
Liébana-Cabanillas, Francisco; Martínez-Fiestas, Myriam; Rejón-Guardia, Francisco;
Muñoz-Leiva, Francisco

Article

Gender as a moderating element of customer satisfaction
with electronic banking? An empirical study

The International Journal of Management Science and Information Technology (IJMSIT)

Provided in Cooperation with:
North American Institute of Science and Information Technology (NAISIT), Toronto

Suggested Citation: Liébana-Cabanillas, Francisco; Martínez-Fiestas, Myriam; Rejón-Guardia,
Francisco; Muñoz-Leiva, Francisco (2012) : Gender as a moderating element of customer satisfaction
with electronic banking? An empirical study, The International Journal of Management Science and
Information Technology (IJMSIT), ISSN 1923-0273, NAISIT Publishers, Toronto, Iss. 5-(Jul-Sep), pp.
1-34

This Version is available at:
https://hdl.handle.net/10419/97879

Standard-Nutzungsbedingungen:

Die Dokumente auf EconStor dürfen zu eigenen wissenschaftlichen
Zwecken und zum Privatgebrauch gespeichert und kopiert werden.

Sie dürfen die Dokumente nicht für öffentliche oder kommerzielle
Zwecke vervielfältigen, öffentlich ausstellen, öffentlich zugänglich
machen, vertreiben oder anderweitig nutzen.

Sofern die Verfasser die Dokumente unter Open-Content-Lizenzen
(insbesondere CC-Lizenzen) zur Verfügung gestellt haben sollten,
gelten abweichend von diesen Nutzungsbedingungen die in der dort
genannten Lizenz gewährten Nutzungsrechte.

Terms of use:

Documents in EconStor may be saved and copied for your personal
and scholarly purposes.

You are not to copy documents for public or commercial purposes, to
exhibit the documents publicly, to make them publicly available on the
internet, or to distribute or otherwise use the documents in public.

If the documents have been made available under an Open Content
Licence (especially Creative Commons Licences), you may exercise
further usage rights as specified in the indicated licence.

https://www.econstor.eu/
https://www.zbw.eu/
http://www.zbw.eu/
https://hdl.handle.net/10419/97879
https://www.econstor.eu/
https://www.leibniz-gemeinschaft.de/




 Technology Information and Science Management of Journal International The
(IJMSIT)

Publishers NAISIT

Chief in Editor
 jjmf@ubi.pt Email:  Portugal, Interior, Beira of University Ferreira, J. J. 

Editors Associate

Portugal interior, Beira of University Ferreira, M. J. João Editor-in-Chief:
Editors: Main

USA Memphis, of University and Portugal Lisbon, of Institute University Ferreira, F. A. Fernando
Spain Barcelona, of University Lindahl, Merigó M. José

Editors: Assistant
 University, Portucalense and (UBI) Sciences Business in Unit -Research NECE at Reseacher Fernandes, Cristina

Portugal
UK Reading, of University Co, Jess

Portugal Lisbon, of Institute University Jalali, S. Marjan
Board: Advisory Editorial

UK Management, of School Cardiff Lincoln, Adebimpe
Israel College, Academic Netanya Tziner, Aharon

USA Pennsylvania, University, Morris Robert Smith, D. Alan
Spain Barcelona, of University Lafuente, G. Maria Ana
Norway Management, of School Oslo Mariussen, Anastasia

Spain Barcelona, de Autònoma Universitat Tarrés, i Serarols Christian
UK university, City -Birmingham School Business Millman, Cindy

Romania Bucharest, of University Gh, Popescu R. Cristina
UK School, Business University Newcastle Irawati, Dessy

Spain Valencia, of University Ribeiro, Domingo
USA Business, of Schools Carayannis, G. Elias

USA University, Technological Michigan Oliveira, Emanuel
Spain Seville, of University Liñán, Francisco

UK University, City Birmingham Matlay, Harry
Romania Studies, Economic of University Bucharest The Purcarea, Irina

HK University, Polytechnic Kong Hong The Choi, Jason
Spain Valencia, of University Vila, Jose
Canada Montréal, HEC Filion, Jacques Louis

Italy II, Federico Naples of University Landoli, Luca
Brazil Paulo, Säo de Universidade at Researcher Sakuda, Ojima Luiz

Portugal Interior, Beira of University Raposo, L. Mário
Spain València, de Politècnica Universitat Peris-Ortiz, Marta

Zealand New Waikato, of University The Akoorie, Michele
Canada Trois-Rivières, à Québec du Université Julien, Pierre-André

Jordan University, Hashemite The Karabsheh, Radwan
Zimbabwe Technology, and Science of University National Mhlanga, Richard

Brazil – Vargas Getulio Fundação Bandeira-de-Mello, Rodrigo
Netherlands The - University Tilberg Rutten, Roel

Verde Cabo Empresariais, e Económicas Ciências de Superior Instituto Cruz, Rosa
Netherlands The Rotterdam, University Erasmus Thurik, Roy



India Delhi, Technology of Institute Indian Jain, K. Sudhir
Portugal Interior, Beira of University Azevedo, G. Susana
Denmark University, Business Copenhagen Hollensen, Svend

Austria Vienna, of University Frisch, Walter
USA University, State Colorado Byrne, S. Zinta

Board Review Editorial

Turkey Turkey, University Selçuk Ögüt, Adem
Greece Athens, of University Agricultural Sideridis, B. Alexander

Netherlands The Amsterdam, University VU Sharpanskykh, Alexei
USA York, -York, University State Pennsylvania Kara, Ali

Brazil Rio, Grande Universidade Freitas, Angilberto
Portugal Interior, Beira of University Paço, do Arminda

Finland Jyväskylä, of University Ojala, Arto
Portugal Douro, Alto e Tras-os-Montes of University Marques, Carla

Turkey University, Çukurova Tanova, Cem
Brazil Catarina, Santa de Federal Universidade Tolfo, Cristiano
Portugal Branco, Castelo of Institute Polytechnic Estevão, S. Cristina

Croatia Split, of University Miocevic, Dario
Zealand New School, Business Auckland of University The Askarany, Davood

USA Washington, of University Revere, Debra
USA Ohio, Cincinnati, of University Gormley, Kolesar Denise

Kong Hong Technology, and Science of University Kong Hong Chiu, K.W. Dickson
Spain Navarra, of University Melé, Domènec

Brazil School, Business FUCAPE Mainardes, Emerson
USA University, Arizona Northern Otenyo, E. Eric

USA University, Illinois Southern Watson, W. George
Brazil Maria, Santa de Federal Universidade Moura, de Luiz Gilnei

China University, Psychology,Zhejiang of Department Zhong, An Jian
Portugal Lisbon, University, Catholic Portuguese Sciences, Human of Faculty Pinto, Carneiro Joana

Spain Valencia, of University Alegre, Joaquín
USA Jersey, New Business, of School Anisfield Rakotobe, Thierry Joel

USA , FL Sanford, Florida, Central of University Matusitz, Jonathan
India Kharagpur, Technology of Institute Indian Srivastava, L. B. Kailash

Netherlands Twente,The of University Sanders, Karin
Germany Koblenz-Landau, of University Troitzsch, G. Klaus

China Nanjing, Technology, of University Nanjing Shi, Kuiran
Portugal ISLA, Faria, Costa da Liliana

Canada Ontario, Western of University Capretz, Fernando Luiz
USA Business, of College Godkin, Lynn

Canada Winnipeg, of University Liu, Chunhui Maggie
Belgium Liège, of University Ausloos, Marcel

USA Texas, University,Denton, Woman's Texas Benham-Hutchins, Marge
Spain Granada, of University Pérez-Aróstegui, Nieves María

Italy Udine, of University Cagnina, Rosita Maria
University,Taiwan Hwa Dong National Tabata, Mayumi



Portugal University, Lusíada and University Portucalense Pinho, Micaela
Italy Basilicata, of University Renna, Paolo

Portugal Coimbra, of University Cunha, Rupino Paulo
Germany University, Saarland Loos, Peter

Spain Vigo, de Empresas de Administración e Economia de F. García, Piñero Pilar
Romania Bucharest, Studies, Economic of University Bucharest Gheorghe, N. Popescu

 Economic of University Bucharest The and Satu-Mare of Academy Commercial The Adriana, Veronica Popescu
Romania Bucharest, Studies,

India Technology, and Management of Institute Singh, Ramanjeet
Portugal of University Catholic Morais, Ricardo

Spain Rioja, of University Ortiz, Fernández Ruben
Canada Manitoba, of University Thulasiram, K. Ruppa

USA NJ, University,Montclair, State Montclair Kim, Soo
Taiwan University, Yat-Sem Sun National Chiou, Wen-Bin
USA GA, ,Augusta, College Paine Lawless, Willaim

Singapore University, Management Singapore Koh, T.H. Winston



The International Journal of Management Science and Information Technology (IJMSIT)

NAISIT Publishers

Issue 5 - (Jul-Sep 2012)

Table of Contents

1 GENDER AS A MODERATING ELEMENT OF CUSTOMER SATISFACTION 
WITH ELECTRONIC BANKING? AN EMPIRICAL STUDY
FRANCISCO LIéBANA-CABANILLAS , University of Granada, Spain
MYRIAM MARTíNEZ-FIESTAS, University of Granada, Spain
FRANCISCO REJóN-GUARDIA, University of Granada, Spain
FRANCISCO MUñOZ-LEIVA, University of Granada, Spain

34 SUPPORTING PENTATOMIC ORGANIZATIONS USING DNA 
ARCHITECTURAL CONSTRUCTS
JOHN P.T. MO, RMIT University, Australia
SEKHAR CHATTOPADHYAY, Cambridge University, United Kingdom

47 DEVELOPMENT OF INTEGRATED SOFTWARE PROJECT PLANNING MODEL
EKANANTA MANALIF, Western University, Canada
LUIZ FERNANDO CAPRETZ, Western University, Canada
DANNY HO, Richmond Hill, Canada



This is one paper of
The International Journal of Management Science and 

Information Technology (IJMSIT)
Issue 5 - (Jul-Sep 2012)



The International Journal of Management Science and Information Technology (IJMSIT)
Issue 5 - (Jul-Sep 2012) (1 - 33)

1

ISSN 1923-0265 (Print) - ISSN 1923-0273 (Online) - ISSN 1923-0281 (CD-ROM), Copyright NAISIT Publishers 2014

Gender as a moderating element of customer satisfaction with electronic banking? An 

empirical study 

Liébana-Cabanillas, Francisco

Faculty of Business and Economics. Campus Cartuja, s/n. 18071 Granada (Spain)

Department of Marketing and Market Research.

University of Granada

franlieb@ugr.es

Martínez-Fiestas, Myriam

Faculty of Business and Economics. Campus Cartuja, s/n. 18071 Granada (Spain)

Department of Marketing and Market Research.

University of Granada

mmfiestas@ugr.es

Rejón-Guardia, Francisco

Faculty of Business and Economics. Campus Cartuja, s/n. 18071 Granada (Spain)

Department of Marketing and Market Research.

University of Granada

frejon@ugr.es

Muñoz-Leiva, Francisco

Faculty of Business and Economics. Campus Cartuja, s/n. 18071 Granada (Spain)

Department of Marketing and Market Research.

University of Granada

franml@ugr.es

mailto:franlieb@ugr.es
mailto:mmfiestas@ugr.es
mailto:frejon@ugr.es
mailto:franml@ugr.es


The International Journal of Management Science and Information Technology (IJMSIT)
Issue 5 - (Jul-Sep 2012) (1 - 33)

2

ISSN 1923-0265 (Print) - ISSN 1923-0273 (Online) - ISSN 1923-0281 (CD-ROM), Copyright NAISIT Publishers 2014

Abstract

The importance of Electronic Banking as an alternative channel for marketing products and 

services, along with the associated cost savings, has brought about significant changes in the 

financial sector in recent years. 

Electronic Banking has become a differentiator among financial institutions, which has led to an 

attempt to increase customer satisfaction level by fulfilling their expectations. Accordingly, the 

goal of this paper is to identify the factors that influence the satisfaction level of Electronic 

Banking users in Spain, following a proposed behavioural model, in addition to determining the 

influence of the gender variable on our analysis, as a moderator in such relationships. The 

usefulness of this type of research for financial institutions lies in the support they provide in 

defining customer profiles. When compared to other similar online satisfaction survey studies, 

this paper is a pioneer in using empirical analysis to study the effects of gender on customer 

satisfaction in online banking.

Keywords: Satisfaction, electronic banking, expectations, gender.

1. Introduction

The financial sector has undergone significant changes in recent years due to an increase in 

competition, technological innovation developments, greater customer access to services, an 

increase in social interaction between customers, a demand for lower transaction costs and 

greater financial knowledge among customers (Embid et al., 1998; Pereira, 2003; Calero et al., 

2005; Momparler, 2008). One of the main solutions the sector has begun to implement, in 

addition to the nature of financial services modified by present-day globalisation, is the 

promotion of Electronic Banking.   

Traditionally, financial products and services have been distributed through bank branches due to 

their proximity to customers, the wide range of services they provide, the added value that 
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customers receive at the branches’ significant role in customer decision-making processes. 

Nevertheless, this conventional channel is being replaces by one that is faster and more dynamic, 

as shown in the World Retail Banking Report  (2010) (see Figure 1), regarding the percentage of 

use of the main channels. This report illustrates the diminishing importance of the traditional 

channel, which benefits other alternative channels, with Electronic Banking as the main option in 

banking practices.       

  Figure 1: Evolution of financial distribution channels (in % of use) [Source: Authors based on 
World Retail Bank Report, 2010]
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 In recent years, the Electronic Banking has become the complementary channel to the traditional 

bank branches thanks to the advantages it provides for both users and institutions. Significant 

cost savings, quality improvement, global scale, transparency and easy comparison are highly 

valued aspects of this channel and have extended its reach among customers (Delgado & Nieto, 

2002; Lassala et al., 2010). Since the ‘90s, Electronic Banking has become one of the main 

channels in the distribution mix of financial institutions (Karjaluoto et al., 2002; Torrent-Sellens, 

et al., 2010). Nonetheless, the investment required, eventual errors and the importance of security 

have sometimes counteracted its use.  

All these reasons have led the majority of financial institutions to offer their customers the 

possibility of accessing most of their services through different channels, including Electronic 

Banking, which stands out above the rest.  

As a matter of fact, many institutions are using their Electronic Banking applications as a tool to 

distinguish them from the rest of their competitors and many customers choose their reference 

institution precisely for this type of services. Nevertheless, at the same time financial institutions 

have had to return to more classical positions in the branch distribution network (for example 

ING).   

In any case, most financial institutions have business structures based on a wide variety of 

products and services traded simultaneously in different markets, with a bank branch network as 

the traditional distribution channel. This is complemented with the Internet as an alternative 

channel aimed at earning the loyalty of regular customers, reducing operation costs and 

increasing productivity, hence the need for Electronic Banking development (Ibarrondo & 

Sánchez, 2007). 

In addition to the aforementioned, it is noteworthy that different studies, such as a study 

published by the Orange Foundation (2010), highlight the importance of technological 

innovations developed within the financial sector and how Internet Banking continues to be one 

of the most widespread online operations in Spain. According to the Orange Foundation (2010; 

pp.108), the percentage of people who use Electronic Banking out of the total population in 
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Spain is growing faster than the EU average, as shown in Figure 2, thus illustrating its growth 

potential.    

Figure 2: Percentage of people who use Electronic Banking out of the total amount of customers 
[Source: Orange Foundation, 2010]

Within this context, customer satisfaction with electronic services is a very important variable in 

the social and economic spheres in which financial institutions operate (Liébana-Cabanillas et 

al., 2011). Since this service is significant for both customers and financial institutions, this study 

presents empirical research conducted with the customers of a Spanish financial institution in the 

2009 fiscal year. More specifically, Section 1 of this paper analyses the concept of satisfaction 

and reviews the different theoretical approaches; Section 2 studies the factors that determine 

satisfaction in Electronic Banking according to scientific literature, in order to define the 

research hypotheses of the research that will be considered in Section 3 through a structural 

equations analysis. Section 4 describes the methodological aspects applied in this empirical 

research study. Finally, Section 5 presents the obtained results, derived from the proposed 

methodological analysis, as well as a series of conclusions and implications for banking sector 

management.   



The International Journal of Management Science and Information Technology (IJMSIT)
Issue 5 - (Jul-Sep 2012) (1 - 33)

6

ISSN 1923-0265 (Print) - ISSN 1923-0273 (Online) - ISSN 1923-0281 (CD-ROM), Copyright NAISIT Publishers 2014

2. Analysis of customer satisfaction in electronic banking: 
the unconfirmation of expectations.

The customer satisfaction study has its origins in the research carried out by Cardozo (1965) and 

Howard and Sheth (1969), analyzing the influence of expectations on customer satisfaction. 

These studies are considered the starting point for the scientific interest in customer satisfaction, 

its origins and consequences.  

Since the proposals made by Giese and Cote (2000) and the adaptations carried out by Moliner 

(2004), the approach to customer satisfaction is based on two criteria: firstly, a merely 

“conceptual” criterion covering the definitions that identify what customer satisfaction is, 

through different types of processes and/or types of responses from the customer; and secondly, 

the “reference field” criterion covering the contributions that illustrate the reference situation to 

which those processes and/or responses refer to. Therefore, given that these criteria are not 

exclusive, the main definitions provided by the literature might have different complementary 

approaches that facilitate the understanding of customer satisfaction.      

Regarding the first group of definitions, which belongs to the “conceptual” criterion, we can 

identify three approaches: (i) the assessment process, conceived as an evaluation process of 

certain variables (product performance, needs and expectations); (ii) the cognitive response, as 

result of a consumption experience expressed as a consequence of a cognitive assessment or 

comparison of variables (expectations and performance, efforts and rewards, etc.), versus the 

emotional response as result of the consumption experience expressed as an emotional 

comparison of variables (happiness, surprise or dissatisfaction); and (iii) the assessment and 

emotional response processes, as the satisfaction related to both cognitive opinions and 

emotional reactions derived from purchase, consumption or use.     

Concerning the second group of definitions related to the “reference field” criterion, the 

conceptualization of consumer satisfaction can be interpreted from the point of view of a specific 

transaction, as a post-choice evaluative opinion and/or an emotional response from the consumer 
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to a particular purchase, consumption or use; on the other hand, the cumulative vision assesses 

the user’s overall experience, in our case related to the Electronic Banking.  

Once the literature has been reviewed, focusing on specific transactions, we will define customer 

satisfaction in our research as "the general attitude adopted by consumers, based on accumulated 

behavioural experiences”.   
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3. Determinants of customer satisfaction with electronic banking.

To successfully achieve satisfaction, it is necessary to analyse its determinants. More exactly, the 

determinants used in this research and which will be discussed below in relation to electronic 

banking are: accessibility (e.g. Ganguly & Roy, 2011), trust (e.g. Chiou, 2004), ease of use and 

usefulness (e.g. Bhattacherjee & Premkumar, 2004, Liao et al., 2007; Al-Somali et al., 2009).

3.1 Effects of accessibility.

The perception of accessibility to technology is one of the most relevant factors in the acceptance 

of technology. For Culnan (1984) and for Rice and Shook (1988), accessibility consists of four 

dimensions: accessibility of computer equipment, access to information, system reliability and 

ease of learning the language of usage. Nevertheless, for authors like Karahanna and Straub 

(1999), accessibility consists of the physical dimension of terminal access and the capacity to use 

the system.  

Within the context of Electronic Banking we will consider accessibility only in regards to 

information, since we understand how users of these services access technology; therefore, 

accessibility is understood as the ease of access to Electronic Banking applications, as well 

accessibility to the operations it offers, in such a way that accessibility defines its precise use 

(Kerem, 2003; Sohail & Shanmugham, 2003). However, Tan and Teo (2000) confirm that 

accessibility of Internet Banking facilitates acceptance, thanks to its tendency to cause users to 

perceive technology more favourably. Furthermore, Chau and Lai (2003) confirm the direct 

positive connection between accessibility and ease to use.     

Other authors, like Wixom and Todd (2005) and Poon (2008) state that accessibility to 

Electronic Banking facilitates the acceptance of any technological innovation and therefore, the 

ease of use.     

Others speak of usability in a broader concept of accessibility, defining the perceptions of 

reliability (Roy et al. 2001; Flavián, 2004) and creating a connection between these constructs. 
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Today, most customers demand greater convenience and accessibility (computer, tablet, mobile 

phone, etc.), so these qualities, as stated by Alam et al. (2008), are differentiating institutions. 

Therefore, the ability to access Internet banking at any time, from anywhere, can determine 

customer satisfaction with provided Electronic Banking applications (Poon, 2008; Rahim & Li, 

2009) and functionalities (Hackett et al., 2004; Ahmad & Al-Zu´bi, 2011).

 Based on the abovementioned arguments, we propose the following hypotheses: 

H1: Accessibility to a financial institution’s electronic banking services positively determines 

ease of use of the service.

H2: Accessibility to a financial institution’s electronic banking services positively determines 

trust towards said service.

H3: Accessibility to a financial institution’s electronic banking services positively determines 

satisfaction towards said service.

3.2 Effects of trust.

In recent years, research conducted in the marketing and business relations field has highlighted 

the significance of trust for parties, as an instrument for furthering continuity in a relationship. 

This is a highly important aspect in the business field (Sanzo et al., 2003; Bigné & Blesa, 2003; 

García et al., 2008), since it obviously generates repurchase intention in the future 

(Bhattacherjee, 2001).

Trust has been studied and defined in many scientific disciplines from various angles. In spite of 

this, it can be defined from different perspectives (Muñoz-Leiva, 2008; Hernández, 2010). From 

a cognitive point of view, Dwyer et al (1987) defined trust as “the belief that a partner’s word or 

promise is reliable and a party will fulfil their obligations within an exchange relationship". On 

the other hand, from a behavioural perspective trust is defined as "the willingness of a party to be 

vulnerable to actions of another party, based on the expectations that the other will perform a 

particular action important to the trustor, irrespective of the ability to monitor or control that 

other party” (Mayer et al. 1995).          
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Traditionally, trust in online markets has entailed the belief that companies will fulfill their 

commitments without retaining profits (Ranaweera et al., 2005; Lin et al., 2005). However, there 

is an increasing perception of a lack of trust on the Internet, especially for transactions related to 

economical issues (Pitta et al., 2006), which forces institutions to pay more attention to this in 

order to reduce user's uncertainty (Vrechopoulos et al., 2004; Lee et al., 2005) and create positive 

beliefs regarding company behaviour (Ganesan, 1994).

As a matter of fact, financial institutions are trying to strengthen trust by increasing the perceived 

security using symbols (trust seals), tools (digital signature systems) and information, with the 

goal of improving customer satisfaction. Recent studies have validated the positive effects of 

trust in the electronic commerce environment on customer satisfaction.   

H4: Trust towards a financial institution’s electronic banking services positively determines 

customer satisfaction.

3.3 Effects of ease of use.

Ease of use refers to an individual’s perception that using a particular system does not require 

any effort or is simply straightforward (Davis, 1989, Taylor & Todd, 1995). This is one of the 

key variables included in Davis et al. Technology Acceptance Model (TAM) (1989), which has 

been used in many fields to predict acceptance and usage of New Technologies such as adoption 

of the Internet (Kim & Eom, 2002), acceptance of electronic commerce (Sánchez- Franco & 

Roldán, 2005), Internet on mobile phones (Cheong & Park, 2005), using online services (Liao et 

al. 2007), tourist information search engines on the Internet (Ryan & Rao, 2008), mobile services 

(Zhou, 2011), electronic banking (Amini et al., 2011), etc.. Lai and Li (2005) confirmed that ease 

of use as perceived by users has a positive impact on usefulness and on the user’s attitude 

towards Electronic Banking, leading to greater service use. Therefore, an easy-to-use website is 

considered to be more useful. Based on the aforementioned, we establish the following 

hypothesis:     

H5: Ease of use of a financial institution’s electronic banking services positively determines the 

usefulness of said service. 
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3.4 Effects of usefulness.

The perceived usefulness is defined as the "prospective user’s subjective probability that using a 

specific application system would increase their job performance within an organizational 

context” (Davis et al., 1989:985). Given that authors such as Bhattacherjee and Premkumar 

(2004) have stated that the implementation of systems facilitating faster and more convenient 

customer access increases satisfaction, we propose our last research hypothesis: 

H6: The usefulness of financial institutions’ Electronic Banking services positively determines 

customer satisfaction with said services.  

4. The effects of gender on customer satisfaction.

Interest in gender differences has a long history in scientific research. Customer characteristics 

such as gender have a significant impact on degree of customer satisfaction (Bryant & Jaesung, 

1996; Mittal & Kamakura 2001). The influence of gender on purchase behaviour and acceptance 

of e-commerce has been analysed on numerous occasions in marketing literature (Wynn, 2009; 

Hwang, 2010); these investigations suggest the behavioural differences between users who 

perform transactions, based on their gender.     

In Spain, males have an e-commerce penetration rate of 22.54% of the total population and 

43.55% of internet users, while the figures for females are 17.45% and 37.44% respectively, 

indicating certain differences in the usage of this new sales channel (Spanish National Statistics 

Institute, 2012).  

If we compare this casuistry to Electronic Banking usage, we find that only 44.7% of men and 

39.1% of women have used this service in the last three months (Spanish National Statistics 

Institute, 2012), from which we can deduce that there are significant differences in the use of this 

tool, although some investigations have proven that there are no significant differences between 

men and women in Internet usage (Shin, 2009). 
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Along the same lines, Slyke et al. (2002) stated that “among the many characteristics that impact 

the use of e-commerce, one that has received relatively little attention is gender. Extant evidence 

suggests that men and women differ in their beliefs regarding the use of information technology-

related innovations, including ecommerce. However, less is known about how gender moderates 

the impact of various beliefs on behavioral intentions”, which makes us suppose that it is indeed 

possible to also exhibit different behaviours in regards to customer satisfaction.  

Hernández et al. (2011) establish the differences identified by Sun & Zhang (2006) as the three 

differentiators between genders: men’s greater pragmatism, women’s greater anxiety when 

facing innovation in certain activities and a greater influence of the environment on women’s 

decision-making.   

Although there is evidence in the scientific literature proving that there are no behavioural 

differences between men and women regarding the acceptance of certain mobile services 

(Ristola, 2010), mobile commerce (Islam et al., 2010) and Internet usage (Shin, 2009), for 

example, all of which is most likely caused by the social equality trend in men’s and women’s 

behaviours, there are also other studies that have detected significant gender-based differences 

regarding the acceptance of mobile commerce (Yang, 2005), e-commerce (Bourlakis et al., 2008) 

and simply in the assessment of banking services (Karatepe, 2011). For all these reasons, our 

research will shed some more light on customer behaviour and its impacts on men and women.  

On the other hand, some authors have found that the satisfaction level in e-commerce is lower 

for women than for men (Rodgers & Harris, 2003); according to Bourlakis et al. (2008), men 

have a higher degree of trust in e-commerce and would recommend it, contrary to our results. 

Likewise, He (2009) argues that women perceive greater ease of use than men in e-commerce, 

which we have confirmed in our research. Since it seems that men and women do not behave 

similarly in the use of e-commerce and there are few investigations analysing the influence of 

gender on customer satisfaction with electronic banking, we consider it interesting to discover 

how gender will affect the determination of customer satisfaction online. In view of the 

aforementioned literature, we believe that the previously identified relationships depend on the 

gender of the study’s subject users. In other words, satisfaction with a given service will depend 
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on different factors for men and for women. Therefore, we have established the following 

hypothesis:      

H7: There are significant differences when it comes to determining customer satisfaction with 

Electronic Banking depending on their gender.

Table 1 summarizes the relationships described in the above research hypotheses (see Figure 3).

Table 1: Hypotheses to analyse.

H1: Accessibility Ease of use 

H2: Accessibility Trust 

H3: Accessibility   Satisfaction 

H4: Trust  Satisfaction 

H5: Ease of use   Usefulness 

H6: Usefulness   Satisfaction 

H7: Gender Satisfaction 

Following the review, we propose the model below for its analysis and study.



The International Journal of Management Science and Information Technology (IJMSIT)
Issue 5 - (Jul-Sep 2012) (1 - 33)

14

ISSN 1923-0265 (Print) - ISSN 1923-0273 (Online) - ISSN 1923-0281 (CD-ROM), Copyright NAISIT Publishers 2014

Figure 3: Research model proposed.

5. Methodological aspects.

5.1  Scope of the study and data collection.

The data provided originates from secondary data resulting from a satisfaction survey carried out 

biannually by a national financial institution in the south of Spain on its own electronic banking 

portal, within the framework of the collaboration agreement between said institution and the 

Marketing and Market Research Department of the University of Granada. 

The survey was carried out between September and October 2009. Participation to the survey 

was voluntary and was introduced to users when they accessed the authenticated part of the 

website. The web form consisted of 10 Likert-type questions with a 7-point scale (Annex 1). 



The International Journal of Management Science and Information Technology (IJMSIT)
Issue 5 - (Jul-Sep 2012) (1 - 33)

15

ISSN 1923-0265 (Print) - ISSN 1923-0273 (Online) - ISSN 1923-0281 (CD-ROM), Copyright NAISIT Publishers 2014

Table 2 shows the profile of respondents and Table 3 the technical data and sample 

characteristics.

Variables Item Frequency Percent Cumulative (%) Cumulative 

Gender 
Male 300 49,42% 300 49,42% 

Female 307 50,58% 307 100,00% 

Age 

16-25 52 8,56% 52 8,56% 

26-35 194 31,96% 246 40,52% 

36-45 201 33,11% 447 73,64% 

46-65 139 22,89% 586 96,54% 

> 65 21 3,45% 607 100% 

Incomes 

< 9.000 Euros 159 26,19% 159 26,19% 

9.001-18.000 
Euros 214 35,25%% 373 61,44% 

18.001-30.000 
Euros 107 17,62% 534 79,07% 

> 30.000 Euros 127 24,60% 607 100% 

 

Table 2: Respondent profiles.

Population: Electronic banking users 

Sampling frame: Bank users 

Sampling type: Simple random sampling 

Sample size: 607 valid questionnaires 

Sample error*: 3.98% 

Date of fieldwork: September and October 2009 

* For the estimate of a proportion where P=Q=0.5 and a confidence level of 95% according to the principles of simple random sampling.

Table 3: Technical data and sample characteristics
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5.2 Quality evaluation of the measurement scales used 

Since the institution established the survey beforehand, it was not possible to include scales 

validated in the literature; however, in order to check the suitability of the applied measurement 

scales, we analysed their reliability and validity through a series of exploratory analyses (using 

SPSS 15.0 programme) and confirmatory analyses (using AMOS 18 software).   

Exploratory analyses

In a first step, we used the Cronbach alpha indicator taking 0.7 as a reference value to measure 

the reliability of the scales (Nunnally, 1978). In this case, all the variables obtained good or very 

good values (α> 0.8).

We then proceeded to perform an exploratory factor analysis of principal components to assess 

the degree of unidimensionality of the scales. We found the analysis to be suitable for the 

variables under study given that: 1) the proportion of variance of all the variables (based on the 

Kaiser Meyer Olkin coefficient, KMO) always exceeded the value of 0.5, thus indicating 

sampling adequacy; 2) Bartlett’s test of sphericity showed a significance or p-value of 0.000, 

thus rejecting the null hypothesis on the no difference between the correlation matrix and the 

identity matrix; and 3) the correlation coefficients of the anti-image correlation matrix off the 

main diagonal presented lower values.

Finally, we confirmed: 1) the existence of high communalities (α>0.5) among the variables 

analysed, indicating that they are well represented in the factor space; 2) that a single factor 

could be extracted by exceeding the minimum recommended for the factor loadings in the 

indicators (R2> 0.5); and 3) a single factor was drawn from the proposed scale (the dependent 

variable being above 70%). Therefore, it can be concluded that the measurement scales have a 

unidimensional structure.

Confirmatory analyses

Confirmatory factor analysis (CFA) was performed to test the convergent and divergent validity 

of the scales.
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Convergent validity was assessed through factor loadings of the indicators. The coefficients were 

found to be significantly different from zero, while the loads between the latent and observed 

variables were high in all cases (>0.7) for both groups (men and women. Hence, the latent 

variables adequately explain the observed variables (Del Barrio & Luque, 2012).

The reliability of the scales can again be evaluated from a series of indicators drawn from the 

confirmatory analysis. Specifically, the composite reliability of the construct (CRC) and the 

analysis of variance extracted (AVE) exceeded the reference threshold at 0.7 and 0.5, 

respectively, as well as other indicators of overall fit for the measurement model (Luque & Del 

Barrio, 2012).

CONSTRUCT ITEM 

MEN’S GROUP WOMEN’S GROUP 

COMPOSITE 
RELIABILITY 

EXTRACTED 
VARIANCE 

COMPOSITE 
RELIABILITY 

EXTRACTED 
VARIANCE 

ACCESSIBILITY 2 0,79 0,66 0,78 0,64 

EASE OF USE 3 0,95 0,85 0,91 0,76 

TRUST 2 0,96 0,93 0,98 0,96 

USEFULNESS 2 0,92 0,85 0,85 0,73 

 

Table 4: Composite reliability and variance extracted for each group.
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Once reliability and validity of the original measurement scales had been analysed, we proceeded 

to compare the research hypotheses based on a literature review, this time using a Multigroup 

Structural Equations Model, depending on the gender of the sampled participants.   

6. Structural equations model.

After having verified the model validity for the selected sample, we proceeded to a multigroup 

analysis with the aim of contrasting the moderation hypothesis. For this analysis, we divided the 

provided sample into two groups: the first group integrated by men (300) and the second one 

integrated by women (307).  

The multivariate normality was well above the recommended limits, so in the end we decided to 

apply the maximum likelihood method with bootstrapping (with 500 samples) as an estimation 

method of the model. The election of this method was based on the recommendations made by 

Finney and DiStefano (1996). Since we were working with continuous data, skewness and 

kurtosis deviation coefficients were above 2 and 7 respectively, over a large sample size. For the 

bootstrapping technique, we used the Bollen-Stine corrected p-value and the standard error 

correction of the constructs at a 95% confidence level.      

 

Concerning the global fit of the multigroup model, we can assert it stands within the limits 

established in the literature, except from the Bollen-Stine p-value and the AGFI value, which is 

slightly lower due to the sample size. All these data appear in the table below:  
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Coefficient RMSA GFI AGFI CFI NFI IFI 

Model value  0,06 0,927 0,.866 0,97 0,962 0,971 

Recommended 

value* ≤0,08 ≥0,90 ≥0,90 ≥0,90 ≥0,90 ≥0,90 

 

*Hair et al. (1999), Muñoz (2008) and Luque and Del Barrio (2012).  

Table 5: Model fit indicators.

7. MODERATING EFFECT OF GENDER ON CUSTOMER 
SATISFACTION.

After having verified the global validity of the proposed model, we assessed the measurement 

adjustment for each model (men and women). The results are illustrated in the two following 

figures (Figure 4 and Figure 5  and Table 6).  
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Figure 4: Results of the Multigroup Model proposed for the men’s group.
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Figura 5: Results of the Multigroup Model proposed for the women’s group.
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MEN´S MODEL: Hypothesis
Standardized 

Regression 
Weights

S.E. P-value Observation

H1 Accessibility  Ease of use 0.898 0.044 0,000 ACCEPTED

H2 Accessibility  Trust 0.69 0.044 0,000 ACCEPTED

H3 Ease of use  Usefulness 0.835 0.035 0,000 ACCEPTED

H4 Accessibility  Satisfaction 0.538 0.058 0,000 ACCEPTED

H5 Trust  Satisfaction 0.144 0.029 0,000 ACCEPTED

H6 Usefulness  Satisfaction 0.345 0.04 0,000 ACCEPTED

WOMEN´S MODEL: Hypothesis
Standardized 

Regression 
Weights

S.E. P-value Observation

H1 Accessibility  Ease of use 0.963 0.044 0,000 ACCEPTED

H2 Accessibility  Trust 0.705 0.044 0,000 ACCEPTED

H3 Ease of use  Usefulness 0.943 0.035 0,000 ACCEPTED

H4 Accessibility  Satisfaction 0.52 0.058 0,000 ACCEPTED

H5 Trust  Satisfaction 0.136 0.029 0,000 ACCEPTED

H6 Usefulness  Satisfaction 0.276 0.04 0,000 ACCEPTED

Table 6: Results of the Multigroup Model.



The International Journal of Management Science and Information Technology (IJMSIT)
Issue 5 - (Jul-Sep 2012) (1 - 33)

23

ISSN 1923-0265 (Print) - ISSN 1923-0273 (Online) - ISSN 1923-0281 (CD-ROM), Copyright NAISIT Publishers 2014

MEN´S MODEL

Standardized 
Direct Effects Accessibility Ease of 

use
Useful
ness Trust

Standardized 
Indirect 
Effects

Accessibility
Ease 

of 
use

Usefulness Trust

Ease of use 0.898 - - - Ease of use - - - -
Usefulness - 0.835 - - Usefulness 0.75 - - -

Trust 0.69 - - - Trust - - - -

Satisfaction 0.538 - 0.34
5 0.144 Satisfaction 0.358 0.

288 - -

WOMEN´S MODEL

Standardized 
Direct Effects Accessibility Ease of 

use
Useful
ness Trust

Standardized 
Indirect 
Effects

Accessibility
Ease 

of 
use

Usefulness Trust

Ease of use 0.963 - - - Ease of use - - - -
Usefulness - 0.943 - - Usefulness 0.909 - - -

Trust 0.705 - - - Trust - - - -

Satisfaction 0.52 - 0.27
6 0.135 Satisfaction 0.347 0.

26 - -

Table 7: Results of the Multigroup Model. Direct and indirect effects.

For men’s model, all the hypotheses set out were backed by empirical data, except from the 

relation between trust and satisfaction, since this relation didn't turn out to be significantly 

different from 0 (Regression Weights=0.123; p=0,171).

However, the results turned out to be very different for women’s model, where satisfaction is 

only outstandingly explained by trust, while the rest of connections with this variable are 

insignificant. (Relation between Accessibility and Satisfaction: Regression Weights= 0.439; 

p=0,206 and between Usefulness and Satisfaction: Regression Weights=0.341; p=0,110).

Lastly, with the goal of comparing the last of our hypotheses related to the significant differences 

between men and women when determining customer satisfaction (H7), we applied a test 

comparing the regression coefficients or weights between structural models, using a modification 

of Student’s t-test for independent samples (e.g. Goodman & Blum, 1996). 

Specifically, the regression coefficients comparison test based on Student's t-test were the 

following:  

Ho: B1 = B2  
 

2
2

2
1

21

SESE
BBt



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Where Bi are the estimated coefficients without standardization and SEi are the standard errors 

for each coefficient. 

The t statistic follows a t distribution with m + n – 2 degrees of freedom (Sánchez-Franco & 

Roldán, 2005).

The results have shown that there are significant differences between the two experimental 

groups (CMIN with 6 degrees of freedom=14,830, p-value=0.022) when comparing the two 

models. Therefore, we cannot say men’s satisfaction is generated the same way as women’s 

satisfaction, so there are significant differences in its formation depending on the gender of the 

electronic banking user.      

Some authors state that the potential gender differences in electronic banking usage and its 

consequences (satisfaction, in this case) are significant in regards to original expectations, but 

not in regards to the real usage and its immediate effects (Venkatesh et al., 2000), for example in 

mobile banking (Riquelme & Ríos, 2010) or mobile Internet usage (Wang & Wang, 2010). The 

outcomes of our research confirm the results of other authors like Van Slyke et al. (2002) in the 

e-commerce field, Albert et al. (2011) in banking services and Olalekan (2011), who verifies the 

significant gender differences in customer satisfaction with Electronic Banking.   

8. Conclusions, implications and future lines of research

The financial sector’ difficult situation in recent years, driven by the increased competition, a 

decrease in margins, greater financial knowledge and increased accessibility to services based on 

the technological development, has forced financial institutions to pay closer attention to their 

customers' satisfaction. In light of this new situation, Electronic Banking has become the tool of 

the future for the relationships between financial institutions and their customers. 

The importance of Electronic Banking is driven by the numerous advantages it offers, in addition 

to the reduced number of disadvantages. Significant cost savings, quality improvement, global 
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scale, transparency and ease of comparison are highly valued aspects for both institutions and 

customers.  

As this study was conducted in 2009, we assume that the results would be different if the 

research were updated to reflect to current economic climate.  However, in the current 

circumstances, the collaborating financial institution declined to design a new survey

This research work identifies the factors that affect customer satisfaction with Electronic 

Banking (accessibility, ease of use, trust and usefulness) according to gender, bringing up 

significant differences between the two groups in regards to the variables related to customer 

satisfaction with Electronic Banking usage. Almost all the proposed relationships have been 

demonstrated for males, while only the trust-satisfaction relationship has been demonstrated for 

females.  

The usefulness of this type of research for financial institutions lies in the support they provide in 

defining customer profiles, facilitating marketing tasks of traditional bank branch staff and 

allowing the definition of specific CRM strategies to combine satisfaction and cross-selling of 

products and services, in order to obtain higher customer profitability. 

Satisfaction is currently one of the most interesting variables for financial institutions, since it 

precedes customer loyalty, which is of utmost importance in highly competitive, difficult 

situations such as the one financial institutions face today.  

After comparatively analysing men’s and women’s behaviours, we have concluded that gender 

has a very significant impact on customer satisfaction. Therefore, we can state that gender is 

indeed a moderator for customer satisfaction in Electronic Banking services.  

Furthermore, it has also been demonstrated that accessibility, followed by usefulness, precedes 

satisfaction for men, while the main antecedent for women was trust. For these reasons, if 

institutions want to promote customer satisfaction through online channels, they have to increase 

trust-related factors by implementing security tools, seals, promoting accessibility and the 

usefulness of electronic banking services (mobile banking, for example).  
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In spite of the relevant scientific and managerial results found in our research, there are some 

restrictions that should be taken into account in the future. Firstly, other factors take precedence 

over the significance of online satisfaction, which haven’t been considered in our study, such as 

loyalty and quality. Secondly, the scope of this study is limited to Spain, where penetration of 

electronic banking services is still in its early stages, making it interesting to check and compare 

satisfaction levels by means of a cross-cultural study, in order to give greater credibility to our 

conclusions. Thirdly, since it was impossible to use literature-validated scales, it would be 

interesting to repeat the study once we have achieved them (in fact, the next surveys conducted 

by the institution will be implemented after submitting the report derived from this research). 

Fourthly, other relevant potential satisfaction moderators could be included, such as age, 

experience, income level, level of education, level of connection by products and volume or by 

customer profitability level for the financial institution. Lastly, the study should be repeated 

adopting a horizontal perspective and considering different exercises in order to see the evolution 

of satisfaction and its connection with the main determinants.  
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ANNEX 1: 

Rate your level of agreement with the following statements (where 1 means strongly disagree and 7 strongly agree):

1) Ruralvía is easily accessible. 

2) It is easy to conduct operations on Ruralvía. 

3) Ruralvía provides clear and easy to understand information.

4) The operations and consultation processes are easy to use.

5) It is easy to navigate and manage accounts on Ruralvía. 

6) Information provided on Ruralvía is useful.

7) I have confidence and trust in the confidentiality of data and operations performed on Ruralvía.

8) Ruralvía gives me an overall sense of security.

9) Rate your overall satisfaction with Ruralvía.


