to the public, which will cause inevitable loss for the customers. So, managers cannot simply look down 

upon security. By integrating software and hardware, the online transaction will become more secure. For instance, security devices 

like encryption key generators and Dynamic password cards are very useful for customers. Because security devices can encipher 

the data sent or received by customers. The whole transaction processes are protected. Without these physical devices, the 

transaction data can’t be changed by anyone. In order to meet customers’ satisfaction, online banking managers must keep an eye 

on information content and security. 

 
B. Invest Continuously on Information Technology 

 
Information technology includes web design and transaction speed. Only high-experience people consider information 

technology as an important factor affecting their satisfaction towards the online banking (see table 7). That doesn’t mean online 

banking managers don’t have to invest much money on information technology. Firstly, high-experience people are the main online 

banking users that contribute a lot to the banks’ revenue. According to table 2, 71% of consumers use online banking more than 

once per month. The high frequency that they make transactions with banks on line indicates they bring banks revenue. Banks can 
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charge commission from each transaction. In terms of numbers and contribution, high-experience users are the most important 

customers. They prefer clean, simple and tidy web design. Online banking managers should update their information technology 

and develop an attractive web page. Moreover, they also care about the speed of online banking including the speed of connection, 

transaction processing and page loading. People who do business on line especially mind the transaction speed, because any delay 

of transferring money to sellers will be regarded as dishonesty. That will damage their business credit. Secondly, low-experience 

users will become high-experience customers sooner or later. Though low-experience users get no requirement of online banking 

web design and speed (see Figure 2), they have high probability to become high-experience users with more frequency of using 

online banking. At that time, they will mind the style of web page and speed of transaction. In the table 2, there are 21% of low-

experience users. Because of low frequency (less than once in a month) of using online banking, they have no idea about 

information technology in network design. As long as they increase to experience online banking site, messy layouts and slow 

speed will result in dissatisfaction towards the online bank. Concise design and fast speed not only enhance customer satisfaction, 

but also attract new customers. So, information technology should be continuously invested to improve system quality on page 

design and transaction speed. 

 
C. Provide High-Quality Support Service for New Customers. 

 

According to Figure 2, customer support service has a significant influence on satisfaction for low-experience users at 

the 0.05 level while there is no influence for high-experience customers. As high-experience users have high frequency in 
  
visiting online banking, they are quite familiar with the whole procedures. For example, people need online banking, when they 

shop in the Internet. Before becoming high-experience users, consumers may come across different kinds of issues upon payment. 

When they fix all of the problems, their experience reinforces the memory of payment process. Mostly, they rely on their own 

experience to make transaction on line. Therefore, they rarely turn to banks’ customer support service for help. However, new 

customers have to depend on customer support service. New customers have less experience of using online banking and face a 

great challenge. They may phone or email the banks to get answer. If their inquiry cannot be responded promptly, they probably 

quit using online banking. Then, banks lose customers. 21% of low-experience users are the potential valuable customers for the 

banks. They can be turned into high-experience customers by providing efficient and effective support service. Besides, banks will 

spend less in supporting the current customers than attracting new customers. It’s worthy to doing that. So by providing high-

quality support service, banks can generate more revenue from new customers. 

 
D. Limitations 

 

Although this article illustrates clear allegations, there still exist limitations. Firstly, the data is collected from China. 

The majority of respondents are Chinese. As we all know, China has a unique culture which is different from other 

countries. The two main characters of Chinese culture are strong collectivism and high long-term orientation. People with 

different culture background may have different behavior towards online banking. Therefore, we can’t guarantee the result is 

still true when it’s applied to other countries. In order to confirm the result from the article, you’d better conduct the analysis 

again in other countries. Secondly, we haven’t take income and occupation into consideration. Maybe both of the two 

variables have an impact on the result. The reason why we don’t collect relative information about the two variables is that 

respondents are very sensitive to release their personal data. Most of them regard income and occupation as privacy. So they 

are reluctant to fill the questionnaires. We have to take the two questions out and encourage them to finish the forms. 

Without the information of income and occupation, we can’t analyze the effects of these parameters. As a result, future 

research should examine the influence and impact of these additional details. 
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