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ABSTRACT 
The study aimed to investigate the impact of electronic banking of customer loyalty of Melli 
Bank of Langrood city. This study is a causal one, and it is applied in terms of goal. The 
population of study included Melli bank customers of Langrood city, who are using 
electronic services. The sample size included 375 Melli bank customers of Langrood city, 
determined by the Cochran formula. Sampling was done by using simple random sampling. 
The main instrument used in this study was questionnaire. Customer loyalty and electronic 
banking questionnaire was developed by Mohammad Moghimi. At the descriptive level, 
data were described by frequency, while mean and standard deviation were described by 
tables and charts. At the inferential level, the research hypotheses were tested using 
structural equation modeling to confirm or reject them. The data were analyzed using Spss 
software. The results showed that easily use of the information, website designing, content 
of information, support of services, connectivity and transaction speed, and security of 
information makes a significant positive impact on customer loyalty of Melli Bank. The 
results also showed that electronic banking has a significant positive impact on customer’s 
loyalty. 
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INTRODUCTION 

 

 The business world faced with increasing competition of firms in the twenty-first century. Moreover, 

customers are increasingly aware of competitors, products, services, and they have a variety of different options. 

These conditions have been difficult for the service sector such as financial services industry. Financial 

institutions provide better and faster service to its customers every day. Technological advances in recent 

centuries have provided this opportunity for for financial institutions so that they can provide superior and 

modern services to market in line with competitors. In such an environment, with such increasingly strong 

competition, attracting new customers and retaining existing customers are very difficult. Therefore, financial 

services industry is vital for banks that have active presence in market, in a way that they can aware of decision-

making mechanism of customers and know that what factors affect customer satisfaction and customer loyalty 

in the industry. Moreover, since the cost to attract a customer is 15 times of the cost to keep an existing 

customer, it is essential for banks to keep their current customers. That is why the banks should be well aware 

that what makes a customer loyal to the bank. It can be argued that these two main issues, namely customer 

satisfaction and customer loyalty, cover all efforts in the field of marketing knowledge (Fahimi, A.H., 2006). 

 

Theoretical base of study: 

The theoretical framework of research: 

  In 1970, in order to share information, academic professionals developed the Internet, and it was was 

welcome by businessmen who hoped to increase their customers since 1993. Accordingly, internet was given 

importance for marketing purposes and transfers of funds, goods and services. Later, due to interest of large 

number of merchants to internet transactions, transfer funds were given importance in this way. The need to 

change in banking was felt. Subsequently, in 1994, it was tried to use the Internet as a delivery system for 

banking products and services. Access to global markets and provide more convenience for customers are 

considered as other reasons for the tendency of the banking system to use the electronic form of banking. This 

use increased remarkably, and the number of banks that offered internet services reached over 1500 branches in 

2000. This dramatic growth highlighted the importance of using internet in banking system and gave it special 
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form, so that, nowadays, each country has allocated large part of its infrastructure policies on automation, 

electronic banking or new banking (Abbasi Azghandi, M.R., 2008). Electronic banking is doing banking affairs 

by using information technology. In electronic banking, the speed and accuracy of processes are increased in a 

way that people do their banking affairs in the shortest time and everywhere that they can. Such banking activity 

became popular all over the world since 1991 when internet use was widely spread. It is said that if electronic 

banking is created in a society, there will be hope for electronic business, because electronic banking itself is 

prerequisite to enter full of mystery world of for electronic business. 

 In electronic banking, devices such as ATMs, retail terminals, smart cards, mobile banking and electronic 

banking are used to provide services for customers. This leads to acceleration of the process of financial and 

banking transactions, for electronic business boom, satisfaction of people, and reduce in costs of the bank. 

Nowadays, rather than being an advantage, electronic banking is a necessity, and due to market needs and 

rapidly environmental changes, banks and their customers demand access to various electronic approaches 

(Meshkini, A., 2011). Electronic banking is a new type of banking industry that provides banking services using 

electronic environments. Electronic banking is considered as a prerequisite for for electronic business and it will 

grow further by spreading the use of electronic banking. By using electronic systems of payment, we can 

transfer monetary and credit resources electronically, without any need for physical movement of money (Iran 

Zadeh, S., 2009). Electronic banking is regarded as a general concept in the digital development of banking 

services. That is why the personal deductions may be effective in understanding it. The concept of electronic 

banking and its efficiencies have not been fully known yet for most of people. That is why the optimal 

utilization does not take place for investments.  Business development based on electronic technology requires a 

set of infrastructure, technology and management components. Due to the chain relationship and electronic 

business indicators and factors, it is necessary to achieve appropriate level of utilization knowledge of these 

services to optimize their user. Indicators such as electronic business, electronic marketing, electronic banking, 

smart card technology, customer relationship management, organization resources planning, organizational 

intelligence and supply chain management although man different in terms of efficiency and the nature, they are 

interrelated from administrative and functional aspects. Therefore, as one of the most important sub-branches of 

electronic business, electronic banking consists of two important aspects. One is the development of electronic 

services in the branch and the other is in the Web developed by using Internet technology (Aghaei, M.S., 2007). 

 Electronic banking allows customers to do wide range of transactions and information in an electronic form 

and through a bank's website. In the beginning, electronic banking is widely used only as a medium of 

information on banks that have offered their services on websites. By development of technology in the banking 

industry, banks expanded their Internet activity so that today's cheque exchanges are provided for customer, and 

reduce most of costs such as time waste in long queues (Gugerdchian, A., 2012).Customer loyalty is a deep 

inner commitment leading to repurchase or re-use of a particular product or service is. However, the situational 

effects and marketing proposals have potentially impact on customer behavior change. This is a strongly 

debated that if companies and institutions should invest on creation of relationship and intimacy or not. The 

establishment of this relationship and intimacy maximize this loyalty. The concept of customer loyalty and 

creation of loyal customers in the business framework are described in the form of "creation of commitment in 

customer to do business with certain organizations and the purchase of goods and services frequently". Loyalty 

happens when customers feel strongly that the organization can meet their needs in the best way, in a way that 

competitor organizations are excluded by customers and they purchase  of this organization, exclusively. It 

refers to customers’ tendency to choose a product or a business among other products for particular need 

(Tajzadeh Namin, A., 2010). Some researchers have solely defined loyalty based on observed behaviors. Tocker 

says we should no focus on what is going on the nervous system of an individual. The behavior of individual 

represents the perfect expression of business loyalty. However, customer loyalty is more important than re-

purchase by him. In fact, even if someone purchases from an company, it does not mean that the company that 

he is loyal to it, but he has likely get trapped in the inertia (inertia) or indifference, or the presence of obstacles 

that cause that he does not purchase the product for several times, since his need to that goods or products has 

been reduced (Khorshidi, G.H., M.J. Kardgar, 2009). Expert in marketing knowledge have counted many 

advantages for that some of them include: reducing the cost of attracting new customers, reducing the customers 

sensitivity to changes in prices, the benefits of customer lifetime value, positive performance through an 

increase in predictive power and increasing the barriers for e new competitors to enter the market.   When a 

customer proposes his own bank for others, this customer can be introduced as very interested customer. This 

interest indicates the high loyalty of this customer. 

 As the customer willingness to propose his bank is less, his loyalty will be also lower, and this problem is 

exaggerated when he expresses negative opinions to his bank. These kind of customers destroys the positive 

image of a bank their customers, so the increase in the number of customers and transactions volume face with 

obstacles. Surely, this problem will be a serious threat to the survival of the bank. In these circumstances, bank 

is forced to identify and classify customers’ information to achieve a number of these malicious customers. 
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Consequently, banks should improve its situation by implementing various activities in a program to attract 

loyal customer (Masoumi, M., 2009). 

 The first and most important marketing principle is to pay attention to customer demands. Without attention 

to customer wants, organizations cannot survive. However, keeping existing customers is less costly than 

attracting new customers. Providing appropriate services keeps the existing customers and leads into customer 

satisfaction of services provided. This is a value providing an opportunity for new sales for company by positive 

publicity of customers. In contrast, dissatisfaction of customers of the provided services provided reduces the 

company's share of the market. In order to get customer satisfaction, their wishes and needs must be taken into 

consideration (Ranjbarian, B., M. Barari, 2009) Service activities growth across industries has now widely 

spread. [12]. One of the organizations that is active in providing services and its activity, and all people are 

aware of its importance and role in the economy is banks. The issue of customer loyalty in banking has gained 

importance and sensitivity in the current position of Iran in recent years. Nowadays, by establishment of banks 

and financial institutions in the country, banks are trying to keep their customers and occupy a larger share of 

the market. Customer loyalty is a crucial issue for the business, and the banking industry is not an exception in 

this regard. Melli Bank is one of the oldest banks in the country that tries to attract majority of customers who 

need banking services, as past. Therefore, it should seek multiple ways to attract customers. In order to prevent 

the problem that customers find tendency toward competitors, Melli bank must understand the demands and 

needs of its customers in a way that it can meet their needs and establish long-term business relationship with 

them. Therefore, any approach that can better realize these issues will be highly interested by bankers. Customer 

loyalty is one of these approaches. As a result, this research aims to examine the impact of electronic banking on 

customer loyalty of Mellat Bank of Langrood city. 

  

Review of literature: 

 Momeni et al conducted a study to determine the impact of electronic banking on loyalty and satisfaction of 

customers. The results showed that easily use of information, website designing, content of information, support 

of services, connectivity and transactions speed and security of information and transactions on a significant and 

positive impact affects loyalty, and customer satisfaction have positive significant impact on loyalty and 

satisfaction of customers. The findings also showed that customer satisfaction has a positive significant impact 

on customer loyalty and significantly. Findings of study also showed that electronic banking has significant 

positive impact on loyalty and satisfaction of customers. 

 Madjid (2013) conducted a study to determine the relationship between customer satisfaction and customer 

loyalty with moderator role of customer trust in the banking industry of Indonesia. The study sample comprised 

150 bank customers. The results showed a significant relationship between customer satisfaction and customer 

trust (0.523). In addition, there is a significant relationship between customer satisfaction and customer loyalty 

(0.642), there is significant relationship between customer trust and customer loyalty (0.335) there. Results also 

showed that there is significant relationship between customer satisfaction and customer loyalty with regard to 

the role of customer trust (0.175). Durmas et al (2013) conducted a study to examine that which aspects affect 

the customer loyalty in their personal purchases. Results showed that the quality of service and improved 

electronic services are the most important factors that will affect the electronic loyalty. Online retailers benefit 

from strategies to enhance the loyalty of online shoppers. Shankar et al also conducted research on trust in for 

electronic business.  They found three main pillars of creation of which include reliability, the quality of the 

company and an intuitive feeling (Shankar, V., 2002).  

 

Research hypotheses: 

General hypothesis: 

 Electronic banking has a significant impact on customer loyalty of Melli Bank of Langrood city. 

 

Particular hypothesis: 

1) Easily use of services has significant impact on customer loyalty of Melli bank of Langrood city. 

2) Website designing has significant impact on customer loyalty of Melli bank of Langrood city. 

3) Content of information has significant impact on customer loyalty of Melli bank of Langrood city 

4) Support of services has significant impact on customer loyalty of Melli bank of Langrood city. 

5) Connectivity and transactions speed has significant impact on customer loyalty of Melli bank of Langrood 

city. 

6) Information security has significant impact on customer loyalty of Melli bank of Langrood city. 

 

Methodology: 

 The study is causal and it is applied in terms of goal.  The population of this study included the Melli Bank 

customers of Langrood city. In order that population of study to be indefinite, 30 questionnaires were distributed 

among customers. Then, sample of study was determined by including variance score of questionnaires in the 
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Cochran formula. To determine the sample size of study, Cochran formula was used for indefinite communities 

that this formula is as follows. 

(1)                                                                       

 

                                                                                  (2)                                                        

S2= Variance 

n= sample size 

z_ (α/2): estimation value is 1/96 by considering that coefficient of correlation is 95% 

d2: the degree of estimation accuracy (allowed error) that has been assumed 0/05 here 

 Based on Cochran formula, sample size was obtained 175. Sampling was performed using simple random 

sampling. The main instrument used in this study was a questionnaire. To measure customer loyalty, customer 

loyalty questionnaire developed by Mohammad Moghimi (2011) was used. This questionnaire has 12 questions. 

The questionnaire is scored by Likert scale. Electronic banking was assessed by electronic banking 

questionnaire of Moghimi (2011) that includes the components of web designing , easily use of information, 

information security, and transaction and connectivity speed, content of information, and support of services. 

Research questionnaire is considered as standard questionnaire in terms of being used in numerous studies and 

having required validity. Since the items of questionnaire are to assess what is going to be assessed, it has 

content validity. On other hand, questionnaires of study were confirmed by professors. To determine the 

reliability of the study, Cronbach's alpha was used. Cronbach's alpha of customer loyalty was obtained 0.921 

and Cronbach's alpha of electronic banking questionnaire was obtained 0.899, indicating high reliability for 

questionnaires of study. Research data was described at the descriptive level using mean and standard deviation, 

while we tested the hypotheses of study at the inferential level by using regression analysis. 

 

Descriptive statistics: 
Table 1:  description of research variables. 

variable minimum maximum mean 
Standard of 

deviation 

Use of information 1 5 3.23 0.902 

Web Designing 1.67 5 3.26 0.765 

Home Information 1.50 5 3.39 0.757 

Support Services 1.67 5 3.27 0.779 

Speed connectivity and 

transactions 
1.73 5 3.30 0.778 

information security 1.73 5 3.30 0.779 

electronic banking 1.82 4.92 3.29 0.694 

customer loyalty 1.73 5 3.24 0.746 

 

Inferential statistics: 
Table 2: regression test result for hypothesis of study. 

.  

 

 Based on Table 2, it can be seen that the significance level was obtained lower than 05/0. As a result, all 

relationships among variables are significant. The degree of correlation among variables in hypotheses of study 

represents the direct relationship between variables in all hypotheses. In addition, the coefficient of 

determination between two variables of easily use of services and customer loyalty is 0/509, indicating that the 
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variable of easily use of services can predict customer loyalty as much as 50/9 percent. Therefore, easily use of 

services has significant impact on customer loyalty of Melli Bank of Langrood city. The coefficient of 

determination between two variables of web designing and customer loyalty was obtained 0/232, indicating that 

web designing can predict customer loyalty as much as 23/2 percent. Therefore, website designing has a 

significant impact on customer loyalty of Melli Bank of Langrood city. The coefficient of determination 

between two variables of content of information and customer loyalty is 0/400 indicating that content of 

information can predict customer loyalty as much as 40 percent. Therefore, content of information have a 

significant impact on customer loyalty of Melli Bank of Langrood city. 

 The coefficient of determination between two variables of support of services and customer loyalty is 

0/377, indicating that support of services can predict customer loyalty as much as 37/7 percent. Therefore, 

support of services has a significant impact on customer loyalty of Melli Bank of Langrood city. The coefficient 

of determination between two variables of connectivity and transactions speed and customer loyalty is 0/477, 

indicating that connectivity and transactions speed can predict customer loyalty as much as 47/7 percent. 

Therefore, connectivity and transactions speed has a significant impact on customer loyalty of Melli Bank of 

Langrood city. The coefficient of determination between two variables of information security and customer 

loyalty is 0/613, indicating that information security can predict customer loyalty as much as 61/3 percent. 

Therefore, information security has a significant impact on customer loyalty of Melli Bank of Langrood city.The 

coefficient of determination between two variables of electronic banking and customer loyalty is 0/427 that 

indicates that electronic banking can predict customer loyalty as much as 42/7 percent. Therefore, electronic 

banking has a significant impact on customer loyalty of Melli Bank of Langrood city. 

 

Results: 

 The results show that use of the services has significant impact on customer loyalty of Melli Bank of 

Langrood city. The result of this hypothesis is consistent with the results of study conducted by Momeni et al 

(2013). This result shows that as the use electronic banking gets easier, customer will be able to receive his 

desired service better leading into his loyalty. The results show that web designing has significant impact on 

customer loyalty of Melli Bank of Langrood city. The result of this hypothesis is consistent with the results of 

study conducted by Momeni et al (2013). This result shows that as website can be easily used, customer loyalty 

will increase. In addition, when there is guideline for using the service in website, customer can use bank site 

better. The results show that content of information have significant impact on customer loyalty of Melli Bank 

of Langrood city. The result of this hypothesis is consistent with the results of study conducted by Momeni et al 

(2013). This result shows that if the information provided for customers to be the information that customer 

expect electronic banking to provide for him, he will no use traditional banking anymore. This will lead into an 

increase in his loyalty.The results show that support of services has significant impact on customer loyalty of 

Melli Bank of Langrood city. The result of this hypothesis is consistent with the results of study conducted by 

Momeni et al (2013). This result shows that if customers receive supporting services by using electronic 

banking, customer loyalty will increase. 

 The results show that connectivity and transactions speed has significant impact on customer loyalty of 

Melli Bank of Langrood city. The result of this hypothesis is consistent with the results of study conducted by 

Momeni et al (2013). This result shows if bank site does not face with problem in its transactions, customer will 

be encouraged to use electronic banking with high confidence. Additionally, connectivity and transactions speed 

in electronic banking leads into customer loyalty. The results show that information security has significant 

impact on customer loyalty of Melli Bank of Langrood city. The result of this hypothesis is consistent with the 

results of study conducted by Momeni et al (2013). As customers have high confidence in information security 

of electronic banking, they will be more encouraged to use electronic banking, and information security 

increases the loyalty of customers. The results indicate that electronic banking has a significant impact on 

customer loyalty in the Melli Bank of Langrood city. The result of this hypothesis is consistent with results of 

Momeni et al (2013). Concerning the obtained results, it can be said nowadays citizens face with problems such 

as lack of time, traffic, crowded places in their daily lives. Therefore, electronic banking brings loyalty and 

satisfaction for customers. Nowadays, citizens understand the importance of electronic well and they know that 

electronic banking affairs are done in shorter time, and it is associated with economic savings. Regardless of the 

importance and necessity of electronic banking services in the eyes of citizens, when a service is provided by an 

organization in a way that it leads into saving in time and cost and reduces the additional concerns of life, it is 

natural that people show great desire to use these services. Therefore, development of electronic banking and 

and promoting it can further increase the customer loyalty. 

 

Conclusion: 

 The results showed that easily use of the information, website designing, content of information, support of 

services, and transaction and connectivity speed, and security of information have significant positive impact on 

customer loyalty of Melli Bank. The results also showed electronic banking has a significant positive impact on 
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customer loyalty. Based on results, it is recommended that the Melli to increase its level of movement of funds 

by electronic services, for example, the level of movement of funds by accelerated card, the possibility of 

electronic access to each individual bill fully. 

   

REFERENCE 

 

Fahimi, A.H., 2006. "investigation of the factors affecting the selection and customer loyalty in banking, the 

study of depositors of the bank", Master thesis of Business Administration, Tehran University, pp. 1-12. 

Abbasi Azghandi, M.R., 2008. "Investigation of factors affecting the adoption of the ATM service by 

customers (case study of Tejarat Bank)," Master thesis, Shahid Beheshti University, Faculty of Management and 

Accounting. 

Meshkini, A., M. Gholami, M. Mogadam, M. Rasteghar, 2011. "The impact of electronic banking in 

reducing urban journeys (case study: the central part of the Zanjan city)", Journal of Regional Planning, the first 

year, 3: 17-28. 

Iran Zadeh, S., H. Amari, M. Mirveisi, 2009. "Factors influencing customer commitment in electronic 

banking: E-banking model test of Kasim in Tejarat banks of Mashhad city ", Journal of Management, VI(16): 

105- 114. 

Aghaei, M.S., 2007. "Electronic banking, electronic public relations", Journal of Development, 20-35. 

Gugerdchian, A., S.K. Tayebi, Zarei, Afsaneh, S.S. Mirkhalaf, 2012. the impact of electronic banking on 

tax efficiency capacity of country, Economic Development Research, 6: 160-133. 

Tajzadeh Namin, A., S. Allah Yari, A. Tajzadeh Namin, 2010. "Evaluation of customer loyalty (Case 

Study: Tejarat Bank of Tehran)", Journal of Research, 7(19): 221-1 

Khorshidi, G.H., M.J. Kardgar, 2009. "identifying and ranking the most important factors of customers 

loyalty, using the MCDM (Case Study: Maskan Bank", Journal of Management Landscape, 33: 191-177. 

Haghighi Kaffash, M., H. Bagheri, 2012. "the quality of services and customer loyalty in four-star hotels of 

Shiraz city",    Journal of Tourism Management Studies, 20: 1-29. 

Masoumi, M., 2009. "bank customers’ loyalty, from rational to emotional", bank and the economy, (98): 

21-23. 

Ranjbarian, B., M. Barari, 2009. "relationship-based marketing, an approach to improve customer 

satisfaction", Journal of Executive Management Journal, IX(2): 63-82. 

Anjuma, I., A. Rasli, Imperatives of service innovation and service quality for customer satisfaction: 

Perspective on higher education, The Internationai Conference on Asia Pacific Business Innovation and 

Technology Management, Procedia - Social and Behavioral Sciences.  

Momeni, M., B. Kheiry, M. Dashtipour, 2013. Analysis the effects of Electronic Banking on Customer 

Satisfaction and Loyalty(Case Study: Selected Branches of Meli Bank in Tehran), Interdisciplinary Journal of 

Contemporary Research in Busines, l4(12): 230-241. 

Madjid, R., 2013. Customer Trust as Relationship Mediation Between Customer Satisfaction and Loyalty 

At Bank Rakyat Indonesia(BRI) Southeast Sulawesi, The International Journal of Engineering And Sciences, 2: 

48-60 . 

Durmus, B., Y. Ulusu, S. Erdem, 2013.”Which dimensions affect private shopping e-customer loyalty?”, 

Procedia - Social and Behavioral Sciences, 99: 420-427. 

Shankar, V., G.L. Urban, F. Sultan, 2002. Online trust: A stakeholder perspective, concepts, implications, 

and future direction. Journal of Strategic Information Systems, 325-344. 

Moghimi, S.M., M. Ramazan, 2013. "Journal of Management (Financial Management), Industrial 

Management Organization, Second Edition, 90. 


