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ABSTRACT 

 
The purpose of this study is to identify factors that are influencing customer service delivery of mobile 

banking services in Malaysian banking industry. The study also aimed at coming up with a new model 
describing customer service delivery. This study modified the concept of Kano’s Model within the context of 
mobile banking. In consequence, the study was able to identify the factors that enhance service delivery vie 
Mobile banking in Malaysia. The study employed some hypotheses in order to guide the research in achieving 
the overall aim of the research as well as testing the stated hypotheses by using Structural Equation Modelling 
(SEM). Behavioural factors such as “security, convenience and cost” were the main concern of the respondents 
towards customer service delivery. In other words, the study reveals that “convenience and cost” are the major 
drivers of customer service delivery of mobile banking in Malaysia. In addition, using the mobile banking 
service context, the study discovered that there is a strong empirical evidence for measuring customer 
satisfaction with electronic banking services.  
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Introduction 

 
An advent of information and communication technology, deregulation and extensive competition 

within the banking industry have drastically transformed the landscape of the banking industry (John & 
Kaka, 2011;Aliyu et al., 2012a; Dutta & Mia, 2010). Thus, banks are even more interested to enhance their 
understanding of consumer behavioural factors that influence customer’s satisfaction, for them to meet up 
with the current challenges (Sathye, 1996; Services, 2010). It has been documented that most studies in 
electronic banking services in Malaysia have largely been conducted in the context of Internet banking 
(Rouibah et al., 2011; Ndubisi & Sinti, 2006). However, this study contributes to this research area by 
exploring the factors that influence customer service delivery on mobile banking delivery channel. The 
primary objective of this paper is to examine the factors that enhance customer satisfaction by using 
factors such as security, convenience and cost of the mobile banking services in Malaysia. The research 
implications will assist the banking industry in understanding consumers better and making justified 
marketing decisions, which will lead to more loyal customer and hence loyalty leads to attracting more 
customer, expansion of business and increase in net profit (Al-hashash & Bahzadi, 2008; Amoah-mensah, 
2011; Floh & Treiblmaier, 2006; Penang & Kheng, 2010). In addition, the research findings will make a 
contribution to the theoretical consumer behaviour modelling by modifying Kano’s model to a new 
application area that may give new insights into the model. Thus, the study contributes both to practice 
and theory.  

 
Customer Service Delivery: 

 
Customer service delivery has been defined in different context and has divergent views, some scholars are 

of the view that customer service delivery is the quality of services render to the customer, while others were of 
the view that customer satisfaction should be on the quality of the goods or product (Aliyu et al., 2012b; Joseph 
& Mcclure, 1999; Kadir, et al, 2011; Kumar et al, 2010; Musiime & Biyaki, 2010; Peggy & Johne, 2007). 
Customer service delivery relies on the ability of the organization to determine customers’ requirements and 
then meet these requirements. The quality of services performed can only be assessed during or after 
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consumption  (Amoah-mensah, 2011; Ganguli & Roy, 2011; Zhengwei,2012). Research has shown that the 
more comprehensive and personal the electronic services are, the more loyal to patronise or repeat transaction 
by the customers (Al-sukkar, 2005; Floh & Treiblmaier, 2006). This development has led to the rise of service 
development in the past few decades. Thus, different models attributed to service delivery are developed by 
various scholars, such as Kano’s model. 

  
Research Framework (Kano’s Model): 

 
The research framework of this study is based on the adaptation of Kano’s Model first developed by 

Professor Kano in 1984 (see figure 1). The Kano’s model of customer satisfaction seeks to explain how 
assigning priorities to operational objectives may result in lasting improvements in customer service delivery 
(Saeidipour et al, 2012; Shen, et al, 2009). Essentially, the Kano’s model is used for the classification of 
product and services based on understanding wishes and the way it affects customer’s satisfaction (Xu et al., 
2009). Kano (1984) suggests a model that helps researchers distinguish between three types of product/service 
requirements which influence customer satisfaction in different ways when met (Matzler & Hinterhuber, 1998). 
Thus, the Kano’s model is viewed in the perspective of mobile banking service via customer service delivery 
(see figure 1).  

In addition, Professor Kano established that for effective customer satisfaction, organisations should make 
sure that the level of satisfaction of all the three types of product/service should meet the customers’ 
requirements and not only what the customer states (Alroaia & Ardekani, 2012; Matzler et al,  2010). The 
essence of choosing the Kano’s model in this study is because, the model could provide a unique opportunity 
for understanding the impact of mobile banking on customer service delivery and identify the categories of 
behavioural factors to be managed. Hence, this model shows the best way for putting the fundamental principles 
of good behavioural factors in place and continually expanding and enriching that set of principles which makes 
it easy to apply in different situations. The study considers mobile banking as one of the major tools of 
interaction with customers, while behavioural factors such as security, convenience and cost are classified as 
banking capabilities at the root of effective customer service delivery. 

Furthermore, quality dimensions of behavioural factors such as security, convenience and cost were found 
to be significant predictors of customer satisfaction (Aliyu et al, 2012a; Aliyu, et al 2012b); Tasmin , et al., 
2012) Various studies have been conducted in similar area, where electronic banking services have been tested 
as predictors of customer service delivery (Ganguli & Roy, 2011; Kamal, et al, 2009). Conversely, mobile 
banking service has been found to affect customer service delivery (Nick, 2011). 

 

 
 
Fig. 1: Slightly Modified Kano’s Model (Source: Bhattacharyya & Rahman, 2004) 
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Mobile Banking: 
 
The mobile phone is however turned into an electronic wallet, where transactions can be done through 

SMS, and according to experts, usage volume is steadily increasing with a good number of customers with 
electronic money accounts (Gill et al, 2011). In fact, the  new  functionalities  of  mobile  banking will  make  
it  distinct  from  other  forms  of electronic banking (Consulting, 2010). Today, customers turn to their mobile 
phones rather than their personal computers for banking services. 

 

 
 
Fig. 2: Mobile Banking Functions (Source: Literature Survey, 2013) 

 
Conceptual Model And Hypotheses: 

 
For the purpose of understanding the factors influencing mobile banking services towards customer service 

delivery, this paper proposes a conceptual model (see Figure 3). This conceptual model is developed based on 
several previous studies related to electronic banking and customer service delivery. Hence, the study proposes 
the following hypotheses: 

 

 
 
Fig. 3: Conceptual Research Model (Source: Literature Survey, 2013) 

  
The following hypotheses are developed based on the conceptual model and literature review discussed: 
 Ho1: There is a significant relationship between cost and mobile banking in Malaysian banking 

industry. 
 Ho2: There is a significant relationship between convenience and mobile banking in Malaysian 

banking industry. 
 Ho3: There is a significant relationship between security and mobile banking in Malaysian banking 

industry. 
 Ho4: There is a significant relationship between customer service delivery and mobile banking in 

Malaysian banking industry. 
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Methodology And Data Collection: 
 
The survey instrument was developed based on literature review, while the variables included in the study 

have been adapted from the existing literature. Data were collected through an online questionnaire from three 
Malaysian Universities, namely: Tun Hussein Onn University of Malaysia (UTHM), University of Science 
Malaysia (USM) and University of Technology Malaysia (UTM). Respondents were randomly chosen from the 
list of both undergraduate and postgraduate students. The students’ sample was chosen because they are heavy 
users of electronic banking as most of them are staying in the campus far away from the city. Research shows 
that students are the lead users of technology, such as undergraduate and postgraduate students are not different 
from other tech-savvy customers in terms of psychological processes (Ganguli & Roy, 2011).  

Interestingly, 360 students filled up the questionnaires online and all the 360 survey are usable, because the 
system is configured in such a way that one cannot continue with the survey without filling all the survey 
questions. This means that the respondents are more than reasonable for this survey. Equally, respondents were 
the customers of different banks, in which they were asked to state their level of agreement with the series of 
statements stated using a five-point Likert scale ranging from “strongly disagree” to “strongly agree.”  
 
Data Analysis And Results: 

Confirmatory factor analysis was conducted in the entire construct to determine the remaining measures 
which indicated the validity, unidimensionality and reliability of the measurement model prior to modelling the 
structural equation model.  The measurement of correlation indicates the strength of the relationship between 
the exogenous construct, mediating construct and endogenous construct (Ganguli & Roy, 2011; Al-majali, 
2011) . According to Zainudin (2012), the discriminate validity failed if the correlations are above 0.85, while 
in this case all the correlations are below 0.85 as it can be seen from figure 4, which means the discriminate 
validity is achieved. Furthermore, the CFAs of constructs produced a relatively good fit as indicated by the 
goodness of fit indices, such as a CMIN / def ratio (<5); p-value (>0.05); Goodness of Fit Index (GFI) of >. 95; 
and root mean square error of approximation (RMSEA) values of less than .08 (<. 08) (Al-majali, 2011). The 
construct validity is achieved when the Cronbach’s alpha values is 0.6 or higher for all components and the 
fitness indexes GFI is 0.90 or higher, CFI is 0.90 or higher, RMSEA is 0.80 or less and CMIN is less than 5.0 
(Zainudin, 2012).  

This means that validity is achieved as it can be seen from table 1 and 2. This is a reflection that the 
measuring items provide a reliable measure of internal consistency. The factor loading is newly developed 
scales and some scholars are of the view that for newly developed scale, the factor loading of an item should be 
0.5 or higher (Zainudin, 2012). Therefore, after removing the items with factor loading less than 0.5, there are 5 
items usable to measure the significance of cost on mobile banking, five items to measure the significance of 
security (SECRTY) on mobile banking, while items like convenience (CONV), mobile banking (MOBILE BK) 
and customer service delivery (SERV DELV) remains on change because the factor loadings are above 0.5 as it 
can be seen from figure 4. 

 

 
 
Fig. 4: Factor Loading and Correlations for all Items of the Respective Construct. 
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Table 1: Summary of Fitness Index for the Measurement Model 

 
 
The factor loading for all items is above 0.5, meaning that the CFA (Fig 4) is considered appropriate and 

has a good fit. Thus, no more item deletion is required for this measurement model. (Schreiber, 2006; Zainudin 
2012) The fitness indexes for the model are assessed in table 1.  

 

 
 
Fig. 5: Standardized Factor Loading for Each Component of Mobile Banking Construct 

 
Table 2: Summary of Fitness Indexes for the Measurement Model CMIN 

 
 
The values for the level of acceptance of fitness indexes assessment in table 2 above shows that CMIN/DF 

< 3, GFI is approaching 1, CFI is approaching 1, and RMSEA < 0.77, which are under the acceptable level 
(Zainudin, 2012). Therefore, mobile banking standardized model (figure 5) is considered as appropriate and has 
a good fit. The path analysis summary shows that the regression coefficient of cost and convenient values on 
mobile banking are significant for the sample, where the p - value of mobile banking is 0.00. Meaning that, cost 
and convenient factors are significant predictors for customer service delivery vie mobile banking as the 
mediator of customer service delivery. This finding conforms to the studies done by  Afrouz (2007) and Nick 
(2011). However, the regression coefficient of security factors on customer service delivery through mobile 
banking is not significant. Therefore, construct security is not significant on mobile banking service.  

Table 2 shows the goodness of fit of generated or re-specified structural model and it is better compared to 
the hypothesized model. 
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Table 3: Hypothesis testing for the Casual Effect of all the Construct 

 
*** Indicating a highly Significance at <0.001 
 
All the hypotheses are supported, except H3 (Mobile Banking                        Security), which indicated that 

security has no direct effect to mobile banking on customer service delivery. Instead, customers value 
conveniences and cost factors which have a direct effect on mobile banking, while on the same vein mobile 
banking has a direct effect on customer service delivery. Thus, from the result of the hypothesis testing, the 
study has proven that those two constructs namely convenience and cost have strong evidence of customer 
satisfaction vie mobile banking as the mediator linking the relationship between mobile banking and customer 
satisfaction.  

 
Conclusion And Recommendation:  

 
All the three exogenous variables in this study (security, convenience and cost) were found to a have 

significant effect on mobile banking, which could suggest that these could be the key success factors for 
customer service delivery on Mobile banking services in Malaysia. Moreover, the study shows that behavioural 
factors such as convenience and cost have a positive significant impact on mobile banking in Malaysian 
banking industry. It is also highlighted that mobile banking does have significant influence on customer service 
delivery. Thus, it can be said that customers who have better service on behavioural factors (security, 
convenience and cost), or who are inclined to electronic banking services would have a higher participation in 
mobile banking or electronic banking. 

Similarly, the main strengths of this study are its derivation of its factors from previous conceptual and 
empirical research by focusing on that factors that have the most significant effects on the mobile banking. 
Similarly, the study could also be extended to include other factors in different geographical locations in related 
conditions to see if comparable results could be achieved. 

 
Acknowledgement 

 
The corresponding author would like to acknowledge the supporting and guidance given by his supervisors 

through constructive criticisms and suggestion in the conduct of the research. The authors are also indebted to 
the prior literature research that has been made in any anonymous journal referees related to electronic banking 
and customer service delivery. The author also wishes to thank the journal editor for extensive assistance in the 
final revision of the paper to be published. Last but not the least, special thanks goes to Tun Hussein Onn 
University of Malaysia for sponsoring the research from inception to completion. 

 
References 

 
Afrouz, F., 2007. Bank Employees Perception About Implementation of E-Banking in Iran, A Comparison Study 

Among Governmental and Private Banks, Master ’s Thesis: Department of Business Administration and 
Social Sciences, Division of Industrial Marketing And E-Commerce, Luleå University of Technology, 
2007:038 - ISSN: 1653-0187 - ISRN: LTU-PB-EX--07/038--SE. 

Al-Hashash, K., & A.H. Bahzadi, 2008. Banks' Customer Satisfaction In Kuwait : An Exploratory Study, 
Master’s Degree Thesis,  Department of Business Administration, Open University Malaysia. 

Al-majali, M., 2011. Modeling the Antecedents of Internet Banking Service Adoption ( IBSA ) in Jordan : A 
Structural Equation Modeling ( SEM ) approach, JIBC, 16(1): 1-15. 

Al-sukkar, A.S., 2005. The Application of Information Systems in the Jordanian Banking Sector : A Study of the 
Acceptance of the Internet, Ph. D Thesis, University of Wollongong. 

Aliyu, A.A., & H.J. Tasmin, 2012a. An Exploratory Study on Adoption of Electronic Banking : Un derlying 
Consumer Behaviour and Critical Success Factors . Case of Nigeria, Business and Management Review, 
2(1): 01-06 . 



4533 
J. Appl. Sci. Res., 9(8): 4527-4534, 2013 

Aliyu, A.A.,  & H.J. Tasmin, 2012b. The Impact of Information and Communication Technology on Banks' 
Performance and Customer Service Delivery in the Banking Industry, International Journal of Latest 
Trends in Finance & Economic Sciences, 1(1): 80-90. 

Aborampah Amoah-Mensah, 2010. PhD Thesis:  Customer Satisfaction In The Banking Industry: A 
Comparative Study Of Ghana And Spain,  Universitat De Girona. ISBN: 978-84-694-4063-6 Dipòsit legal: 
GI-668-2011. 

Consulting, C., 2010. Possibilities of Mobile Banking in Nigeria , FSS2-1260710-IM Ciuci. 
Dutta, S., & I. Mia, 2010. Technology Report 2009 – 2010 ICT for Sustainability. 
Floh, A., & H. Treiblmaier, 2006. What Keeps the E-Banking Customer Loyal?: A Multigroup Analysis of the 

Moderating Role of Consumer Characteristics on E-Loyalty in the Financial Service Industry, Journal of 
Electronic Commerce Research, 7(2): 97-110. 

Ganguli, S., & S.K. Roy, 2011. Generic Technology-Based Service Quality Dimensions in Banking: Impact on 
Customer Satisfaction and Loyalty. International Journal of Bank Marketing, 29(2): 168-189.  

Gill, A.Q., D. Bunker, & P. Seltsikas, 2011. An Empirical Analysis of Cloud, Mobile, Social and Green 
Computing: Financial Services: IT Strategy and Enterprise Architecture. Proceedings of the 2011 IEEE 
Ninth International Conference on Dependable, Autonomic and Secure Computing, pp: 697-704.  

John, A., & E.U. Kaka, 2011. Information and Communication Technology ( ICT ) and Banking Industry, 
Mediterranean Journal of Social Sciences, 2(4): 71-74. 

Joseph, M., & C. Mcclure, 1999. Service Quality in the Banking Sector : The Impact of Technology on Service 
Delivery, International Journal of Bank Marketing, 17(4): 182-191. 

Kadir, H.A., N. Rahmani, & R. Masinaei, 2011. Impacts of Service Quality On Customer Satisfaction : Study 
Of Online Banking And ATM Services, International Journal of Trade, Economics and Finance, 2(1): 
213-225. 

Kamal, N., Y. Yunus, A. Ismail, Z.R. Juga, & S. Ishak, 2009. Service Quality Dimensions , Perceive Value and 
Customer Satisfaction : Abc Relationship Model Testing, IBEJ, 2(1): 66-78. 

Kumar, M., F.T. Kee, & V. Charles, 2010. Comparative Evaluation of Critical Factors in Delivering Service 
Quality of Banks: An Application of Dominance Analysis in Modified SERVQUAL Model. International 
Journal of Quality & Reliability Management, 27(3): 351-377. 

Matzler, K., H.H. Hans, B. Franz, & S. Elmar, 1996. How to Delight your Customers, Journal of Product & 
Brand Management, 5(2): 6-18. 

Matzler, K., & H.H. Hinterhuber, 1998. How to Make Product Development Projects More Successful by 
Integrating Kano’s Model of Customer Satisfaction into Quality Function Deployment. Technovation, 
18(1): 25-38.  

Musiime, A., & F. Biyaki, 2010. Bank Clients' Perception of Information Technology Usage, Service Delivery 
and Customer Satisfaction : Reflections on Uganda's Banking Sector, Proceedings of the International 
Trade & Academic Research Conference (ITARC) - London 2010 1–33. 

Ndubisi, N.O., & Q. Sinti, 2006. Consumer Attitudes, System’s Characteristics and Internet Banking Adoption 
in Malaysia, Management Research News,  29(1/2): 16-27. 

Nick, F., 2011. Drivers and Inhibitors of Mobile-Banking Adoption: Mobile-Banking and its Adoption 
Amongst Generation Y Consumers in ihe UK Retail Banking Sector. Business School Honours Year 
Dissertation,The University of Edinburgh. 

Peggy, A. & J. Axel, 2004. Effective Communication with Lead Customers in Developing New Banking 
Products, International Journal of Bank Marketing, 22(2): 100-125.  

Penang, B., & L.L. Kheng, 2010. The Impact of Service Quality on Customer Loyalty : A Study of Banks in 
Penang, Malaysia, International Journal of Marketing Studies, 2(2): 57-66. 

Rouibah, K., T. Ramayah, & O.S. May, 2011. Modeling User Acceptance of Internet Banking in Malaysia: A 
Partial Least Square (PLS) Approach, In E-adoption and Socio-Economic Impacts: Emerging 
Infrastructural Effects, by Sushil, K. S., (2011), IGI Global Publisher; Chapter, 1: 1-23. 

Saeidipour, B., T. Vatandost, P. Akbari, & K. Branch, 2012. Study the Effects of Development of Electronic 
Banking on Customer Satisfaction Levels by Using Kano Model: A Case study of Refah Bank , 
International Research Journal of Applied and Basic Sciences, 3(5): 950-960, 2012, 3(5): 950-960. 

Sathye, M., 1996. Adoption of Internet Banking by Australian Consumers : An Empirical Investigation, 
International Journal of Bank Marketing, 17(7): 324-334. 

Schreiber, J.B., 2006. Modeling and Confirmatory Factor Analysis Results : A Review, The Journal of 
Educational Research, 99(6): 179-193. 

Services, E.B., 2010. Technology and Service Quality in the Banking Industry Importance and Performance of 
Various Factors Considered in the Electronic Banking Services, Aibuma Publishing African Journal of 
Business & Management (Ajbuma) 1(16): 159-172. 

Shen, X.X., K.C. Tan, 2000. "An Integrated Approach to Innovative Product Development Using Kano's Model 
and QFD", European Journal of Innovation Management, 3(2): 91-99. 



4534 
J. Appl. Sci. Res., 9(8): 4527-4534, 2013 

Tasmin, R, A.A. Aliyu, & J.B. Takala, 2012. A Review of the Influence of Electronic Banking Services on 
Customer Service Delivery : Successes and Challenges, Australian Journal of Basic and Applied Sciences, 
6(13): 80-85. 

Xu, Q., R.J. Jiao, X. Yang, M. Helander, H.M. Khalid, & A. Opperud, 2009. An Analytical Kano Model for 
Customer Need Analysis, Design Studies, 30(1): 148-159. 

Zainudin, A., 2012. Structural Equation Modelling Using Amos Graphic, Uitm Press, University Technology 
MARA, 40450 Shah Alam, Selangor Darul Ehsan, Malaysia. 

Zhengwei, M., 2012. Factors Affect the Customer Satisfaction of Internet Banking: An Empirical Study in 
China. Journal of Convergence Information Technology, 7(3): 101-109. 

 


	Methodology And Data Collection:
	Fig. 4: Factor Loading and Correlations for all Items of the Respective Construct.
	Table 1: Summary of Fitness Index for the Measurement Model
	The factor loading for all items is above 0.5, meaning that the CFA (Fig 4) is considered appropriate and has a good fit. Thus, no more item deletion is required for this measurement model. (Schreiber, 2006; Zainudin 2012) The fitness indexes for the ...
	Fig. 5: Standardized Factor Loading for Each Component of Mobile Banking Construct
	Table 2: Summary of Fitness Indexes for the Measurement Model CMIN
	The values for the level of acceptance of fitness indexes assessment in table 2 above shows that CMIN/DF < 3, GFI is approaching 1, CFI is approaching 1, and RMSEA < 0.77, which are under the acceptable level (Zainudin, 2012). Therefore, mobile bankin...
	Table 2 shows the goodness of fit of generated or re-specified structural model and it is better compared to the hypothesized model.
	Table 3: Hypothesis testing for the Casual Effect of all the Construct
	*** Indicating a highly Significance at <0.001
	All the hypotheses are supported, except H3 (Mobile Banking                        Security), which indicated that security has no direct effect to mobile banking on customer service delivery. Instead, customers value conveniences and cost factors wh...


