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ABSTRACT 

This study focused on assessing the relationship between banking technologies, service quality 

and customer satisfaction in the banking industry in Uganda. It was guided by three main 

objectives; to examine the relationship between banking technology and customer satisfaction in 

the banking industry in Uganda, assess the relationship between service quality and customer 

satisfaction in the banking industry in Uganda, and, identify the moderating influence of service 

quality on the relationship between banking technology and customer satisfaction in the banking 

industry in Uganda. A quantitative cross-sectional research design was used. Questionnaires were 

used to collect data and a sample size of 380 respondents was selected using simple random 

sampling. The results reveal that banking technology is positively related to Customer Satisfaction, 

service Quality is strongly positively related to Customer Satisfaction and service quality 

moderates the relationship between banking technology and customer satisfaction. Considering 

the findings of the study, the researcher recommends that commercial banks should focus on 

expanding the number of ATMs in their network around the city and other parts of the country 

where the customers are located to improve the level of service delivery. Additionally, the response 

time to customer queries which are made using online platforms should be improved by 

establishing dedicated customer care desks to handle customer queries promptly. 

 

Keywords:  Banking Technology, customer Satisfaction, Performance Expectancy, Effort 

Expectancy, Social Factors, Facilitating Conditions.
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CHAPTER ONE  

INTRODUCTION  

1.1 Introduction 

In today's rapidly evolving banking landscape where competition becomes fierce every year, customer 

satisfaction is a priority for every participant in the banking sector. Banks are adopting many interventions 

to ensure that customer satisfaction is guaranteed. Among the interventions to be considered include the 

utilisation of banking technology and improvements in service quality. To comprehensively explain the 

relationship between these elements, this study adopts "The Unified Theory of Acceptance and Use of 

Technology" (UTAUT) which explains the progressive stages of technology adoption within a specific 

societal context. This theoretical lens allows us to delve into the factors that influence customers' acceptance 

and utilization of technological advancements in the Ugandan banking sector, and subsequently, how these 

interactions shape their overall satisfaction. 

 

Furthermore, this study also employs the well-established SERVQUAL model, which assesses service 

quality by evaluating the variance between customer expectations and the actual service delivered. By 

scrutinizing both the technological dimension and service quality parameters, this research endeavours to 

evaluate the interplay between digital innovation and the banking experience. This sheds light on the 

synergistic effect of technology and service quality on customer satisfaction in Uganda's banking sector. 

1.2 Background to the study 

The term “Banking Technology” refers to the use of sophisticated information and communication 

technologies together with computer science to enable banks to offer better services to their 

customers in a secure, reliable and affordable manner and sustain a competitive advantage over 

other banks (Pambudi et al., 2021). Service quality is a comprehensive customer evaluation of a 

particular service and the extent to which it meets their expectations and provides satisfaction 
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(Pakurár et al., 2019). Customer satisfaction is a measurement that determines how well a 

company's products or services meet customer expectations (Hasfar et al., 2020). 

 

Globally, players in the banking sector have overtime tried to out-compete each other based on 

offering better customer service which is aimed at improving customer satisfaction (Singh et al., 

2021). However, achieving customer satisfaction in the banking sector is not an easy task due to 

the divergent nature of the customer bases that banks serve and target. This is made more 

complicated by the fact that most financial institutions offer similar products and it is very difficult 

to differentiate. Therefore, to differentiate the product from a competitor, banks need to offer 

superior services which can make a distinct statement in a customer’s mind (Shokouhyar, 

Shokoohyar & Safari, 2020). It is known that higher service quality leads to more satisfied 

customers and higher customer satisfaction leads to customer loyalty (Vilkaite-Vaitone & 

Skackauskiene, 2020)⁠. Service quality takes the stage, offers more satisfied and loyal customers, 

and in return, more profit is gained than competitors (Tran & Le, 2020). It is important to note 

that, service quality can be improved by adapting to the use of the available new banking 

technology which improves the convenience levels afforded to the customer when in need of 

accessing a bank service (Siska, 2022).  

 

In Uganda, customer satisfaction in the banking sector has been a struggle for many banks (Obbo, 

2022; Twesigye, 2022). This is attributed to the limited number of banking halls around the country 

and the fact that most banks are offering similar products to a limited customer base (Ezeh & 

Nkamnebe, 2022). Banks have therefore often resorted to using different means such as media 

advertising and promotions to improve brand image, hoping to also improve customer satisfaction 
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at the same time (Mayanja, 2020). For the rural communities in Uganda, banking services are not 

easily accessible and as a result, only 11% of the population are using banks (FSD Uganda, 2018). 

Therefore, improving accessibility and customer satisfaction in Uganda’s banking sector is still an 

aspiration for most financial institutions in the country (Mohamud, 2017). Reaching the customer 

with ease and on a timely basis becomes an important aspect of gaining customer trust and 

reliability (Raza, Umer, Qureshi & Dahri, 2020). This can be improved through banking 

technology which can enable banks to offer services in areas where they do not have a physical 

branch or a banking hall (Djajanto, Nimran & Kumadji, 2017)⁠. Banking technology has become 

a critical business resource for banks because it has made it possible to reach a wider market 

without necessarily having to open a banking hall in different locations (Bisimwa, Nuwagaba & 

Musigire, 2019). Technology has opened up new markets, new products, new services and efficient 

delivery channels for the banking industry (Kundu & Ramdas, 2022). Online electronic banking, 

mobile banking and internet banking are just a few examples (Mayanja, 2020)⁠. Such services 

can attract customers because they bring a different perspective to the customer.  

 

To effectively explain the influence of banking technology and service quality on customer 

satisfaction, this study uses “The Unified Theory of Acceptance and Use of Technology” 

(UTAUT) which looks at the progressive steps of technology adoption in a given society (Arora 

et al., 2021) and SERVQUAL model. SERVQUAL model looks at service quality as the 

discrepancy between customer expectation and what the customer gets in terms of service delivery.  

UTAUT was applied in this study by assessing the willingness of bank customers to take on the 

new banking technologies as a way of improving their access to banking services  (Mugambe, 

2017; Thomas, Singh & Gaffar, 2013). The SERVQUAL model was used to capture consumer 
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expectations and perceptions regarding the role of banking technology towards consumer 

satisfaction (Wang et al., 2015).  

 

This study assessed how banking technology services like mobile banking and internet banking 

are influencing the level of service delivery by banks to positively affect the level of customer 

satisfaction in Uganda. Therefore, the moderating influence of service quality on the relationship 

between banking technology and customer satisfaction was investigated. This addresses the 

challenge faced by banks, as they constantly strive to serve their customers in a better and more 

satisfactory manner. It is however important to note that, even with the availability of online 

banking services offered by most banks in Uganda, customers still go to the banking halls and line 

up (Rubatsimbira, 2020).   

 

1.3 Statement of the Problem 

Customer satisfaction in today's business world is very important, and the secret of survival for a 

company in this competitive era is customer satisfaction (Janahi & Al Mubarak, 2017; Sathiyavany 

& Shivany, 2018)⁠. The banking sector in Uganda is faced with a high level of competition for 

the limited number of the bankable portion of the population, which stands at only 11% of adult 

Ugandans (FSD Uganda, 2018). The banks are seeking ways to stand out from the competition to 

gain new customers while keeping the ones they have. However, the means to achieving customer 

satisfaction in Uganda is not very clear. Even though some studies in other countries (Djajanto et 

al., 2017; Ilias & Shamsudin, 2020; Iqbal et al., 2018) have shown that self-service banking 

technology and service quality influence the level of customer satisfaction, the reality in Uganda 

seems to be different because majority of the bank customers still go and line up in the banking 
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halls instead of using self-service banking technologies available (Kagoya & Jani, 2018; 

Sathiyavany & Shivany, 2018). Could it be that the service quality dimensions are lacking in the 

banking technology offered by banks in Uganda? This study addresses the link between banking 

technologies, service quality and customer satisfaction in Uganda. 

 

1.4 Purpose of the Study 

The purpose of this study is to assess the relationship between banking technologies, service 

quality and customer satisfaction in the banking industry in Uganda.  

 

1.5 Specific Objectives of the study 

The study was guided by the following objectives: 

i. To examine the relationship between banking technology and customer satisfaction in 

the banking industry in Uganda. 

ii. To assess the relationship between service quality and customer satisfaction in the 

banking industry in Uganda. 

iii. To identify the moderating influence of service quality on the relationship between 

banking technology and customer satisfaction in the banking industry in Uganda. 

 

1.6 Research questions 

The study answered the following research questions: 

i. Is there a relationship between banking technology and customer satisfaction in the 

banking industry in Uganda? 
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ii. What is the relationship between service quality and customer satisfaction in the banking 

industry in Uganda? 

iii.  Does service quality play a moderating influence on the relationship between banking 

technology and customer satisfaction in the banking industry in Uganda? 

 

1.7 Significance of the Study 

i. This study brings out the key issues that could be affecting the level of customer 

satisfaction in the banking sector as it clarifies the role of banking technology and service 

quality on customer satisfaction. The study reveals the moderating effect of service quality 

on the relationship between banking technology and customer satisfaction. This 

information may be useful to decision makers in determining the proper course of action 

which can lead to improved levels of customer satisfaction in the banking sector.   

ii. The study may guide policy formulation for regulatory agencies such as the Bank of 

Uganda to propose government on policies that can promote extensive use of banking 

technology in the country to harness the advantages brought by the technology to improve 

the use and expansion of the banking services in Uganda.  

iii. This study may also be of great importance to various stake holders such as managers of 

banks who may use the findings to identify the best banking technology mix that can 

improve customer satisfaction with special attention on service quality as a moderating 

influencer. It may therefore guide decision-making in identifying better ways to attain 

customer satisfaction in the banking sector. 

iv. To future researchers, this study provides the literature for future researchers who are 

interested in one or more of the variables used in the study. It, therefore, adds new 
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knowledge to aspects of customer satisfaction in the banking sector concerning banking 

technology and service quality.  

1.8 Conceptual Framework 

  

 

 

 

 

 

 

 

 

 

 

Source: ( Djajanto et al., 2017; Jahanshahi et al., 2011; Venkatesh et al., 2003)  

Explanation of the conceptual Framework 

The conceptual framework above shows the different factors which may influence the adoption of 

banking technology and they include; Performance Expectancy, Effort Expectancy, Social Factors, 

Facilitating Conditions, Behavioural Intention, and, Use Behaviour (Venkatesh et al., 2003). Based 

on those influencing factors to technology adoption, customer satisfaction can be influenced either 

positively or negatively.  

The model also shows that service quality plays a moderating role between banking technology 

and customer satisfaction. Service Quality is measured through reliability, responsiveness, 

USAGE OF 

BANKING 

TECHNOLOGY 

 Performance 

Expectancy (PE),  

 Effort Expectancy 

(EE),  

 Social Factors 

(SF),  

 Facilitating 

Conditions (FC),  

 

SERVICE QUALITY 

 Reliability  

 Responsiveness  

 Tangibility  

 Assurance  

 Empathy  
 

CUSTOMER 

SATISFACTION 

 Perceived enjoyment 
(user customisation) 

 Confirmation/ 

disconfirmation  

 
 



 

8 
 

tangibility, assurance and empathy (Alshurideh, 2022; Jahanshahi et al., 2011). Customer 

satisfaction is measured through user customisation, customer service, timely feedback and 

affordability (Chatterjee & Kumar, 2022; Djajanto et al., 2017).  

 

1.9 Scope of the study 

1.9.1 Content Scope 

This study covered the relationship between banking technology and customer satisfaction, the 

relationship between service quality and customer satisfaction, and the moderating influence of 

service quality on the relationship between banking technology and customer satisfaction. 

1.9.2 Geographical scope 

This study was carried out in the central region of Uganda, Kampala District, at the offices of 

commercial banks in the central division. This graphical area was selected because most of the 

bank customers with high levels of education and technological access are located in Kampala. 

This made access to banking technology users easier and thus a collection of relevant data to 

support the study.  
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CHAPTER TWO  

LITERATURE REVIEW 

2.1 Introduction 

This chapter provides a review of literature which explores the previous studies on similar themes 

addressing the relationship between banking technology and customer satisfaction, the relationship 

between service quality and customer satisfaction, and the moderating influence of service quality 

on the relationship between banking technology and customer satisfaction. 

 

2.2 Theoretical Review 

The adoption of technology and how technology can be used to influence the level of customer 

satisfaction in this study will be explained basing two theories of SERVQUAL and UTAUT.  

2.2.1 The Unified Theory of Acceptance and Use of Technology (UTAUT) 

The unified theory of acceptance and use of technology (UTAUT) is a technology acceptance 

model formulated by Venkatesh and others in "User acceptance of information technology: 

Toward a unified view". The UTAUT aims to explain user intentions to use an information system 

and subsequent usage behaviour. The theory holds that there are four key constructs: 1) 

performance expectancy, 2) effort expectancy, 3) social influence, and 4) facilitating conditions 

(Upadhyay et al., 2022; Venkatesh et al., 2003). 

 

The first three are direct determinants of usage intention and behaviour, and the fourth is a direct 

determinant of user behaviour. Gender, age, experience, and voluntariness of use are posited to 

moderate the impact of the four key constructs on usage intention and behaviour. The theory was 

developed through a review and consolidation of the constructs of eight models that earlier 
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research had employed to explain information systems usage behaviour (theory of reasoned action, 

technology acceptance model, motivational model, theory of planned behaviour, a combined 

theory of planned behaviour/technology acceptance model, model of personal computer use, 

diffusion of innovations theory, and social cognitive theory). 

2.2.2 Service Quality (SERVQUAL) 

The model of service quality, popularly known as the gaps model was developed by a group of 

American authors, A. Parasuraman, Valarie A. Zeithaml and Len Berry, in a systematic research 

program carried out between 1983 and 1988. The model identifies the principal dimensions (or 

components) of service quality; proposes a scale for measuring service quality (SERVQUAL) and 

suggests possible causes of service quality problems (Parasurama et al., 1988). The model's 

developers originally identified ten dimensions of service quality, but after testing and retesting, 

some of the dimensions were found to be autocorrelated and the total number of dimensions was 

reduced to five, namely - reliability, assurance, tangibles, empathy and responsiveness. These five 

dimensions are thought to represent the dimensions of service quality across a range of industries 

and settings (Matthews & Mokoena, 2020).  

 

2.3 Relationship between Banking Technology and Customer Satisfaction 

The banking sector in Uganda has been a vanguard in the use of modern technology to reach the 

different echelons of customers in society. As such, many technology-based methods have been 

adopted by banks to establish a competitive advantage and capture new customers (Kagoya & Jani, 

2018). The ICT products in banks include e-banking programs (deposit taking, lending, and 

accounts management, provisional financial advice, e- bill payments, ATMs, telephone banking, 

and, smartcards (Sathiyavany & Shivany, 2018). The level of technological use represents the 
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applications to the marketing of knowledge in science, innovations and inventions. New 

technology results in new goods and services for consumers, it also improves the existing products, 

offers better customer services, and often reduces processes through new, cost-efficient production 

and distribution methods.  

2.3.1 Performance Expectancy (PE) 

One of the underlying reasons for the adoption of technology in the banking sector is the 

expectation of achieving better levels of performance (Sair & Danish, 2018). PE encourages 

customers and the business community at large to adopt new methods and systems to leverage 

higher levels of efficiency and effectiveness (Moghavvemi et al., 2017). For instance, the 

importance of e-banking services in today’s environment has enabled customers to demand new 

levels of convenience and flexibility in addition to powerful and easy services that traditional 

means cannot offer (Mayanja, 2020).  For commercial banks, it is important to understand how 

customers perceive and evaluate e-service quality because it is vital for banks to succeed in the 

marketplace. Since Internet banking (IB) has been perceived as a potentially feasible alternative 

distribution channel, due to increasing computer literacy, deregulation in the financial sector, the 

rapid diffusion of electronic commerce, changing customer demands for innovative financial 

products (services), and strong commitments to reduce operating costs and create customer 

convenience, this has motivated national, international and global banks to offer e-banking 

services to their customers (Shokouhyar et al., 2020). 

2.3.2 Effort Expectancy (EE) 

The effort it takes to learn and utilise technology is an important factor for both the banks and their 

customers (Rahi et al., 2019). Technology has given consumers a greater number of choices in the 

way they access their banking services at almost no effort because most transactions can be done 
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while seated in an office or at home. ATMs for example enable customers not only to get cash but 

also make deposits, inquire about their balance, obtain accounts statements and more funds among 

deposits and investment accounts (Ehiedu et al., 2021). Automation in banks is helping to reduce 

the amount of paperwork including changing addresses on the existing accounts (Barlette & 

Baillette, 2022). The immediate benefit of ATMs to commercial banks could be in the form of 

customer satisfaction, transaction cycle time reduction, optimizing effectiveness, reduced 

transaction and overhead costs, improved return on investment and increased competitiveness 

(FSD Uganda, 2018). Technology has been discovered to be the main driving force of competition 

in the banking industry in the past decade (Adekunle & Adebayo, 2019).  

2.3.3 Social Factors (SF) 

Social norms determine the way people behave and the possibility of accepting and adopting new 

technology (Rahi et al., 2019). The general public must be able to appreciate new developments 

in the banking sector as a way of improving the way banking services are delivered. With new 

technology, the face-to-face interactions that were common in traditional banking are minimised. 

Banking has been at the forefront of the services sectors that sought to migrate customers from 

face-to-face transactions to computer-mediated transactions (Sharma & Sharma, 2019). With the 

development of m-commerce, similar new practices have emerged and much banking activity that 

was only carried out online through fixed-line Internet terminals has migrated to mobile devices 

(Shareef et al., 2018). M-banking enables customers to access their bank accounts through mobile 

devices to check their balances or to conduct financial transactions (Sharma & Sharma, 2019). 

Nowadays, societies around the city are aware of the new banking technologies and have moved 

to a point where social banking practices point to an automated way of doing financial transactions.  
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2.3.4 Facilitating Conditions (FC)  

The need for an infrastructure that supports innovations is very important in the world of 

technology (Sair & Danish, 2018). The banking sector has been introducing new forms of doing 

things and the customers have benefited. Some of the recent addition to banking technology is 

agent banking. Agent banking is an arrangement by which licensed institutions engage third parties 

to offer certain banking services on their behalf (Nabatanzi, 2021; Ndungu & Njeru, 2014). The 

introduction of agent banking, which utilises mobile technology has improved the level of 

accessibility to banking services in Uganda (Kundu & Ramdas, 2022). Customers can now avoid 

the long journeys which were custom for most bank customers by using bank agents in most parts 

of Kampala and other towns in Uganda. Agent banking has made it possible for a new class of 

customers who were not using banks to now start utilising bank services. Mostly, people of low 

income never used to go to banks due to the various misconceptions that prevail in our local 

communities. But with mobile money, agent banking is following the same trend as mobile money 

because customers use local businesses to access bank services (Kundu & Ramdas, 2022). 

However, it is important to note that agent banking can only succeed when there is a good network 

of agents around the city. The availability of agents is a facilitating factor and also the willingness 

of customers to have a change of mindset regarding where bank services can be obtained is 

important for the success of agent banking.  

 

2.4 Relationship between Service Quality and Customer Satisfaction  

Service quality is the evaluation of customers’ expectations that have been fulfilled and how well 

the service level is delivered. Delivering quality service means complying with customer 

expectations on a coherent basis (Lee et al., 2020; Ozatac et al., 2016). The banking sector in 
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Uganda has gone through a transformation in the area of technology adoption to facilitate growth 

and improvement in customer service (Mayanja, 2020). SERVQUAL, developed by Zeithaml 

(1988) is one of the more widely used instruments for assessing customer satisfaction and is 

composed of five factors which include; reliability, assurance, tangible, responsiveness, and 

empathy (Baharum, Nawawi & Saat, 2009). 

2.4.1 Reliability 

Reliability is to accomplish service promises in an accurate way such as providing fast and secured 

transactions, a wide range of products and services and opening more counters at peak times 

(Sathiyavany & Shivany, 2018). The speed of transactions is the most important item influencing 

customer satisfaction. Reliability is found to be one of the major service quality determinants in 

commercial banks. Reliability makes a commercial bank more efficient and positively reflects on 

the level of customer satisfaction (Skowron et al., 2020). 

2.4.2 Responsiveness  

Responsiveness is related to the speed and accuracy of services. Fast and efficient customer service 

staff, enough bank branches and ATMs are all examples of good responsiveness. Responsiveness 

was found to have a significant positive effect on service quality in Islamic banking (Janahi & Al 

Mubarak, 2017). Remote satisfaction (for example, responsiveness and efficiency in dealing with 

remote enquiries) determines overall customer satisfaction in retail banking. Commercial banks 

can increase customer satisfaction when banks meet or exceed a required level of responsiveness 

(Adekunle & Adebayo, 2019). 

2.4.3 Tangibility  

Tangibility includes the convenience of location, design of physical facilities, materials and use of 

communication equipment (Matthews & Mokoena, 2020). It refers to tangible factors of service 
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delivery such as ease of accessibility to the building or utilities in the building, and how the 

required information and descriptive materials for the service delivery are presented (Vilkaite-

Vaitone & Skackauskiene, 2020). The indoor aspects of the branch (e.g. speed of the service, 

privacy, opening hours and ATM availability) assess the overall customer satisfaction in retail 

banking (Jamaluddin & Ruswanti, 2017). Service quality works well in commercial banks when 

it is supported by the element of tangibility. 

2.4.4 Assurance  

Assurance is all verbal and written communication between bank employees and their customers 

that deliver trust, faith and confidence to customers (Ozatac et al., 2016). It also includes good 

manners, attitudes, politeness and knowledge of employees (Bebli, 2010). Service quality in 

commercial banks is influenced by a good level of assurance. Therefore, good service quality 

requires staff to be polite with customers, competent, work on providing suitable financial advice 

and have easy access to customer account information. In addition, customer satisfaction and 

confidence in banks may be developed by the banks’ credibility (Tran & Le, 2020). 

2.4.5 Empathy  

Empathy is about the provision of individualized customer care. This is possible when a bank pays 

special attention to confidentiality of customer information, and makes staff and management 

available to help customers (Al-Omari et al., 2020). Some of the elements that assess overall 

customer satisfaction in retail banking are economic satisfaction (e.g. level of bank fees and rates) 

and staff helpfulness. A study by Bisimwa et al. (2019) revealed that there is a strong relationship 

between empathy and service quality that leads to customer satisfaction in the banking sector. 

Tindi and Bogonko (2017) stated that empathy and tangibles appear to be the most important 

dimensions in banking. These results are expected because commercial bank customers normally 
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give more attention to the empathy aspects. The empathy dimension, therefore, refers to the level 

of caring and individualized attention a bank can provide for its customers. 

 

2.5 Customer Satisfaction  

Customer satisfaction is a perception. It is also a question of degree. Providing quality services is 

all about meeting customer requirements (Jamaluddin & Ruswanti, 2017). Customer satisfaction, 

a business term, is a measure of how products and services supplied by a company meet or surpass 

customer expectations (Muhammad et al., 2016). It is seen as a key performance indicator within 

business and is part of the four perspectives of a Balanced Scorecard. In a competitive marketplace 

where businesses compete for customers, customer satisfaction is seen as a key differentiator and 

increasingly has become a key element of business strategy (Tran & Le, 2020). For this study, 

customer satisfaction is looked at from five perspectives which include; user customisation, service 

reliability, accessibility, timely feedback, and, affordability. Those attributes are used in this study 

because that is what most customers look for in a product or service (Almohaimmeed, 2019).  

2.5.1 User customisation 

The verdict of customer satisfaction comes from the customers themselves and it should be noted 

that different customers derive satisfaction from different aspects of the product. For commercial 

banks, it is imperative to understand to type of customers in their book and work to offer services 

that meet the specific demands of the different customer groupings (Janahi & Al Mubarak, 2017).  

2.5.2 Accessibility  

Availability of the products/services whenever and wherever they are needed is another facilitating 

factor that can improve customer satisfaction (Jamaluddin & Ruswanti, 2017). Customers should 

be able to have the confidence that the service provider they choose in the banking sector can be 
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relied upon to deliver the necessary services in all parts of the country. For that reason, banks with 

the biggest reach tend to have more customers because of the convenience in terms of accessibility. 

The infrastructure of a commercial bank should therefore aim at reaching the biggest parts of the 

country to guarantee better customer service which in turn results in better customer satisfaction 

(Premkanth, 2012).  

2.5.3 Affordability  

The cost of the product or service should be reasonable such that the customer feels at ease and 

not repressed by the price (Jamaluddin & Ruswanti, 2017). When the product/service is affordable, 

the customer feels safe and satisfied because they are confident that the product is affordable and 

accessible. Bebli (2010), suggests that the means of ensuring a low-cost operation is through a 

tree-like distribution system which is a multi-level system in which each installation receives input 

from a unique immediate predecessor and supplies one or more immediate successors.  
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CHAPTER THREE  

METHODOLOGY 

3.1 Introduction 

This chapter presents the research design used, the study area, the population of the study, the 

sampling method and criteria, the tools used, the procedure of collecting data, and, how data was 

analysed. 

3.2 Research Design 

A quantitative cross-sectional research design was adopted in this study. The quantitative survey 

design uses data to make statistical inferences about the population of interest or to compare 

subgroups within a population (Ahmad et al., 2019). This research design was appropriate because 

it allowed the researcher to explain the level of utilisation of banking technology across different 

groups of customers that use commercial banks in Kampala.  

3.3 The population of the study 

The study population involved customers of commercial banks in Kampala Central Division which 

is more than 13,000,000 according to the Uganda Bankers Association (January 2020). 

3.4 Sample Size and Composition  

This study used the Krejcie and Morgan Table for Determining the Sample Size from a 

Given Population and therefore, a sample size of 384 respondents because the population was 

more than one million (Krejcie & Morgan, 1970). The following formula was used. 

s = X2NP (1− P) ÷ d2 (N −1) + X2P (1− P). 

s = required sample size. 

X2 = the table value of chi-square for 1 degree of freedom at the desired confidence level (3.841). 

N = the population size. 



 

19 
 

P = the population proportion (assumed to be .50 since this would provide the maximum sample 

size). 

d = the degree of accuracy expressed as a proportion (.05). 

3.5 Sampling Techniques 

The researcher employed the stratified random sampling technique, which involved categorizing 

the population into distinct groups or strata based on the various banks under consideration for the 

study. From each of these strata, respondents were randomly selected. This method allowed the 

researcher to gather information from a diverse range of respondents and eliminated any potential 

biases in the data.   

3.6 Sources of Data 

Primary sources of data were used. Primary sources include collecting information or data by 

observation, interviewing or use of questionnaires from the source (Moser & Korstjens, 2017). 

Primary data in this study was collected through first-hand information from a self-administered 

survey. 

3.7 Data Collection Method and Tools 

The data collection method adopted was a self-administered survey using a questionnaire as the 

collection tool. Questions were formulated in a questionnaire which was distributed to 

respondents. The respondents answered the questions which were derived from the objectives of 

the study. This method was chosen because it is effective in obtaining specific data about the topic. 

The study adopted a 5-point Likert scale anchored as 1= Strongly Disagree, 2= Disagree, 3= Not 

Sure, 4= Agree, and 5= Strongly Agree. 
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3.8 Measurement of Variables 

Existing variables by previous scholars were adopted with minor modifications to fit the current 

work. These are shown in Table 3 below. 

Variable Measures Scale Author(s) 

Banking Technology 

1. Performance Expectancy 

2. Effort Expectancy 

3. Social Factors  

4. Facilitating Conditions 

5 Point scale Venkatesh et al., 2003 

Service Quality 

1. Reliability  

2. Responsiveness  

3. Tangibility  

4. Assurance  

5. Empathy 

5 Point scale Djajanto et al., 2017 

Customer Satisfaction 

1. User customisation 

2. Service reliability 

3. Accessibility  

4. Timely feedback 

5. Affordability 

5 Point scale Jahanshahi et al., 2011 

Table 1: Measurement of Variables 

 

3.9 Validity and Reliability of Data Collection Tools 

3.9.1 Validity of Tool 

To ensure the validity of the questionnaires, experts on the topic were consulted about the content 

of the questionnaire to establish and eliminate irrelevant questions. Thereafter the questions were 

subjected to a content validity test which was computed using the following formula;  

𝐶𝑉𝐼 =
𝐾

𝑁
 

Where, 𝐶𝑉𝐼 = Content Validity, 𝐾= Total Number of Items rated as relevant, 𝑁= Total Number 

of Items in the questionnaire. The rule of thumb suggests that a CVI of at least 0.78 is necessary 

to deem the tool valid. Table 1 below shows the CVI outcome.  
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Variable Total Number of Items in 

the Questionnaire 

Number of Items 

rated as relevant 

Content 

Validity 

Performance 

Expectancy (PE) 

5 5 1 

Effort Expectancy 

(EE) 

5 5 1 

Social Factors (SF) 4 4 1 

Facilitating Conditions 

(FC) 

6 5 0.833 

Reliability (Rel) 4 4 1 

Responsiveness (Res) 3 3 1 

Tangibility (Tan) 3 3 1 

Assurance (Ass) 4 4 1 

Empathy (Emp) 3 3 1 

User Customisation 

(UC) 

4 4 1 

Service Reliability 

(SR) 

3 3 1 

Accessibility (Acc) 5 5 1 

Timely Feedback (TF) 3 3 1 

Affordability (Aff) 4 4 1 

 N = 56 K = 55 CVI =0.988 

Table 2: Content Validity Index 

The content validity test returned a score of 0.988 which is greater than 0.78 and considered to be 

the pass mark. Therefore, the content of the questionnaire was valid. 

3.9.2 Reliability of Tools 

Reliability was ensured by using Cronbach's alpha. Cronbach's alpha is a measure of internal 

consistency, that is, how closely related a set of items are as a group. A standardized Cronbach's 

alpha formula given below was used. 

𝜶 =
𝑵 . 𝑪̅

𝒗̅ + (𝑵 − 𝟏). 𝑪̅
 

Where 𝑵 is equal to the number of items,𝑪̅ is the average inter-item covariance among the items 

and 𝒗̅ equals the average variance.  

After running the reliability test, the outcome is provided in Table 2 below. 
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Variable No. Items S-CVI/Ave Cronbach’s 

Alpha 

coefficient 

Use of Banking Technology   0.958 

1. Performance Expectancy (PE) 5 1  

2. Effort Expectancy (EE) 5 1  

3. Social Factors (SF) 4 1  

4. Facilitating Conditions (FC) 6 0.833  

Service Quality   1 

1. Reliability (Rel) 4 1  

2. Responsiveness (Res) 3 1  

3. Tangibility (Tan) 3 1  

4. Assurance (Ass) 4 1  

5. Empathy (Emp) 3 1  

Customer Satisfaction   1 

1. User Customisation (UC) 4 1  

2. Service Reliability (SR) 3 1  

3. Accessibility (Acc) 5 1  

4. Timely Feedback (TF) 3 1  

5. Affordability (Aff) 4 1  

 

Total No. 

of Items  

= 56 

13.833 

Average = 

13.833÷14 = 

0.988 

Table 3: Cronbach's Alpha Reliability Test 

As shown in Table 1 above, a Cronbach's Alpha of 0.988 was obtained. That implies that the 

tools were reliable because that score is above the acceptable least Cronbach's Alpha score of 

0.70. 

 

3.10 The Procedure of Data Collection 

The researcher designed a questionnaire as the research tool. The tool was examined by the 

research supervisor and then tested to ensure its effectiveness before being applied to the 

respondents. The researcher then went to the field for data collection. However, before obtaining 

data from the respondents, consent was sought from every respondent. After the data was collected, 

the researcher recorded, analysed and compiled the findings in this report. 
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3.11 Data processing 

3.11.1 Editing 

The data collected was edited by the researcher to ensure relevance and consistency with the set 

study objectives. This helped in eliminating any possible errors which could affect the accuracy of 

the findings.  

3.11.2 Coding  

The coding of the data into quantitative descriptions was done by the researcher. This helped the 

researcher to make accurate statistical correlations on the findings.  

3.11.3 Tabulation 

The data was put into a tabular form to be checked, edited and analysed to ensure consistency and 

relevance.  

3.12 Data Analysis and Presentation 

3.12.1 Analysis 

Descriptive statistics matching the data collection tools were compiled to present the responses 

obtained from the respondents regarding the research questions. Correlational and regression 

analysis as well as Hayes Process Macro for moderation was run in SPSS to identify the 

relationships between the study variables.  

3.12.2 Presentation 

Figures such as graphs, pie charts and tables were used to present the data collected for easy 

interpretation of the findings.  
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3.13 Ethical Consideration 

Ketefian (2015) states that ethical considerations such as confidentiality, anonymity and avoidance 

of deception are very important issues in research. For this research, the following ethical 

considerations were applied. 

i. The research participants were not subjected to any harm by the researcher or the research 

assistants during data collection. 

ii. The researcher ensured respect for the dignity of all respondents by not asking personal 

questions or making irrelevant comments. 

iii. The researcher ensured that full consent was obtained from all the respondents before the 

study. This was achieved by having a consent form signed by the respondents before 

participating in the study. 

iv. The researcher ensured the protection of the privacy of all research participants by not 

disclosing personal information such as the name of the participant. 

v. The researcher was truthful at all times to avoid any deception or exaggeration about the 

aims and objectives of this study. 

vi. The researcher ensured that any type of communication about this study was done with 

honesty and transparency to all participants. 

vii. The researcher made sure that the information obtained during the study was not 

misleading and that was accurately presented without any bias. 
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CHAPTER FOUR  

ANALYSIS, PRESENTATION AND INTERPRETATION OF FINDINGS 

4.0  Introduction 

This chapter presents the data and gives the interpretation and analysis of the major findings of the 

study using figures, tables and graphs. The findings are explained and presented in line with the 

research objectives which were stated in chapter one.  

4.1 Response Rate 

The study targeted a population of over 13 million bank customers in Kampala Central and aimed 

to obtain responses from a sample of 384 respondents. By follow-up, the researcher was able to 

get responses from 380 respondents. This implies that the study achieved a 99 per cent response 

rate. Although some respondents did not respond to every question in the questionnaire, the 

response rate was good.  

4.2 Bio Data  information  

4.2.1 Gender of Respondents 

Figure 1 shows that a slight majority of the respondents, 193 (51%) were females while 187 (49%) 

were males.  

 

Female

51%

Male

49%

RESPONDENTS BY GENDER
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Figure 1 Findings on Gender of Respondents 

The gender composition above is a good representation of the demographic set-up of Uganda 

where there are slightly more females compared to males. 

4.2.2 Respondents by level of Education 

 Frequency 

Per 

cent Valid Percent Cumulative Percent 

Valid Certificate 18 4.7 4.7 4.7 

Diploma 9 2.4 2.4 7.1 

Bachelor Degree 249 65.5 65.5 72.6 

Commercial Pilots Licence 4 1.1 1.1 73.7 

Master Degree 100 25.5 26.3 100 

Total 380 100.0 100.0  

Table 4: Findings on Respondents’ Composition by Level of Education 

From Table 4, the majority of the respondents (249/65.5%) were graduates with Bachelor’s 

Degrees. This is a clear representation of the education level of people who utilise bank services 

in Uganda.  This also implies that all the respondents were able to read and fully understand the 

questions in the questionnaire.  

4.2.3 Length of time using Bank Service  

 Frequency Per cent Valid Percent Cumulative Percent 

Valid 3 or less years 54 14.2 14.2 14.2 

4-7 years 118 31.1 31.1 45.3 

8 or more years 208 54.7 54.7 100.0 

Total 380 100.0 100.0  

Table 5: Findings on the Length of time Respondents have used Bank services 

The analysis of respondents as presented in Table 3 shows that the majority of the respondents 

(208/54.7%) had used banking services for 8 years or more and only 14.2% had used the services 

for 3 or fewer years. This finding implies that the majority of the respondents have had enough 

time using the bank services to determine the merits and demerits of technology in the banking 

sector.  
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4.2.4 Respondents by the Banks they use  

  Frequency Per cent 

 

Absa Bank Uganda 247 63 

 DBT 7 1.8 

Stanbic Bank 19 4.8 

Bank of Africa 3 0.8 

Centenary Bank 48 12.2 

KCB 3 0.8 

DFCU 13 3.3 

Eco bank 3 0.8 

Equity Bank 13 3.3 

Finance Trust Bank 7 1.8 

Housing Finance Bank 3 0.8 

I & M Bank U Ltd 6 1.5 

Online 3 0.8 

Post Bank 4 1 

Standard Chartered Bank 13 3.3 

Total 392 100 

Table 6: Findings on Respondents by the Banks they use 

Table 6 shows the different banks respondents were banking with. Per the feedback in this study, 

the majority were clients of Absa Bank Uganda and a good number had multiple accounts in 

different banks. It is important to note that the study sample is represented by respondents from 

more than 15 banks. The variedness of clients from different banks gave the findings a better 

presentation of the general usage of technology in the banking sector.  
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4.2.5 Banking technology(s) used by Respondents  

  Frequency Per cent 

Valid Agent banking 291 26.3 

ATMs 227 20.5 

All 143 12.9 

Mobile banking 152 13.7 

Online Banking 295 26.6 

Total 1108 100 

Table 7: Findings on banking technology(s) used by Respondents 

Table 7 shows the various banking technologies different respondents utilised. What was clear is 

that every respondent was using more than one banking technology. 12.9% of the respondents had 

used all the above-listed technologies. The findings also show that mobile banking and agent 

banking are the most widely used banking technologies in Kampala.  

4.3 Descriptive results of study variables 

This chapter presents the descriptive statistics of the study. As revealed in the conceptual model, 

there are various constructs which were considered in the questionnaire. A five-level Likert scale 

was used to gauge the level of influence every construct had on the study variables. Scores of less 

than 4 are considered insignificant and scores of 4 and 5 are significant. The tables in this section 

reveal the data findings about every construct.   

Banking Technology: Performance Expectancy (PE) 

Performance Expectancy was one of the constructs considered to be important in the adoption of 

banking technology by bank customers. Some parameters focusing on performance were 

developed in a questionnaire and were rated on a Likert scale of 1 to 5. The findings are presented 

in Table 8. 
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 N Minimum Maximum Mean 

Std. 

Deviation 

PE1. Using banking technology would enable 

me to accomplish transactions more quickly. 

380 1 5 4.33 1.207 

PE2. Using banking technology would 

improve my transaction efficiency. 

380 1 5 4.19 1.125 

PE3. Using banking technology in my daily 

life would increase my productivity. 

380 1 5 4.04 1.158 

PE4. Using banking technology would 

enhance my effectiveness in financial 

transactions. 

380 1 5 4.10 1.133 

PE5. Using banking technology would make it 

easier to do my banking. 

380 1 5 4.33 1.191 

Valid N (listwise) 380     

Table 8: Findings on Performance Expectancy as a Measure of Banking Technology 

As presented in Table 8, five statements were used to evaluate the influence of performance 

expectancy on the adoption of banking technology by bank customers in Kampala. The mean 

outcome of the study which is above a score of 4 for every statement shows that the respondents 

find the banking technologies they use effective and efficient.  

Banking Technology: Effort Expectancy (EE) 

Effort Expectancy was also considered to be important in the adoption of banking technology by 

bank customers. Some parameters focusing on ease of effort were developed in a questionnaire 

and were rated on a Likert scale of 1 to 5. The findings are presented in Table 9. 

 

 N Minimum Maximum Mean 

Std. 

Deviation 

EE1. My interaction with banking technology 

is clear and understandable. 

380 1 5 4.21 1.110 

EE2. I believe that it is easy to use banking 

technology 

380 1 5 4.04 1.192 

EE3. Learning to utilise banking technology is 

easy for me. 

380 1 5 4.13 1.106 
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EE4. It takes me a shorter time when using 

banking technology 

380 1 5 4.26 1.090 

EE5. Given the resources, opportunities and 

knowledge it takes to use banking technology, 

it would be easy for me to use it. 

380 1 5 4.38 1.037 

Valid N (listwise) 380     

Table 9: Findings on Effort Expectancy as a Measure of Banking Technology 

In Table 9, five statements were used to evaluate the influence of effort expectancy on the adoption 

of banking technology by bank customers in Kampala. The mean outcome is above a score of 4 

for every statement.  

 

Banking Technology: Social Factors (SF) 

Social Factors were another aspect considered to influence the adoption of banking technology by 

bank customers. Some parameters focusing on social attributes were developed in a questionnaire 

and were rated on a Likert scale of 1 to 5. The findings are presented in Table 10. 

 N Minimum Maximum Mean 

Std. 

Deviation 

SF1. People who influence my behaviour 

think that I should use banking technology. 

380 1 5 3.76 1.224 

SF2. People who are important to me think 

that I should use banking technology. 

380 1 5 3.92 1.145 

SF3. I use banking technology because of the 

proportion of friends who use it. 

380 1 5 3.47 1.448 

SF4. My bank has helped enable me to use 

banking technology. 

380 1 5 4.13 1.126 

Valid N (listwise) 380     

Table 10: Findings on Social Factors as a Measure of Banking Technology 

Table 10 presents the findings about the influence of social factors on the adoption of banking 

technology by bank customers in Kampala. The mean outcome of this component was majorly 

insignificant as shown by a score of below 4. The only component that stood out is the helpful 

enablement actions of the banks to their customers. This finding implies that social factors in 
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Uganda do not play a big role in the decisions of bank customers relating to the adoption of banking 

technology. However, an enabling environment by the bank influences the adoption of banking 

technology by the customers as indicated by a mean score of 4.13.  

Banking Technology: Facilitating Conditions (FC) 

Facilitating Conditions was another aspect considered to influence the adoption of banking 

technology by bank customers. Some parameters focusing on facilitating conditions were 

developed in a questionnaire and were rated on a Likert scale of 1 to 5. The findings are presented 

in Table 11. 

 N Minimum Maximum Mean 

Std. 

Deviation 

FC1. I have control over using banking 

technology. 

380 1 5 3.69 1.288 

FC2. I have the resources necessary to use 

banking technology. 

380 1 5 3.79 1.331 

FC3. I know necessary to use banking 

technology. 

380 1 5 3.58 1.377 

FC4.guidence was available to me when 

choosing to use banking technology 

380 1 5 4.04 1.225 

FC5, specialised instructions concerning 

banking technology were available to me 

380 1 5 3.71 1.337 

FC6.a specific person(group) is available for 

assistance with banking technology difficulties 

380 1 5 3.87 1.243 

Valid N (listwise) 380     

Table 11: Findings on Facilitating Conditions as a Measure of Banking Technology 

Table 11 presents the findings about the availability of facilitating factors and their influence on 

the adoption of banking technology by bank customers in Kampala. The mean outcome of this 

component was majorly insignificant as shown by a score of below 4. The only component that 

stood out was that banks offered guidance to users on how banking technology can be utilised.  
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Service Quality: Reliability (Rel) 

Reliability was one of the aspects considered for the level of service quality. Some parameters 

focusing on components of reliability were developed in a questionnaire and were rated on a Likert 

scale of 1 to 5. The findings are presented in Table 12. 

 

 N Minimum Maximum Mean 

Std. 

Deviation 

Rel1. Banking technology functions properly. 380 1 5 3.72 1.175 

Rel2. Banking technology makes transactions 

more secure. 

380 1 5 3.61 1.212 

Rel3. Banking technology gives users a 24-

hour service. 

380 1 5 4.13 1.188 

Rel4. Banking technology is environmentally 

friendly. 

380 1 5 4.07 1.090 

Valid N (listwise) 380     

Table 12: Findings on Reliability as a measure of service quality 

In Table 12, the findings show that respondents had doubts about two components of the reliability 

of banking technology. Functionality and security of banking technology are the two areas that 

scored less than 4. This means that bank customers in Kampala were not sure about those two 

components of reliability. However, the findings also reveal that respondents believed that 

technology improved reliability in terms of 24-hour accessibility and was also rated to be 

environmentally friendly. This finding implies that banks should sensitise their customers about 

the necessary ways to keep high levels of security for those who utilise the available technology.  

Service Quality: Responsiveness (Res) 

Responsiveness is another aspect which was considered to influence the level of service quality. 

Some parameters focusing on components of responsiveness were developed in a questionnaire 

and were rated on a Likert scale of 1 to 5. The findings are presented in Table 13. 
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 N Minimum Maximum Mean 

Std. 

Deviation 

Res1. Banking technology makes it possible to 

make instant transactions in a shorter time. 

380 1 5 4.28 1.047 

Res2. Transaction notices are generated 

instantly as soon as the transaction is 

completed 

380 1 5 4.02 1.197 

Res3. There’re timely instructions on how to 

use the available online bank services. 

380 1 5 3.91 1.088 

Valid N (listwise) 380     

Table 13: Findings on Responsiveness as a measure of service quality 

In Table 13, the findings show that banking technology makes it possible to make instant 

transactions in a shorter time and also transaction notices are generated instantly as soon as the 

transaction is completed. That high level of responsiveness is essential in improving efficiency in 

the level of service delivery. However, the findings also reveal that respondents believed that there 

is a gap in delivering timely instructions on how to use the available online bank services.  

Service Quality: Tangibility (Tan) 

Tangibility is another aspect which was considered to influence the level of service quality. Some 

parameters focusing on components of tangibility were developed in a questionnaire and were 

rated on a Likert scale of 1 to 5. The findings are presented in Table 14. 

 N Minimum Maximum Mean 

Std. 

Deviation 

Tan1. Banking technology makes viewing 

transaction records easy for users. 

380 1 5 4.10 1.045 

Tan2. The design of my bank’s online 

platforms is enjoyable to use. 

380 1 5 4.01 1.119 

Tan3. My bank has many ATMs which makes 

access to cash when necessary easy. 

380 1 5 3.91 1.213 

Valid N (listwise) 380     

Table 14: Findings on Tangibility as a Measure of Service quality 
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In Table 14, the findings show that banking technology makes viewing transaction records easy 

for users and also online platforms are enjoyable to use. That makes users realise more tangibility 

to banking technology. However, the findings also reveal that respondents believed that there is a 

gap in the deployment of ATMs by banks in various areas.  

Service Quality: Assurance (Ass) 

Assurance is another aspect which was considered to influence the level of service quality. Some 

parameters focusing on components of assurance were developed in a questionnaire and were rated 

on a Likert scale of 1 to 5. The findings are presented in Table 15. 

 

 N Minimum Maximum Mean 

Std. 

Deviation 

Ass1. I am confident that my online 

transactions are secure 

380 1 12 3.80 1.351 

Ass2. I believe my bank has a good system to 

protect my bank account from cyber-attack. 

380 1 5 3.86 1.155 

Ass3. I am sure that I can use my bank 

debit/credit card to transact from anywhere 

around the world. 

380 1 5 4.11 1.162 

Ass4. Online transactions for utilities and other 

consumables are made easy for me by banking 

technology. 

380 1 5 4.11 1.199 

Valid N (listwise) 380     

Table 15: Findings on Assurance as a Measure of Service Quality 

In Table 15, the findings show that banking technology makes using a bank debit/credit card to 

transact from anywhere around the world possible and also online transactions for utilities and 

other consumables are made easy. That assures users that they do not have to wait for a personnel 

attendant to transact using their bank account. However, the findings also reveal that respondents 

were less confident about the security of their online transactions as well as the ability of banks to 

effectively protect their accounts from cyber-attacks.  
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Service Quality: Empathy (Emp) 

Empathy is another aspect which was considered to influence the level of service quality. Some 

parameters focusing on components of empathy were developed in a questionnaire and were rated 

on a Likert scale of 1 to 5. The findings are presented in Table 16. 

 N Minimum Maximum Mean 

Std. 

Deviation 

Emp1. Through banking technology, my bank 

easily addresses my banking needs on time. 

380 1 5 3.87 1.187 

Emp2. Banking technology eases my anxiety 

about the long queues associated with banking 

halls. 

380 1 5 4.17 1.238 

Emp3. Technology makes it possible for my 

bank to cater for my needs at a personal level. 

380 1 5 3.96 1.234 

Valid N (listwise) 380     

Table 16: Findings on Empathy as a Measure of Service Quality 

In Table 16, the findings show that banking technology eases anxiety about the long queues 

associated with banking halls and also makes it possible for the bank to cater for customer needs 

at a personal level. That gives users a sense of care from their banks and improves empathy. 

However, the findings also reveal that banking technology has not yet made it possible for clients 

to have their inquiries addressed on time. This finding shows that where personnel involvement is 

required to address customer needs, banks still do not meet the timely service requirements of 

customers even though the technology is a great help to the realisation of that goal. 

Customer Satisfaction: User Customisation (UC) 

User Customisation is one of the aspects which were considered to influence customer satisfaction. 

Some parameters focusing on components of user customisation were developed in a questionnaire 

and were rated on a Likert scale of 1 to 5. The findings are presented in Table 17. 
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 N Minimum Maximum Mean 

Std. 

Deviation 

UC1. I am satisfied with the products offered 

by my bank. 

380 1 5 3.99 1.088 

UC2. I have a preferred banking technology 

which I enjoy from my bank. 

380 1 5 3.97 1.107 

UC3. My bank understands my banking needs 380 1 5 3.74 1.098 

UC4. My bank meets my banking needs. 380 1 5 3.75 1.113 

Valid N (listwise) 380     

Table 17: Findings on User Customisation as a Measure for Customer Satisfaction 

In Table 17, the findings show that the level of user customisation on all parameters of 

customisation was not good. Customers felt that banks are not customised enough to meet the 

individual needs of customers. This finding implies that bank customers in Kampala are not 

satisfied with the level of customised service delivery. Banks therefore should look at the best 

ways to effectively address customer needs at an individual level and technology may be the 

solution to this.   

Customer Satisfaction: Service Reliability (SR) 

Service Reliability is another aspect which was considered to influence customer satisfaction. 

Some parameters focusing on components of service reliability were developed in a questionnaire 

and were rated on a Likert scale of 1 to 5. The findings are presented in Table 18. 

 N Minimum Maximum Mean 

Std. 

Deviation 

SR1. My bank's customer service functions 

properly. 

380 1 5 3.70 1.200 

SR2. The banking services offered by my 

bank are secure. 

380 1 5 3.95 1.064 

SR3. Banking services from my bank give me 

a 24-hour banking experience. 

380 1 5 4.02 1.136 

Valid N (listwise) 380     

Table 18: Findings on Service Reliability as a Measure for Customer Satisfaction 
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As shown in Table 18, customers were not satisfied with the level of customer service and security 

offered by their banks. The only measure of reliability the customers were happy with is the 24-

hour accessibility to their bank accounts.  

Customer Satisfaction: Accessibility (Acc) 

Accessibility is another aspect which was considered to influence customer satisfaction. Some 

parameters focusing on components of accessibility were developed in a questionnaire and were 

rated on a Likert scale of 1 to 5. The findings are presented in Table 19. 

 N Minimum Maximum Mean 

Std. 

Deviation 

Acc1. I can find ATMs for my bank within the 

vicinity of my residence. 

380 1 5 3.48 1.391 

Acc2. I use mobile banking to access banking 

services from my bank. 

380 1 5 3.95 1.341 

Acc3. I can easily find agent banking service 

providers in my area of residence. 

380 1 5 3.76 1.216 

Acc4. I can transact with my bank from any 

place in the world. 

380 1 5 3.84 1.256 

Acc5. Various platforms of my bank are 

accessible 24 hours a day. 

380 1 5 3.83 1.157 

Valid N (listwise) 380     

Table 19: Findings on Accessibility as a Measure for Customer Satisfaction 

As shown in Table 19, customers were not satisfied with the level of accessibility to ATM and 

agent banking services. The only measure of accessibility the customers were happy with is the 

mobile access of banking services using phones. This finding implies that banks should work on 

expanding their ATM networks as well as the number of agent banking agents around the city of 

Kampala. 
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Customer Satisfaction: Timely Feedback (TF) 

Timely Feedback is another aspect which was considered to influence customer satisfaction. Some 

parameters focusing on components of timely feedback were developed in a questionnaire and 

were rated on a Likert scale of 1 to 5. The findings are presented in Table 20. 

 N Minimum Maximum Mean 

Std. 

Deviation 

TF1. I get timely alerts about my transactions 

from my bank. 

380 1 5 4.04 1.186 

TF2. When I make inquiries, my bank 

provides feedback within 24 hours. 

380 1 5 3.70 1.322 

TF3. My bank has a dedicated customer care 

contact which I use to get help when needed. 

380 1 5 3.87 1.312 

Valid N (listwise) 380     

Table 20: Findings on Timely Feedback as a Measure for Customer Satisfaction 

In Table 20, customers were not satisfied with the rate at which banks respond to inquiries and 

were not sure if their banks had a dedicated customer care service desk which they could access 

every time they had a query. The only measure of timely feedback the customers were happy with 

is that they got timely alerts about their transactions from their banks. This finding implies that 

banks should work on improving the available lines of communication with customers by 

establishing an effective customer care desk dedicated to handling customer queries on time. 

 

Customer Satisfaction: Affordability (Aff) 

Affordability was the last aspect considered to influence customer satisfaction. Some parameters 

focusing on components of affordability were developed in a questionnaire and were rated on a 

Likert scale of 1 to 5. The findings are presented in Table 21. 
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 N Minimum Maximum Mean 

Std. 

Deviation 

Aff1. My bank offers good services with no 

hidden costs. 

380 0 5 3.67 1.250 

Aff2. I am happy with my monthly bank 

charges. 

380 0 5 3.58 1.493 

Aff3. Online transactions do not add extra 

costs. 

380 0 5 3.44 1.504 

Aff4. Online transactions can be done at any 

time. 

380 0 5 4.19 1.296 

Valid N (listwise) 380     

Table 21: Findings on Affordability as a Measure for Customer Satisfaction 

In Table 21, responses obtained from bank customers show that the level of affordability is low 

because they believed there were being charged more for bank services. This finding indicates that 

banks should strive to be more transparent with their customers regarding the various service costs 

associated with bank transactions.  

 

4.4 Relationship between banking technology and customer satisfaction  

A Pearson product-moment correlation was conducted to examine the relationships between 

banking technology and customer satisfaction. Banking Technology was strongly positively 

related to Customer Satisfaction where r = .76, p < .001. A complete list of correlations is presented 

in Table 22 and a scatterplot below of the relationship between banking technology and customer 

satisfaction is in Figure 2. These findings indicated that banking technology influences the level 

of customer satisfaction. 
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Figure 2: Scatterplot of the Relationship between banking technology and customer satisfaction 

Correlations 

 Banking Technology Customer Satisfaction 

Banking Technology Pearson Correlation 1 .76** 

Sig. (2-tailed)  .000 

N 380 380 

Customer Satisfaction Pearson Correlation .76** 1 

Sig. (2-tailed) .000  

N 380 380 

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

Table 22: Pearson correlation between banking technology and customer satisfaction 

 

4.5 Relationship between service quality and customer satisfaction  

A Pearson product-moment correlation was conducted to examine the relationships between 

service quality and customer satisfaction. Service Quality was strongly positively related to 

Customer Satisfaction, r = .89, p < .001. A complete list of correlations is presented in Table 23 

and a scatterplot below of the relationship between service quality and customer satisfaction is in 

Figure 3. These findings indicated that service quality influences the level of customer satisfaction. 
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Figure 3: Scatterplot of the Relationship between service quality and customer satisfaction 

Correlations 

 Service Quality Customer Satisfaction 

Service Quality Pearson Correlation 1 .89** 

Sig. (2-tailed)  .000 

N 380 380 

Customer Satisfaction Pearson Correlation .89** 1 

Sig. (2-tailed) .000  

N 380 380 

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

Table 23: Pearson correlation between service quality and customer satisfaction 

 

4.6 Moderating the influence of service quality on the relationship between banking 

technology and customer satisfaction 

The summary output of the findings relating to the moderating influence of service quality on the 

relationship between banking technology and customer satisfaction is presented below using 

Hayes' Process Macro v4.1 with SPSS.  
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Model: 4 

    Y: CusSati (Customer Satisfaction) 

    X: BankTec (Banking Technology)  

    M: ServQua (Service Quality) 

 

Sample 

Size:  380 

 

************************************************************************** 

OUTCOME VARIABLE: 

 ServQua 

 

Model Summary 

          R       R-sq        MSE          F        df1        df2          p 

      .9136      .8347     5.6658  1909.0438     1.0000   378.0000      .0000 

 

Model 

              coeff         se          t          p       LLCI       ULCI 

constant    -7.8464      .5562   -14.1074      .0000    -8.9400    -6.7528 

BankTec      5.9295      .1357    43.6926      .0000     5.6626     6.1963 

 

The relationship between the moderating variable (service Quality) and the independent variable 

banking technology was positive and statistically significant (b=5.9295, s.e.=.1357, p<.001). This 

implies that service quality in this case influences the level of acceptance and adoption of banking 

technology. 

 

************************************************************************** 

OUTCOME VARIABLE: 

 CusSati 

 

Model Summary 

          R       R-sq        MSE          F        df1        df2          p 

      .9546      .9112      .0726  1934.9141     2.0000   377.0000      .0000 

 

Model 

              coeff         se          t          p       LLCI       ULCI 

constant     2.5224      .0778    32.4284      .0000     2.3695     2.6754 

BankTec       .5541      .0378    14.6654      .0000      .6284      .4798 

ServQua       .2211      .0058    37.9762      .0000      .2096      .2325 

 

The relationship between the independent variable (banking technology) and the dependent 

variable (Customer Satisfaction) is positive and significant (b=.5541, s.e.=.0378, p=<0.01), 

indicating that persons scoring higher on the use of banking technology are more likely to be 

satisfied than those scoring lower on the measure. The direct relationship between the moderating 
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variable (service quality) and the dependent variable (customer satisfaction) is positive and 

significant (b=.2211, s.e.=.0058, p=<0.01), indicating that banks scoring higher on service quality 

are more likely to achieve customer satisfaction than those scoring lower on the measure. 

 

****************** DIRECT AND INDIRECT EFFECTS OF X ON Y ***************** 

 

The direct effect of X on Y 

     Effect         se          t          p       LLCI       ULCI 

     -.5541      .0378   -14.6654      .0000     -.6284     -.4798 

 

Indirect effect(s) of X on Y: 

            Effect     BootSE   BootLLCI   BootULCI 

ServQua     1.3110      .0522     1.2123     1.4201 

 

The indirect effect is tested using non-parametric bootstrapping. If the null of 0 falls between the 

lower and upper bound of the 95% confidence interval, then the inference is that the population 

indirect effect is 0. If 0 falls outside the confidence interval, then the indirect effect is inferred to 

be non-zero.  

In this case, the indirect effect (IE=1.3110) is statistically significant: 95% C1= (1.2123, 1.4201). 

4.7 Summary of the findings 

One of the objectives of this study was to examine the relationship between banking technology 

and customer satisfaction in the banking industry in Uganda. A Pearson product-moment 

correlation was conducted and revealed that banking technology was positively related to 

Customer Satisfaction with an r = .76, p < .001. A correlation of 0.76 is strong and that means that 

banking technology is important in the attainment of customer satisfaction in the banking sector.   

 

The other object of the study was to assess the relationship between service quality and customer 

satisfaction in the banking industry in Uganda. A Pearson product-moment correlation was 

conducted and revealed that service Quality was strongly positively related to Customer 
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Satisfaction with an r = .89, p < .001. These findings indicated that service quality influences the 

level of customer satisfaction. 

 

The last objective of this study was to identify the moderating influence of service quality on the 

relationship between banking technology and customer satisfaction in the banking industry in 

Uganda. The findings revealed an indirect effect (IE=1.3110) which is statistically significant: 

95% C1= (1.2123, 1.4201). Therefore, it can be concluded that an improvement in service quality 

can improve the influence of banking technology on customer satisfaction. 
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CHAPTER FIVE  

DISCUSSION, CONCLUSION AND RECOMMENDATIONS 

5.0 Introduction 

This chapter gives a discussion of findings, a summary, a conclusion and recommendations which 

are in line with the objectives of the study as well as suggestions for future research. 

5.1 Discussion of findings 

5.1.1 Banking Technology and Customer Satisfaction 

To evaluate the influence of banking technology on customer satisfaction, four constructs were 

adopted. They included Performance Expectancy (PE), Effort Expectancy (EE), Social Factors 

(SF) and Facilitating Conditions (FC).   

 

The findings revealed that banking technology was strongly positively related to Customer 

Satisfaction where r = .76, p < .001. This outcome is in agreement with Sair and Danish (2018) 

who argued that banking technology influences customer satisfaction as a result of improvement 

in efficiency and effectiveness. It also concurs with Rahi et al. (2019) who argued that as a result 

of optimisation of effort to transact, banking technology influences customer satisfaction.  

 

That strong relationship also supports the advice offered by Sharma and Sharma (2019) who 

stressed that it is important for banks to ensure that their customers are well enlightened about the 

available banking technologies and how they can be effectively utilised. Kundu and Ramdas 

(2022) also suggested that where a knowledge gap exists in the target market, the service offering 

organisation (banks in this case) must institute more ways on their part to facilitate their customers 

in the adoption of the new technology.  
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5.1.2 Service Quality and Customer Satisfaction 

To evaluate the influence of service on customer satisfaction, five constructs were adopted. They 

included Reliability, Responsiveness, Tangibility, Assurance, and, Empathy. 

The findings show Service Quality was more strongly positively related to Customer Satisfaction 

with, r = .89, p < .001. This finding agrees with Adekunle and Adebayo (2019) who stressed that 

banks should put more effort to sensitise their customers the new technologies by offering timely 

user guide instructions. According to Matthews and Mokoena (2020), banks should always look 

to improve their coverage so that the different sections of the public are reachable. 

 

This finding also aligns with Tran and Le (2020) who stressed that it is important for banks to 

enlighten their customers about the necessary steps to improve security when utilising online 

banking platforms as a measure to improve service quality. 

5.1.3 Moderating Influence Of Service Quality On The Relationship Between Banking 

Technology And Customer Satisfaction 

The relationship between the moderating variable (service Quality) and the independent variable 

banking technology was positive and statistically significant (b=5.9295, s.e.=.1357, p<.001). This 

concurs with Mayanja (2020) who stated that service quality influences the level of acceptance 

and adoption of banking technology. 

 

The relationship between the independent variable (banking technology) and the dependent 

variable (Customer Satisfaction) was positive and significant (b=.5541, s.e.=.0378, p=<0.01), 

meaning that persons scoring higher on the use of banking technology are more likely to be 

satisfied than those scoring lower on the measure. This agrees with Shokouhyar et al. (2020) who 
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outlined many benefits of using technology to improve the experience of customers thus affecting 

their satisfaction.  

  

The direct relationship between the moderating variable (service quality) and the dependent 

variable (customer satisfaction) is positive and significant (b=.2211, s.e.=.0058, p=<0.01), 

indicating that banks scoring higher on service quality are more likely to achieve customer 

satisfaction than those scoring lower on the measure. This concurs with Skowron et al. (2020) who 

stressed that service quality is a very important component in the attainment of customer 

satisfaction. 

  

On the moderating influence of service quality, the findings revealed a very significant indirect 

effect (IE=1.3110) is statistically significant: 95% C1= (1.2123, 1.4201). This finding concurs with 

Tran & Le (2020) who stated that it is difficult to achieve customer satisfaction without quality 

service despite the new technology at hand.  

 

5.2 Conclusion 

The findings of this study have revealed that both banking technology and service quality have a 

positive influence on customer satisfaction. Service quality was found to have more influence on 

customer satisfaction. But also, banking technology is important in making banking services 

available to customers and therefore, commercial banks should actively invest in new technologies 

and always focus on better service delivery. A complete package to deliver customer satisfaction 

is a combination of introducing effective banking technology and offering improved service 

quality to customers.  
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5.3 Recommendations 

i. The findings showed that customers were not happy with the available number of ATMs. 

To improve the level of service delivery, commercial banks should focus on expanding the 

number of ATMs in their network around the city and other parts of the country where the 

customers are located. 

ii. The response time to customer queries which are made using online platforms needs to be 

improved by putting in place a dedicated online customer care team that reads and responds 

to customer inquiries on time. This would address the issue identified by the findings that 

banks seemed not to have dedicated customer care desks which should handle customer 

queries on time.  
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Appendix I: QUESTIONNAIRE 

Dear Respondent, 

My name is Emmanuel Emenyu, a Master of Business Administration student at Makerere 

University Business School conducting research titled “Banking Technologies, Service Quality 

and Customer Satisfaction in the banking industry in Uganda.” You have been selected to 

participate in this study because you have used some form of banking technology for your 

transactions as a bank customer.  There is no known harm that will happen to you, should you 

agree to participate in this survey. I kindly request you to take about five minutes and answer the 

questions by ticking in the spaces provided.  

Any relevant information provided will be treated with confidentiality and will only be used for 

academic purposes. For any clarification, please contact me on 0705967621. 

Instructions: 

Please tick an option that is the most appropriate to you. 

Section A: Bio Data 

1. What is your gender? 

Male   Female 

2. What is the highest level of Education you’ve attained? 

Certificate       

Diploma          

Bachelor’s Degree           

Master’s     Degree    

Others Specify...................................................................... 
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3. Which bank do you bank with? 

……………………………………………….           

  

4. Which banking technology(s) have you used? (you can select more than one if 

applicable) 

Online banking 

Mobile banking 

Agent banking 

ATMs  

 

Section B: Banking Technology  

Please provide your degree of agreement with the following statements. 

Key: 1=Strongly Disagree; 2=Disagree; 3=Not Sure; 4=Agree; 5=Strongly Agree 

 1 2 3 4 5 

Performance Expectancy (PE)      

PE1. Using banking technology would enable me to accomplish 

transactions more quickly. 

     

PE2. Using banking technology would improve my transaction 

efficiency. 

     

PE3. Using banking technology in my daily life would increase my 

productivity. 

     

PE4. Using banking technology would enhance my effectiveness in 

financial transactions. 
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PE5. Using banking technology would make it easier to do my banking.      

Effort Expectancy (EE)      

EE1. My interaction with banking technology is clear and 

understandable. 

     

EE2. I believe that it is easy to use banking technology       

EE3. Learning to utilise banking technology is easy for me.      

EE4. It takes me a shorter time when using banking technology      

EE5. Given the resources, opportunities and knowledge it takes to use 

banking technology, it would be easy for me to use it. 

     

Social Factors (SF)      

SF1. People who influence my behaviour think that I should use banking 

technology. 

     

SF2. People who are important to me think that I should use banking 

technology. 

     

SF3. I use banking technology because of the proportion of friends who 

use it. 

     

SF4. My bank has helped enable me to use banking technology.      

Facilitating Conditions (FC)      

FC1. I have control over using banking technology.      

FC2. I have the resources necessary to use banking technology.      

FC3. I know necessary to use banking technology.      

FC4. Guidance was available to me when choosing to use banking 

technology. 
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FC5. Specialized instruction concerning banking technology was 

available to me. 

     

FC6. A specific person (or group) is available for assistance with 

banking technology difficulties. 

     

 

Section C: Service Quality  

Please provide your degree of agreement with the following statements. 

Key: 1=Strongly Disagree; 2=Disagree; 3=Not Sure; 4=Agree; 5=Strongly Agree 

 1 2 3 4 5 

Reliability (Rel)      

Rel1. Banking technology functions properly.      

Rel2. Banking technology makes transactions more secure.      

Rel3. Banking technology gives users a 24-hour service.      

Rel4. Banking technology is environmentally friendly.      

Responsiveness (Res)      

Res1. Banking technology makes it possible to make instant transactions 

in a shorter time. 

     

Res2. Transaction notices are generated instantly as soon as the 

transaction is completed 

     

Res3. There’re timely instructions on how to use the available online 

bank services. 

     

Tangibility (Tan)      
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Tan1. Banking technology makes viewing transaction records easy for 

users. 

     

Tan2. The design of my bank’s online platforms is enjoyable to use.      

Tan3. My bank has many ATMs which makes access to cash when 

necessary easy. 

     

Assurance (Ass)      

Ass1. I am confident that my online transactions are secure       

Ass2. I believe my bank has a good system to protect my bank account 

from cyber-attack. 

     

Ass3. I am sure that I can use my bank debit/credit card to transact from 

anywhere around the world. 

     

Ass4. Online transactions for utilities and other consumables are made 

easy for me by banking technology.  

     

Empathy (Emp)      

Emp1. Through banking technology, my bank easily addresses my 

banking needs on time. 

     

Emp2. Banking technology eases my anxiety about the long queues 

associated with banking halls.  

     

Emp3. Technology makes it possible for my bank to cater for my needs 

at a personal level.  
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Section D: Customer Satisfaction  

Please provide your degree of agreement with the following statements. 

Key: 1=Strongly Disagree; 2=Disagree; 3=Not Sure; 4=Agree; 5=Strongly Agree 

 1 2 3 4 5 

User Customisation (UC)      

UC1. I am satisfied with the products offered by my bank.      

UC2. I have a preferred banking technology which I enjoy from my bank.       

UC3. My bank understands my banking needs       

UC4. My bank meets my banking needs.      

Service Reliability (SR)      

SR1. My bank's customer service functions properly.      

SR2. The banking services offered by my bank are secure.      

SR3. Banking services from my bank give me a 24-hour banking experience.      

Accessibility (Acc)      

Acc1. I can find ATMs for my bank within the vicinity of my residence.      

Acc2. I use mobile banking to access banking services from my bank.      

Acc3. I can easily find agent banking service providers in my area of 

residence. 

     

Acc4. I can transact with my bank from any place in the world.      

Acc5. Various platforms of my bank are accessible 24 hours a day.      

Timely Feedback (TF)      

TF1. I get timely alerts about my transactions from my bank.      

TF2. When I make inquiries, my bank provides feedback within 24 hours.      
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TF3. My bank has a dedicated customer care contact which I use to get help 

when needed. 

     

Affordability (Aff)      

Aff1. My bank offers good services with no hidden costs.      

Aff2. I am happy with my monthly bank charges.       

Aff3. Online transactions do not add extra costs.       

Aff4. Online transactions can be done at any time.       

 

Thank you for your cooperation.  
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Appendix II: Sample Size Determination Table 

Table 24: For Determining Sample Size of a known Population 
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