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Abstract 

Present study is conducted to evaluate and identify the most important e-baking service quality Dimensions in Iranian 
banking industry which would finally yield to more customers' satisfaction and Brand Equity. To this end, Refah bank 
is used for this study. The research is a survey – type. To collect data, a questionnaire was used that was a combination 
of different resources in the relevant literature. A sample consisting of 384 customers of the bank in Tehran was 
selected. Structural Equation Model (SEM) and Confirmatory Factor Analysis (CFA) as well as two LISREL and 
SPSS software packages were used to analyze data. Research findings indicate significant impact of “Accessibility”, 
“Easiness”, “Trust”, “Security”, “Website designing”, “Website content”, “Speed” and “Commission” on 
“Satisfaction” and the significant impact of “Satisfaction” on “Brand Equity”.  
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1. Introduction 

Today, financial services are confronting with rapid changes in technology, unstable economic environment, intensive 
competition, different and changing climate and an imbalance ambience which all create a set of important challenges 
in the industry (Yuksel et al., 2010; White & Nteli, 2004). Financial service sector especially banks are facing with 
experiences not seen in their history. Such changes have huge impacts on both the structure of the industry and 
competition nature (Jiyoung et al., 2009) and current situation of global economy has led into unexpected challenges 
for any banker. It is not surprising that in such a turbulent environment with increasingly changes, financial institutes 
are enforced to change their reactions to the market so that they should concentrate less on products and more on 
customers and relations and they should pursue a short rather than a long term perspective (Harrison, 2008). Today, 
Internet is emerged as a competitive arena for future financial services which enables the banks to provide their 
customers with more traits and lower costs than traditional banking (Han & Baek., 2004). As a result, one can see 
mitigating, structural and technological changes in global banking system toward a more integrated banking 
environment. By providing diverse advantages and competitive services as well as restructuring their services, banks 
are looking for using the technology rapidly and to meet the needs of their customers through internet banking (Ma, 
Zhengwei, 2012). E-banking is a new type of banking which represents banking services in any time and location in 
online environments through creating facilities to increase the velocity and efficiency of services (Khan et al., 2009; 
Lee, 2009). In e-banking, customer interacts with bank’s website. To this end, high quality of internet services is too 
vital for bank. Since e-banking – in contrary to traditional banking – involves in nonhuman interactions between 
customers and bank’s information system, key factors in the success of e-banking are customer’s satisfaction, 
attracting and retaining (Khan et al., 2009). As mentioned before, the initial aim of any organization especially a bank 
is to focus on customers’ satisfaction. Authors have found that customer’s satisfaction is an influential part in running 
a successful business and almost no business can survive without its customers’ satisfaction (Yuksel et al., 2010). 
Authors’ emphasis on the importance of customers’ satisfaction in banking industry and its role in different ways of 
keeping the customers are not negligible (Farquhar and Panther, 2008). Service quality plays a vital role in the cusses 
of any bank especially in generating competitive advantage and increasing competitive power. Looking for service 
quality in all organizations particularly in banks is a correct initiative since financial services are similar to intangible 
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services (Rod et al., 2009). According to Parasuraman and Cronin Taylor, quality service is the introduction of 
customers’ services which cause that customers feel satisfaction or dissatisfaction. On the other hand, service quality 
has a positive relationship with keeping the customers (Friman & Edvardsson, 2003). There are too many banks and a 
standard should be set for their satisfied performance. The importance of customers’ satisfaction and service quality in 
supporting the development of banking communications is specially emphasized in banking literature (Petridou et al., 
2007). Bank managers know that customers’ satisfaction from service quality is the source of a competitive advantage 
and bank profitability (Amoah-Mensah & Aborampah, 2010). As a result, there is no doubt on the importance of 
customers’ satisfaction and service quality is the ultimate target of service providers. However, customers’ satisfaction 
is not sufficient today and companies should not be only pleased customers’ satisfaction. They should be assured that 
satisfied customers are also loyal. Today, marketing art is that the customers of an organization are colleagues inside 
the organization and are supporters outside it. In the meantime, customers’ commitment has found a special position 
(Luis et al, 2008). Therefore, companies attempt to establish long term relations with customers to create their loyalty 
and to improve profitability and Brand Equity. In recent decades, improving long term, profitable and successful 
relation for both sides is paid attention by authors (Anansuperlu, 2009).  

Below, some researches on e-banking in recent years are summarized in table 1.  

Table 1. some researches on E-banking in recent years 

 

YearFindings Authors Research 

2012The findings indicate that some certain factors are important 
in predicting customer’s behavior such as the readiness to 
accept technology, age average, gender, beliefs and intent. 

Yousafzai 
& Soriano

Customer’s conception on 
certain factors: the basis to 
accept e-banking 

2003More trust by people to e-commerce, more tendencies to 
reuse it. Conceived market attitude, site quality, technical 
trust and job experience are the factors which impact on 
customer’s trust. 

Brian et al.Trust and e-commerce: studies 
on customer’s conception 

2012Present study aims at identifying affecting factors on 
customers’’ satisfaction as well as the relationship between 
customers’ satisfaction and website quality. The findings 
indicate that website desired quality impacts on customers’ 
satisfaction directly and positively and affecting factors on 
customers’ satisfaction from e-banking are efficiency, 
security, information, easy usage and website content. 

Ma, 
Zhengwei.
 

Identifying affecting factors on 
Chinese customers’ satisfaction 
from e-banking 

2002Identifying eight affecting factors on customers’ loyalty: 1. 
Commercialization, 2. Mutual contact, 3. Friendship, 4. 
Preciseness, 5. Right of choice, 7. Convenience, 8. Credit. 
More banks use these factors in providing their online 
services; customers will be more loyal to them. 

Srini et al.Customers’ loyalty in 
e-commerce: studying the 
records and results 
 

2005Customers’ satisfaction of provided services by banks 
impacts on verbal propaganda directly and positively. 

Arasli et 
al. 

Customer service quality in 
Greece banking industry 

2008Satisfaction along with mutual impact by the capability of 
using website has a positive effect on customers’ loyalty and 
verbal propaganda. Likewise, the capability of using website 
impacts positively on customer satisfaction and loyalty is 
significantly depended to positive verbal propaganda. 

Luis et al.The role of satisfaction and the 
capability of using the website 
in customers’ loyalty 
development and verbal 
propaganda in online banking 
services 

2009Online satisfaction impacts on the process of online loyalty 
and there is a significant relationship between online 
satisfaction and online trust. Website designing impacts 
positively on satisfaction and security also impacts 
positively on online trust. 

Jiyoung et 
al. 

The role of retailing quality in 
online satisfaction and trust 
 

2006As the user conceives and satisfies from system usability, 
his/her trust s increased and, as a result, more loyalty will 
create toward the website. 

Carlos et 
al. 

The role of conceived usability, 
satisfaction and trust on loyalty 
to website 
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2. E-Baking Service Quality Dimensions 

Overall, 9 affecting factors on customers’ satisfaction were determined after studying the literature and background of 
present paper as explained below: 

2.2 Accessibility 

Accessibility is defined as the capability of users to acquire information and services of the website which is depended 
to many factors such as size and format of materials, users’ hardware/software, internet connection, spatial conditions 
and users’ strengths/weaknesses (Hackett & Parmanto, 2009). One of the advantages of websites is accessibility to 
information centers while responsiveness and full time availability are, inter alia, the most important traits of online 
banking (Yang et al., 2004). 

H1: Accessibility Impacts on Customers’ Satisfaction Positively.  

2.2 Easiness 

In information system literature, easiness of application is considered as an affecting factor on customer satisfaction 
(Swaid & Wigand, 2007; Yoon, 2010). In a simple definition, one can say that easiness of application in online banking 
is the comfort of using online services such as internet banking, telephone banking, mobile bank, ATMs, etc. (Misic et 
al., 1999;  Yoon, 2010). In other word, the amount someone believes that using a certain system in terms of physical or 
mental efforts and learning does not require paramount attempts (Vainio, 2006). E-banking provides more easiness and 
enables the customers to access internet banking in all the times and locations which are considered as a relative 
advantage (Gerrard & Cunningham, 2003). More easiness would provide better understanding of website contents and 
applications so that it can play a vital role in developing customer’s effective behaviors such as satisfaction, loyalty and 
positive verbal advertising in e-banking (Luis et al., 2008). It depends on different dimensions such website structure, 
integration, readability, searching facilities, easy learning on system management for user, easy memorization of basic 
operation, efficiency of site designing, the percentage of decreasing the errors and user’s overall satisfaction (Cho & 
Park, 2001;  Wirtz & Chew, 2002).  

H2: Easiness Impacts on Customers’ Satisfaction Positively.  

2.3 Trust 

Distrust impacts negatively on users’ tendency to do internet financial exchanges while customers are yet doubted 
about trusting to e-banking (Gerrard & Cunningham, 2003). Concerning e-banking and e-commerce, trust is defined as: 
“believing that service providers or sellers attempt to meet the expectations of the people and to avoid opportunistic 
behaviors” (Gu et al., 2009). In fact, trust is a kind of mental mood which relates the intent with vulnerability of 
acceptance from expectations from intents or behaviors of other people (kassim, 2009). Many researches have 
indicated that trust has a positive relationship with technology acceptance and when someone trusts a bank, he/she is 
more tended to use its internet services (Gu, et al., 2009). Trust is considered as a technology acceptance model when it 
has a remarkable impact on users’ tendency to perform internet financial exchanges (Wang et al., 2003).  

H3: Trust Impacts on Customers’ Satisfaction Positively.  

2.4 Security 

Often, websites gather a diverse set of users’/customers’ information. To the same reason, security is considered as an 
important concern (Lin & Wu, 2002). Security if referred to a degree by which the website guarantees the security of 
financial and personal information of customers (Mohd Khalaf Ahmad et al., 2011). Despite of technological 
advancements in internet security such coding, digital signature certification and online carbon copies, customers are 
yet concerned on financial exchanges security as one of the most important functions of e-banking (Ranganathan & 
Ganapathy, 2002). There are various studies on security as one of the most important indicators of internet banking and 
all have emphasized that the security of internet banking impacts positively on the satisfaction of customers (Jun & cai, 
2001; liao & cheung, 2008). 

H4: Security Impacts on Customers’ Satisfaction Positively.  

2.5 Website designing 

In terms of human – computer interactions, the type of website designing is highly important and impacts intensively 
on users’ performance (palmer, 2002). In the meantime, Ranganathan & Ganapathy believe that website designing 
plays a vital role in attracting, retaining and improving customers’ interests in website (Yoon, 2010). Website 
designing aims at an attractive and enjoyable appearance (Mohd Khalaf Ahmed et al., 2011). More studies on internet 
service quality have especially focus on website designing and all authors agree that websites should be designed in a 
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manner to enhance customers’ conception on website and its services (Loiacono et al., 2002). Furthermore, desired 
website designing would increase accessibility and plays a critical role in its attractiveness (Ranganathan & Ganapathy, 
2002). One of the best ways to improve website designing is that customers should be asked to evaluate it (Liu & 
Arnett, 2000). Various studies are conducted on website designing and authors have confirmed the effectiveness of 
website designing on customers’ satisfaction (Liu et al., 2008; Zviran et al, 2006).  

H5: Website Designing Impacts on Customers’ Satisfaction Positively.  

2.6 Website content 

In online banking, website content is one of the most important factors impacts on e-banking (Mohd Khalaf Ahmad et 
al., 2011). In fact, it points out the desirability of website information in customers’ viewpoints. Content impacts on 
customers’ behavior. Hence, many studies consider information content as a benchmark of website quality (Yoon, 
2010). Websites should provide profitable information on the type of provided services for facilitating users’ better 
conception (La & Kandampully, 2002; Cho & Park, 2001).  Furthermore, users need to have supplementary 
information on banks, recommendations by experts, financial reports, relevant links and contact information such as 
address and telephone number(s) (Van Riel et al, 2001). Overall, content profitability depends on value, confidence 
and correct information (Yanga, 2005).  

H6: Website Content Impacts on Customers’ Satisfaction Positively.  

2.7 Speed 

The speed of operations and rapid responsiveness has always attracted the attentions and it is a main concern of 
information systems and e-commerce (DeLone & McLean, 1992; Srinivasan, 1985). Likewise, there is a significant 
relationship between the speed of downloading and users’ satisfaction. Download speed depends on the content of 
materials, computing hardware and connection method (Ma, Zhengwei, 2010). Speed which refers to the duration of 
response is highly considered in information systems and e-commerce due to increase of focusing on the efficiency of 
operational resources. In advanced societies, users are sensitive to the speed of services. Therefore, speed and time 
saving are two vital considerations (Swaid & Wigand, 2007; Yoon, 2010; Liao & Cheung, 2002). Hence, they are 
considered as important factors in users’ satisfaction and one of the main measures to evaluate websites (Aldawani & 
Palvia, 2002). Liao and Cheung say that in advances societies, customers are more sensitive to the speed of received 
services. Therefore, speed is a factor to prevent time wasting and as a radical consideration to attract the satisfaction of 
customers from internet banking services.   

H7: Speed Impacts on Customers’ Satisfaction Positively.  

2.8 Commission 

Providing qualitative banking services along with proper costs and commissions always lead into customers’ 
satisfaction and, as a result, they are considered as main concerns of bank managers (Gerlach, 2000; Jun and Cai, 2001). 
In the meantime, taking lower commissions in banking industry is considered as a relative advantage. Various studies 
show that successful banks ask lower commissions against their services and taking high commissions often challenge 
their successes (Devlin, 1995; Siriluck & Speece, 2003). On way to achieve this aim is that internet banking mitigates 
operational and official costs successfully and saving the relevant costs helps the banks to lower or even eliminate their 
commissions (Mohd Khalaf Ahmad et al., 2011).  

H8: Commission Impacts on Customers’ Satisfaction Positively.  

3. Satisfaction 

Customer’s satisfaction is a mood or reaction by consumer/customer to buy and consume a product. In marketing terms, 
customer’s satisfaction is woven with the experience of buying the goods or services. When the outcomes are 
evaluated by customers, they are in turn comparing the results of their own experiences with expected results (Lee & 
Chung, 2009). In other words, customer’s satisfaction is a degree of positive feeling of customer to service provider 
(Deng, et al., 2010). According to Oliver, customer’s satisfaction is a response to consumer’s prosperity and answering 
this radical question that whether the product/service has provided an enjoyable level of consumption related 
prosperity or not (Jamal & Naser, 2002). Customer’s satisfaction is a mode by which the customer feels that product 
specifications are in accordance to his/her expectations. Lingenfield believes that customer’s satisfaction is a feeling in 
psychological terms that is the result of comparing the products with customers’ needs and demands as well as social 
expectations from the products. Reviewing authors’ viewpoints on satisfaction definition indicates that there are three 
main factors in all definitions which can shape a basis for a comprehensive definition on satisfaction:  
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1. Customer’s satisfaction is in fact a (emotional or rational) response. 

2. This response is emphasizing on a certain case (expectations, merchandises, services, etc.). 

3. This response happens in a certain time (after consumption, after purchase decision, after receiving services, 
etc.) (Xu et al., 2009, Pratten, 2004). 

H9: Customers’ Satisfaction Impacts on Brand Equity Positively.  

4. Brand Equity and Its Aspects 

Marketing thinkers have provided varied definitions on the concept of brand equity. Some have defined it as a set of 
assets or debts related to a brand, name or symbol that reduces the value represented by a product or service to 
customers or add to it. Some have introduced it as a distinguished impact of brand knowledge on consumer’s response 
to brand marketing. Others have considered brand equity as a power that brand may acquire through name, symbol or 
logo. However, the simplest definition on brand equity is an added value or the reward of a products to a customer 
attributed to brand (Yoo et al, 2000; He et al, 2011). If a customer believes that there are remarkable differences among 
brands and it leads into an important part of information in purchase decision, his/her reliance to brand – based decision 
making would increase. Brands especially those ones that have very high value are considered as the most valuable and 
powerful assets of the organization.  

Brand equity is seen in both marketing literature and financial literature. In present study, by brand equity we mean 
“customer – based brand equity” in marketing literature. Customer – based brand equity views to brand value 
generating resources in customers’ view. Thus, brand power is hidden in what customers have learnt, felt, seen or heard 
overtime regarding their experiences toward brand. Brand generates value for customer and companies and the main 
resource of such value is hidden in customers and their mindsets that would determine the real value for organization’s 
stakeholders. Aaker (1991) believes that customer – based brand equity consists of four aspects: “brand perceived 
quality”, “brand awareness”, “brand association” and “brand loyalty”. Awareness refers to individuals’ capability to 
identify a name and trademark which provides a certain category of product. Brand perception originates from various 
conceptions of consumers to brand in their minds. Quality shows the quality of products and services provided by the 
brand. Brand loyalty is shaped by positive conceptions and feelings toward brand which leads into purchase repetition 
(Martinez et al., 2005). Below, each aspect of brand equity by Aaker is described.  

3.1 Perceived quality:  

brand perceived quality is the judgment by consumer on the excellence or superiority of a product (service) based on its 
aim compared to other products (services) in the market which may be or not be compatible with product real quality.  

3.2 Brand awareness:  

it is understood by brand recognition and reminding it. In fact, brand awareness is a potential capability to determine 
and recall that brand is defined as a member of a certain category of a product.  

3.3 Brand association:  

includes everything that relates customer mind to brand. Such association can be related to product, certain 
geographical location, company, rivals, retailers, shop, symbol, design or lifestyle. According to Aaker (1991), brand 
associations are set of brand assets and debts and include communications between brand consumers’ minds, brand 
association is one of the most important aspects of brand equity (Lee & Beck, 2008).  

3.4 Brand loyalty:  

brand loyalty is a relative biased behavioral reaction in purchase by a person to brand overtime which leads into a 
certain propensity to that brand in decision making and evaluation process (Chaudhuri & Holbrook, 2001). Such 
reaction is a function of individual’s psychological and mental processes. Customers’ loyalty to brand causes positive 
word of mouth Advertising, fundamental barriers on rivals’ entry, more capability of the company in responding to 
rivals’ threats, more sales and income and customers’ lower sensitivity to rivals’ marketing efforts. Huge number of 
loyal customers to a brand is considered as an asset for the company and it is recognized as the main indicator of brand 
equity (Sahin et al., 2011).  

In the view of researchers, Customer’s satisfaction from E-banking services impacts on brand equity.  

Based on the background, literature and hypotheses of the research, the provided model in present study can be drawn 
as seen in figure 1.  
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Figure 1. Conceptual Model  
References: Ma, 2012; Yoon & Kim, 2009; Rod et al., 2009; Aaker et al., 2001; Mohd Khalaf Ahmad et al., 2011 

5. Methodology 
5.1 Research methodology 
In terms of aim and the nature of studied problem, the present study is an applied research, it is a survey in terms of data 
collection method and finally, it is descriptive one in terms of its methodology. A questionnaire is used to collect data. 
Questionnaire items are based on Liker five – range scale (completely disagree, disagree, relatively agree, agree, 
completely agree) and they were distributed among respondents personally.  
5.2 Measures 
Present study consists of ten variables including “Accessibility”, “Easiness”, “Trust”, “Security”, “Website designing”, 
“Website content”, “Speed”, “Commission”, “Satisfaction” and “Brand Equity”. All variables are measured by a set of 
measurements. To measure “Accessibility” 2 items developed by Yoon & Kim, (2009), 3 items for “Easiness”, 2 items 
for “Security”  and 2 items for “Trust” developed by Suh & han (2009), 2 items for “Website designing”, 4 items for 
“Website content” and 3 items for “Speed” developed by Aladwani & Palvia (2002) and Yoon & Kim, (2009) , 2 items 
for “Commission” developed by Mohd Khalaf Ahmad et al. (2011), 3 items for “Satisfaction” developed by Rod et al 
(2009)  and 10 items for “Brand Equity” developed by Boyl et al. (2011) and Aaker’s (1991) were used. On this basis, 
the questionnaire consists of 33 items shown in table 2. Several demographical items were mentioned at the end of the 
questionnaire explained in research findings section.  
5.3 Data analysis method 
In present study, Structural Equation Modeling (SEM) test is used to analyze data and research hypotheses. SEM is a 
very strong multivariable analysis from multivariable regression family which helps the author to test a set of 
regression equations simultaneously. To study the reliability and validity of the questionnaire, Cronbach’s alpha ratio 
and variance average index are used. To measure the fitness of provided model, Confirmatory Factor Analysis (CFA) 
is applied.  
5.4 Research Statistical sample and community 
The present research aims at evaluating and identifying the most important e-baking service Dimensions to achieve 
customers' satisfaction and improve profitability and Brand Equity in Iranian banking industry. To this end, as a 
successful domestic bank, Refah Bank was selected for present study. Thus, research population consists of all internet 
service customers of Refah Bank in Tehran. Since research population is indefinite, sample volume was computed as 
384 by Kokaran formula. To achieve the sufficient respondents and more randomizing of sampling method, the authors 
attended in different branches of the Refah bank severally and distributed the questionnaires randomly. To keep a safe 
edge, 400 questionnaires were distributed of which 384 ones were confirmed.  
5.5 Questionnaire Reliability and Validity 
To analyze the internal structure of the questionnaire and to determine the validity, the results form CFA and AVE 
are used. To this end, standard factor loading and AVE index for all items and variables were computed as shown in 
table 2. Validity is established when standard factor loading for each variable is measured and AVE index for each 
main variable is greater than 0.5 (Fornell & Larcker, 1981). As seen in table 2, standard factor loading and AVE 
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index are greater than 0.5 for all items and variables. Therefore, one can conclude that the questionnaire enjoys 
acceptable validity. To measure reliability, Cronbach’s α value is used. To establish reliability, Cronbach’s α value 
should be greater than 0.7 in order to be accepted. Cronbach’s α values for all constructs are shown in table 2 and all 
of them are greater than 0.7.  
Table 2. the Weights of Standard Factor Loading, Cronbach’s Alpha and AVE 

Items SFL Cronbach’s 
α Value 

AVE

Accessibility  0.77 0.57
Accessibility to Refah Bank’s Portal is easy for me. 0.61   
Refah Bank’s website uploads with high speed.  0.53   
Easiness  0.75 0.53
Refah Bank’s website can be navigated and used easily.  0.58   
Refah Bank’s website and its services are searchable easily.  0.54   
Refah Bank’s website is user – friend.  0.62   
Security   0.72 0.51
Refah Bank’s website security system protects my personal data. 0.55   
Refah Bank’s website doses not disseminate customers’ personal and confidential 
information to third parties.  

0.59   

Website designing  0.83 0.54
Design of Refah Bank’s website is beautiful.  0.56   
Design of Refah Bank’s website is attractive.  0.65   
Website content  0.79 0.58
Refah Bank website provides updated and on-time information.  0.61   
The content of Refah Bank’s website is easily understandable.  0.53   
The reports in Refah Bank’s website are complete and they provide a proper level of details.  0.51   
Refah Bank’s website provides you with valuable and distinguished information.  0.56   
Speed  0.76 0.52
The speed of connecting to Refah Bank’s website is ideal  0.63   
The speed of financial operation in Refah Bank is acceptable.  0.69   
The speed of uploading in Refah Bank’s website is ideal.  0.56   
Commission   0.81 0.62
I believe that the commission of provided services by Refah Bank is fair.  0.59   
The commission of provided services by Refah Bank is lower than other banks.  0.62   
Trust  0.74 0.53
Problems of Refah Bank website are minimum.  0.57   
Refah Bank website provides promised services.  0.57   
Satisfaction  0.86 0.60
I feel satisfied of financial transaction through Refah Bank’s website.  0.58   
I feel satisfied of provided services by Refah Bank’s website.  0.54   
Overall, I feel satisfied of Refah Bank’s website functions.  0.65   
Loyalty  0.88 0.60
I suggest using Refah Bank website to others.  0.53   
I always use the services provided by Refah Bank website.  0.57   
I believe that services provided by Refah Bank website are in accordance with my 
expectations.  

0.61   

Brand equity  0.84 0.62
Refah Bank website supplies very high quality products 0.53   
Refah Bank website provides trustable services 0.49   
Refah Bank website provides services with excellent characteristics  0.56   
When I think about E-banking, Refah Bank is one of the brands comes to my mind 0.63   
Refah Bank website is one I recognize it well 0.57   
I can distinguish Refah Bank website from other websites  0.56   
Always, I have a good experience in using Refah Bank website 0.53   
I remember the Refah Bank website attractive advertising 0.51   
Upon hearing the name of E-banking, I remember its logo in my mind 0.54   
I am loyal to Refah Bank  0.59   
Total  0.78  
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6. Findings  

6.1 Research descriptive findings 

To recognize the nature of studied community better and more familiarity with research variables, it is necessary to 
describe such data before analyzing them. As mentioned, 374 respondents were studied in present research of which 
139 were male and 245 were female. Additionally, 222 were less than 25 – year – old, 130 were between 25 and 40 
years old and 32 were above 40 – year – old. In terms of education, 35 were less than diploma, 145 had diploma, 88 
had associate of arts, and 28 had masters and higher degrees. The results are depicted in table 3.  

Table 3. Research Demographic Variables 

 

Aggregative Percentage  %  Quantity  Age domain  Variable  

36.19  36.19  139  Male  Gender  

100  65.81  245  Female  

57.81  57.81  222  -25 Age  

91.66  33.85  130  25 – 40 

100  8.34  32  + 40 

9.11  9.11  35  under diploma  Education 

46.87  37.76  145  Diploma  

69.78  22.91  88  Associate of Arts  

92.69  22.91  88  Bachelor  

100  7.31  28  Masters and higher 

 

6.2 Model fitness test 

To determine provided model fitness by CFA, various goodness of fit indicators are used as shown in table 4. Overall, 
each acquired indicator for model is not itself the reason of fit or unfit of the model; rather, such indicators should be 
described along with each other. Both 2 and secondary fitness tests show that the model is adequately proper and 
they move toward the factors of the model and we focus on such factors. Table 4 indicates the most important indices 
and depicts that the model enjoy proper fitness. All indices indicate that the model is fit to observed data. Model fit 
indices show the appropriateness of measuring model since Chi 2 ratio on freedom degree is less than 3, RMSEA is less 
than 0.9 and other indices are also plausible. In other words, the overall model is significant and admirable.  

Table 4. Model Goodness For Fit 

 

Index Ratio Allowed level

 
2 ⁄dfχ 2.38 < 3 

GFI 0.94 > 0.9

RMSEA 0.077 < 0.1 

CFI 0.94 > 0.9 

AGFI 0.84 > 0.8 

NFI 0.93 > 0.9 

NNFI 0.96 > 0.9 

6.3 Testing model hypotheses 

Initially, Pearson correlation ratio test was used to study the relations between the variables of each hypothesis. The 
results are shown in table 5. As seen, the relationship between attitudes on advertising with variables of all hypotheses 
is significant in confidence level as 99%. Concerning the significance between the variables of research hypotheses, we 
test them: 
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Table 5. the Relationship Between the Variables of Hypotheses 

                          Indices 

 Relation 

Correlation 
coefficient )R( 

)Sig( 

 

Test result 

  

1. Accessibility and Satisfaction 0.328 0.001 Significant relationship confirmed 

2. Easiness and Satisfaction 0.332 0.003 Significant relationship confirmed 

3. Trust and Satisfaction 0.156 0.000 Significant relationship confirmed 

4. Security and Satisfaction 0.421 0.000 Significant relationship confirmed 

5. Website Designing and 
Satisfaction 

0.243 0.009 Significant relationship confirmed 

6. Website Content and Satisfaction 0.314 0.005 Significant relationship confirmed 

7. Speed and Satisfaction 0.567 0.000 Significant relationship confirmed 

8. Commission and Satisfaction 0.243- -0.006 Significant relationship confirmed 

9. Satisfaction and Brand Equity 0.328 0.000 Significant relationship confirmed 

The results of testing research hypotheses based on SEM are shown in table 6. As seen, based on t statistic, all 
hypotheses are supported. Hypotheses 1, 2, 3, 4 and 7 in confidence level as 99% and hypotheses 5, 6 and 8 in 
confidence level as 95% are supported. So, one can conclude that variables like “Accessibility”, “Easiness”, “Trust”, 
“Security” and “Speed” in 99% confidence level and “Website designing”, “Website content” and “Commission” in 95% 
confidence level impact significantly on “Satisfaction”. In the meantime, “Satisfaction” on “Brand Equity” in 99% 
confidence level. 

According to path ratios, one can conclude that the impact of such variables as “Accessibility”, “Easiness”, “Trust”, 
“Security”, “Website designing”, “Website content”  and “Speed” on “Satisfaction” and the impact of “Satisfaction” 
on Brand Equity is linear, positive and straightforward; that is, one percent improvement in “Accessibility”, it is 99% 
possible that “Satisfaction” will increase 45%. The impact of “Commission” on “Satisfaction” is linear, negative and 
indirect; that is, decrease in dependent variable improves “Satisfaction” and vice versa. The ratios of other hypotheses 
can be described similarly.  

The amount of determined ratio regarding the impact of all independent variables on Satisfaction is 0.71. It shows that 
independent variables “Accessibility”, “Easiness”, “Trust”, “Security”, “Website designing”, “Website content”, 
“Speed” and “Commission” can forecast 71% of changes in Satisfaction and remained 29% is due to forecasting error 
and it can include other influencing variables over Satisfaction.  

The amount of determined ratio regarding the impact of Satisfaction on Brand Equity is 0.56. It shows that Satisfaction 
can forecast 56% of changes in Brand Equity and remained 44% is due to forecasting error and it can include other 
influencing variables over Brand Equity.  

Table 6. Testing Research Hypotheses 

                               Indices 

Hypothesis 

t

 

)β(

 

)r2( Result

 

1. The Impact of Accessibility on Satisfaction 3.32** 0.45  

 

 

 

 

 

0.71 

 

 

Confirmed 

2 The Impact of Easiness On Satisfaction 3.89** 0.26 Confirmed

3. The Impact of  Trust on Satisfaction 2.98** 0.14 Confirmed

4. The Impact of  Security on Satisfaction 5.67** 0.37 Confirmed

5. The Impact of  Website Designing on Satisfaction 2.22* 0.18 Confirmed

6. The Impact of  Website Content on Satisfaction 2.28* 0.11 Confirmed

7. The Impact of Speed on Satisfaction 5.94** 0.58 Confirmed

8. The Impact of  Commission on Satisfaction -2.01* 0.13- Confirmed

9. The Impact of  Satisfaction on Brand Equity 4.18** 0.52 0.56 Confirmed

*Significant in confidence level as 95% 

**Significant in confidence level as 99% 
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7. Discussion and conclusion 

In present study, the most important e-baking service quality Dimensions are initially investigated and identified to 
achieve customers' satisfaction and improve Brand Equity from Refah Bank internet services and then affecting factors 
on customers' satisfaction were recognized. After studying the literature, such factors as “Accessibility”, “Easiness”, 
“Trust”, “Security”, “Website designing”, “Website content”, “Speed” and “Commission” were investigated and then 
their impacts on customers' satisfaction and Brand Equity were measured. The results of gathered data analysis show 
that “Accessibility”, “Easiness”, “Trust”, “Security”, “Website designing”, “Website content”, “Speed” and 
“Commission” significantly on Satisfaction. The impact of “Accessibility”, “Easiness”, “Trust”, “Security”, “Website 
designing”, “Website content” and “Speed” is positive and the impact of “Commission” is negative. Further, the results 
show that the impact of “Satisfaction” on Brand Equity is significant. On this basis, one can conclude that by 
improving accessibility and easiness, making websites more user-friend, promoting the security and speed, paying 
attention to design and content of websites, mitigating the commissions and building trust among customers, one can 
fascinate their satisfaction and improve profitability and Brand Equity. 

8. Recommendations  

Concerning the competitiveness of banking system and plans like respect to the client, it is highly important to value 
the customer and give the rights to him/her. To this end, following recommendations are represented:  

1) There should be periodical polling to measure the quality of services and the satisfaction of customers, to be aware 
of their demands and expectations and to take steps toward their requests.  

2) Employing specialized and professional forces in software, hardware and network fields in order to remove any 
possible problem in the system rapidly to prevent customers waiting too long to receive the services.  

3) Valuing customers’ time and mitigating their waiting time in receiving internet banking services 

4) Paying attention to the beauty and desired designing on the website 

5) Communicating information on the rules and commitments of the bank 

6) Establishing an active and updated unit to respond complaints against internet banking system.  

7) Concerning the last year event in which some codes of ATM systems were revealed as well as a gap between desired 
mode and the current satisfaction feeling of customers toward the security of their personal data, it is necessary that 
banks enhance their software groups and move toward a direction where the possibility of penetrating into their 
website are minimized and customers’ trusts are increased.  

8) Concerning the important issue of advertising, banks should clarify proper advertising strategies to persuade their 
customers to use online banking services more. Culture building on internet banking demands that banks try to expand 
online banking culture though their researches and to transfer their internet banking knowledge and its advantages to 
people in order to build internet banking as a culture.  
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