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Executive Summary 

E-commerce is the buying and selling of a product or service over electronic systems such as 

the Internet and other computer network. The Internet is a global system of interconnected 

computer networks that use the standard Internet protocol to serve billions of users 

worldwide. The Internet is defined as the worldwide interconnection of individual networks 

operated by government, industry, academia, and private parties. Initially the Internet served 

in order to interconnect laboratories and workshops involved in government research and 

examination, and since 1994 it has been expanded to serve millions of users and a multitude 

of purposes in all parts of the world. The appearance of the Electronic and Internet commerce 

nowadays has now begun to create a different and innovative relationship between the 

customer and the service provider. In the environment of the internet banking, the displayed 

of the use of the internet by bank associations as a network of selling their services and 

facilities was not only a sanctification but also a challenging and exciting issue. The whole 

and complete nonappearance of human interaction and collaboration, the low levels of 

customer satisfaction and the high levels of customer turnover have increased the need of 

better understanding customer's requirements and providing services of the higher quality. 

The present project aims to investigate customer satisfaction and the customer's perceived 

service quality in the area of internet banking. The following research took place in Cyprus, a 

place where the internet banking usage and internet perception is well below at present. In 

order to identify the relation between internet service quality and customers a specific model 

was adopted. The model consists of five major dimensions of web-based service quality 

selected through a detailed review of the literature. These dimensions are reliability, 

responsiveness, security, accessibility and quality of information. Each of the above 

dimensions was then examined through a survey of 120 valid questionnaires in terms oftheir 

relationship with and importance in satisfaction or dissatisfaction levels from the perspective 

of Cypriot electronic banking users. The results of the survey showed that while Cypriot 

electronic banking users are satisfied with the dimensions of security, reliability and quality of 

information, they are not so satisfied with the dimensions of accessibility and responsiveness. 
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Chapter One 

INTRODUCTION 

The first Chapter delivers a synopsis of what are the current research objectives and purposes 

to accomplish. The first chapter tries to provide a brief reference to the emergence and 

development of the internet and electronic commerce and the impacts it had on the banking 

industry and the development of electronic banking in the Cypriot market. Also a full 

attention is given so far as the quality of the internet service area is concerned. Finally it is 

focused on the problem and the purpose of the research. 

1.1 Background of the Study 

1.1.1 The Development of Electronic Commerce & Market 

The development and the rapid growth in telecommunications and computer networks, and 

global competition have led the business world in new innovative ways of managing 

conducting and executing business transactions. Electronic commerce & Electronic Market is 

one of those innovative ways. Electronic commerce can be defined and analysed as the 

sharing business information, conducting business transactions through internet-based 

technology and maintaining business relationships. Website is the tool for E-commerce which 

helps customers to search and find the appropriate information about the services or the 

products they need, and also buy those products and services using the world of intern et. 

Kotler (2003) suggests intern et may increase the efficiency and speed, improve customer 

service and help in quickly adjusting to market conditions. It also reduces operating costs 
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through the decrease in the number of customer service personnel (Kumar & Petersen, 2005). 

At the same time, electronic commerce may also provide consumers with a number of 

benefits such as convenience, cheaper products and instant services (Turban et aI, 2004). 

1.1.2 What is Electronic Banking? 

The word of electronic banking is a more general language, which may be used 

interchangeably with different methods of electronic banking, such as phone Banking, 

Internet banking or PC banking. Internet banking is mostly used to refer to the internet 

banking services provided by a virtual bank, which only operates a website rather than 

physical branches. In this case, the customer executes transactions through the bank's website. 

According to the FinCEN (2000, p. 25), "electronic banking is an umbrella term for the 

process by which a customer may perform banking transactions electronically without 

visiting a brick-and-mortar institution". 

Electronic banking activities may involve transferring funds, paying bills, viewing checking 

and savings account balances, paying mortgages, and purchasing financial instruments and 

certificates of deposit. 

1.1.3 The Banking Area in Cyprus 

Nowadays the banking industry is one of the main facility and service activities in Cyprus. To 

date, there are four major commercial banks in Cyprus. These are the Bank of Cyprus, the 

Laiki Bank, the Alpha Bank and the Hellenic Bank (Cyprus). As it is shown in Table 1.1, the 

quoted banks collectively hold the 62.7 percent of Cyprus market share. There are also a 

number of well-established cooperative banks, which in total have a considerable market 

share in the industry (19.11 %). 
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Table 1.1: Main Banks in Cyprus and their Market Share 

Total Deposit 
Market 
Share 

€OOO 0/0 
Bank of Cyprus 18,241,001 26.66% 
Marfin Laiki Popular Bank Public Co Ltd 8,775,712 12.83% 
Hellenic Bank Group 6,886,081 10.06% 
ALPHA Bank Cyprus Ltd 2,508,958 3.67% 
National Bank of Greece (Cyprus) Ltd 862,527 1.26% 
Coop Central Bank 15,095,235 22.06% 
Bank of Piraeus (Cyprus) Ltd 1,032,504 1.51% 

Source: Central Bank Of Cyprus (2012), "Banking in Cyprus: Market Shares of Banking 
Institutions" [on line], Available from: 
http://www.centralbank.gov.cy/ngcontent.cfm 1a id=11912&lang=en 

1.1.4 Internet Usage in Cyprus 

It is a fact that intern et usage in Cyprus is well lowers the European Union average, the up-to

date statistics by the Internet World Statistics (2009) show that internet usage in Cyprus has 

seen an intense growth in the latter few years. Mostly, in 2000 only 14.7% of total popUlation 

was using the internet and this percent increased to 36.7% in 2007. Additional research 

showed by the International Telecommunications Union found that intern et usage in Cyprus is 

predicted to rise even more in the near future. 

1.1.5 The Present Status Electronic Banking in Cyprus 

Even though the internet usage and the banking industry in Cyprus are in growth, electronic 

banking usage is not growing at the same amounts. Actually, internet banking usage is only 

6.1 % (E-business forum, 2007). Despite the short levels of internet banking usage, there 

appears to be a continuous growth in usage and this leaning is expected to continue. There are 

many electronic banking suppliers in Cyprus but the main are the same four primary banks as 

stated above. Even though a different title is given to their electronic banking services, all the 
10 



providers offer very similar services (Bank of Cyprus, 2012; Laiki Bank, 2012; Alpha Bank, 

2012; Hellenic Bank, 2012). Table 1.2 shows the major internet banking suppliers in Cyprus 

and the core services they offer. 

Table 1.2: The Major Cyprus-based Internet Banking Providers 

Internet Banking Title of Service Main Services Provided 
Provider 

• Money Transfers 

• Account Balances 

• Past Transactions 
Bank of Cyprus Direct Banking 

Cheque Book Ordering • 
• Statement Ordering 

• Utility Payments 

• Checking Balances 

• Requesting Cheque Books 

• Transferring Funds 
LaikiBank Electronic Banking 

• Standing Orders Creation 

• Performing Utility Bills Payment 

• Loan Repayments 

• Balances and Account Statements 

• Local and International Transfers 

• Creation of Standing Orders 
Hellenic Bank Net Banking 

• Electronic Loans with competitive 
rates 

• Payment of Utility Bills 

• Checking balances and transaction 
history 

• Transferring funds 

• Repaying loans 
Alpha Bank Alpha Web Banking 

• Placing orders 

• Placing standing orders 

• Viewing current and past fluctuations 
of exchange rates 
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1.2 The Reasoning Behind the Selection of the Topic 

In addition the strategic customer satisfaction and importance of service quality, there are also 

several other reasons that led us to the decision to undertake an examination on the particular 

topic. Internet banking was chosen after considering the developing and a rapid growth of the 

segment. The low usage of intern et banking in Cyprus gives the opportunity to believe that 

the specific area of research can contribute to a deeper and better consideration of the 

requirements and obligations of the Cypriot internet banking customers when using the 

internet banking. It might also allow banks to improve and expand their internet banking 

service quality on certain areas and, hence, help the enlargement of its usage in the nation. 

1.3 Purpose of the Research & The Reasoning Behind the 

Selection of the Topic 

Besides the strategic importance of service quality and customer satisfaction as discussed in 

the previous chapter, there are also various other reasons why the author decided to undertake 

a research on the specific topic. Regarding the nature of the sample industry, internet banking 

was selected because it is an emerging and a rapidly growing sector. Furthermore, the island 

of Cyprus was selected as the place of conducting the research and selecting the sample 

population from , since no similar topic has ever been investigated in the past. This, together 

with the relatively low usage of internet banking in the island, makes the author to strongly 

believe that the particular topic can contribute to a deeper understanding of the requirement of 

Cypriot internet banking consumers when using the internet banking. This understanding 

would also enable banks to improve their internet banking service quality on particular areas 

and, therefore, help the expansion of its usage in the country. The major purpose of the 

research is dual. The research intended to examine the levels of satisfaction or dissatisfaction 

of Cypriot customers for each dimensions. The second major aims were to examine which 

dimension or dimensions of the research are measured by Cypriot electronic banking users 

has the most vital task in the level of their fulfilment 
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Chapter Two 

LITERATURE REVIEW 

The current chapter introduces what the present research aims to achieve. The core theoretical 

impressions, such as customer service quality and satisfaction, will be well-defined and 

extended. Specific highlighting will be located on e-service quality since the current chapter 

of examination is service quality in internet banking. 

2.1 Service Quality 

2.1.1 Old-style Service Quality 

The service quality has generally been a major factor of retaining, attracting and satisfying 

customers as an important tool for sustainable competitive advantage. In this chapter the 

impression of service quality is defined and afterwards the major and important dimensions of 

service quality as find from the literature will be highlighted. The topic has the title of "Old

style Service Quality" since it refers to the quality of services delivered by old style modes 

like face-to-face interaction. , Parasuraman et al. (1988, p.14) defined service quality as "an 
attitude and a result from a comparison of expectations with perceptions of performance ". 

Parasuraman highlighted three equally important issues relating to service quality as follows: 

• Service quality is the result of the comparison between the customers' expectations 

with the actual performance of the service 
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• Due to the intangible nature of services, evaluation of service quality is generally more 

difficult than that of goods quality 

• Evaluation of the quality of a service is not only an outcome of the service but also a 

result of the process by which the service is delivered to the customer Parasuraman et 

al. (1985). 

2.1.1.1 Dimensions of Old - Style Service Quality 

Thousands researches have tried to identify the major dimensions of service quality that may 

influence the customers' perceptions of service quality. Dimensions of service quality are 

factors associated with a service provided, which the customer takes into account to make 

judgements about the quality of that service (Parasuraman et aI., 1985). One important 

research carried out was that of Gronroos (1982) who found three vital dimensions of service 

quality. The first dimension is the technical aspect of the service, which refers to the actual 

outcome of the service encounter. The second dimension is the functional aspect of the 

service which relates to the interaction between the service provider and the customer. The 

final dimension identified by Gronroos (1982) associates with the corporate image and, more 

particularly, with the consumers' perceptions of the organisation that provides the service. 

Parasuraman et al (1988) identified the initial dimensions to five with tangibles, reliability, 

responsiveness, assurance and empathy being included. Based on the quoted dimensions, 

Parasuraman et al (1988) developed the well-known and widely-used SERVQUAL, a 22-item 

survey tool to undertake their research and measure service quality. A brief definition of each 

dimension of service quality, as provided by Parasuraman et al (1988), is given in Diagram 

1.1 : 
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Diagram 1.1: The SERVQUAL Model 

EmtatltJ 

..... ThepJtysical apPMl'tmee o/facilities, equipment 

., and personnel 

The·obility io provide the cusiome with what it was 
romneti 

Theahilfty andwillingness ofih2 service prlNider 
to git'S prom t '~pon:se 

Tkeohtltty o/ viewing and treating the customer os 
on iltdividual (provision OfCtlI'ing) 

Par-a51J1aman ei a1. (198B) "SERVQUAL: a multiple item scale for measuring 
consumer perceptions of service quality" , Journal a/Retailing, Vol. 64, No. 1, 
pp. 12-40. 

2.1.2 Internet Service Quality 

The service quality meaning the quality services delivered by old-style ways, such as the 

physical interaction between the service provider and the service recipient. With the rapid rise 

of electronic commerce and the internet as a main role business activity has driven a huge 

number of researches trying to examine service quality in the context of internet services. 

2.1.2.1 Definitions of Internet Service Quality 

The rapid growth interest in intern et servIce quality was most possibly a result of the 

uniqueness of the concept as compared to the old-style service quality. A fundamental 

difference between the old-style services and the internet services is that customers buying 

services from the internet have a more participating role in the service delivery process since 

they are required to carry out a transaction by themselves (Long & McMellon, 2004). 
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Internet service quality is the quality of a service delivered to the customer virtually over the 

internet. A characteristic definition is that of Santos (2003) who defined internet service 

quality as the evaluations and judgments that a customer makes about the excellence of the 

service delivery through the internet. The quoted argument seems to be as spherical as their 

definition of internet service quality is: 'e-service quality is the extent to which a Web site 

facilitates the efficient and effective shopping. purchasing and delivelY' (Zeithaml et aI., 

2000, p. 135). 

Other writers have located importance on chastely the technical functioning of the web site 

and the service delivered through the internet (Liu & Arnett, 2000). For instance, Y 00 & 

Donthu (2001) recommended that internet service quality is determined by the website's 

speed, security, ease of use and aesthetic design. In this sense, technical-oriented 

classifications view only the one side of the coin, that is, the customer interaction with the 

internet site itself. 

2.1.2.2 Dimensions of Internet Service Quality 

In sector, the dimensions of old-style service quality were observed by mostly considering the 

studies of Parasuraman et af (1988), & Gronroos (1982). Of specific attention were the five 

dimensions identified by Parasuraman et af (1988), such as tangibles, reliability, 

responsiveness, assurance and empathy. In the mentioned sector, the SERVQUAL model as 

developed by Parasuraman et af (1988) was as well considered as a widespread and widely

used tool for measuring and evaluating old-style service quality. Because of the need of 

SERVQUAL instrument to be studied, scientists and academics have focused their efforts on 

detecting a new set of dimensions that would be entirely to improve a new tool for measuring 

service quality in an online background. 

Since SERVQUAL was not able to measure intern et service quality, the specific tool attended 

as the initial point of Zeithaml's et af (2000) work to develop a new model that would best 

meet the need of measuring intern et service quality. The different reviewed model, the e

SERVQUAL, identified seven major dimensions of intern et service quality. These are 
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efficiency, reliability, fulfilment, privacy, responsIveness, compensation and contact 

(Zeithaml et aI, 2000). Having identified the quoted internet service dimensions, Zeithaml et 

al (2000) then categorised them into two different groups, namely the core scare dimensions 

and the recovery scale dimensions. 

The essential scale dimensions are efficiency, fulfilment, reliability, privacy and they were 

measured as the basic dimensions that customers value most when interacting with the 

internet service provider. The recovery scale dimensions are responsiveness, compensation 

and contact and they are similarly vital dimensions when the customer expressIOns 

complications for the period of the interaction with internet service provider. 

SERVQUAL model, stressed out the need for a more appropriate instrument to measure web

based service quality. Using the SERVQUAL as a initial point, Li et al (2002) have measured 

four of the dimensions of old-style service quality - reliability, assurance, responsiveness and 

empathy- but they have studied them so that their classification is more appropriate to e

service quality. However responsiveness and empathy remained in the scale, tangibles have 

been excluded from the model since it does not apply to the context of e-service quality (Li et 

aI, 2002). Furthermore, reliability and assurance were re-named as capability to better fit with 

the online environment. 

Furthermore, three innovative dimensions have been included; call-back systems, quality of 

information and web assistance. Quality of information states to the adequacy and features of 

information delivered through emails or websites. Li et al (2002) found the quality of 

information had the top incomes score. Web assistance states to the range to which the 

website's services are helpful and significant to the customer. Lastly, call-back systems state 

to the corresponding role of old-style communication media to the digital media. Matching 

the studies of Zeithaml et al (2000) and Li et af (2002), you can easily understand that, 

regardless of some difference and modifications, they both emphasized similar dimensions of 

internet service quality, such as responsiveness, reliability, empathy and assurance. A 

valuable aspect to mention is that reliability has been established by both studies to be one of 

the most significant dimensions of e-service quality. 
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Different research methods, such as interviews, content analysis and questionnaires, 

Wolfinbarger & Gilly (2002) also recommended five dimensions of online service quality. 

These are reliability, website design, customer service, privacy and security. Among the 

quoted dimensions, reliability was found to be the most serious dimension affecting customer 

pleasure and satisfaction. 

Kaynama & Black (2002) carried out a large-scale study on service quality in online travel 

agencies. Design and presentation, navigation, accessibility, responsiveness, background, 

content and purpose and personalisation and customisation were the important dimensions 

recognized to affect customer pleasure and satisfaction. Lee & Lin (2005) suggested that 

reliability, personalisation, responsiveness, trust and website design are the most significant 

internet service quality dimensions that might considerably influence over customer 

satisfaction. 

2.1.2.3 Service Quality Dimensions in the Internet Banking Sector 

We might have just analysed studies on internet service quality, but none of them is related to 

service quality in internet banking. Over an examination from the current literature, three 

researches have been established to have associated most with service quality and internet 

banking. The first research observed is that of loseph et al. (1999) who observed the impact of 

internet technology on the banking services delivery. loseph et al. (1999) concluded to six 

major dimensions of service quality including complaint management and feedback, 

efficiency, queue management, accessibility, convenience and security. 

A different research on internet banking service quality is that of lun & Cai (2001). lun & Cai 

(2001) who in the beginning parted intern et banking service quality into three categories, the 

customer service quality, the online systems quality and the banking service product quality. 

lun & Cai (2001) recommended ten dimensions of internet banking customer service quality. 

These are reliability, responsiveness, competence, courtesy, security, and accessibility, 

communication, understanding the customer, collaboration and continuous improvement. 

A third research on intern et banking service quality is that of Santourides et al. (2009) who 

studied the association between service quality in internet banking and customer satisfaction. 
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2.2 Customer Satisfaction 

A vital sector to analyse besides the service quality and its main dimensions is the definition 

and examination of customer pleasure and satisfaction. 

2.2.1 Definitions of Customer Satisfaction 

A general explanation of customer satisfaction would state that satisfaction is the overall 

evaluation of the performance of a product or service to date (Gustafsson, 2005). Some 

different research although, tried to clarify what this estimation procedure is about. Most of 

those researches normally accepted that customer satisfaction is an evaluation process in 

which the customer compares their pre-purchase expectations about how they would imagine 

to advantage from a particular service or product to their individual observations and 

perceptions of how they are truly advanced from that product or service (Oliver, 1980; 

Churchill & Suprenant, 1992; Bearden & Teel, 1983; Oliver & DeSarbo, 1988). A similar 

definition of the concept was also provided by Kotler (2000, p. 36), who defined "customer 

satisfaction as a person 's feelings of pleasure or disappointment resulting from comparing a 

product's perceived performance (or outcome) in relation to his or her expectations". 

Considering the above anyone can easily debate that the customer satisfaction and pleasure is 

the outcome of many evaluations between the customers about what was expected and what 

was really received. So this can lead, that when the result or the perceived of a service or a 

product exceeds the customer's expectations on the specific service or product, then this 

implies to a sensation of pleasure and satisfaction. 
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2.2.2 The Theoretical Model of the Present Research 

Given the above, the author decided to select the dimensions of reliability, responsiveness, 

accessibility, security and quality of information as the major internet service quality 

dimensions of the present project. Having concluded to the above dimensions as the key to 

internet service quality, we may now develop a conceptual framework particularly designed to 

fit the purpose of our project. Our theoretical framework is presented below: 

Diagram 2.2: The Theoretical Model of the Present Study 

Dimensions of Internet Service Quali~' 

Impact on Customer Satisfaction 

This framework is based on the notion that, in the context of on line servIces, the above 

dimensions have a significant impact on either customer satisfaction or customer 

dissatisfaction. 
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2.2.3 A Brief Overview of the Key Dimensions of the Study 

An isolated inspection of each dimension is given bellow in order to help understanding in 

better regarding each dimension. 

2.2.3.1 Reliability 

Reliability may be defined as the technical functioning of the site and the extent to which the 

information provided is accurate (Zeithaml et aI. , 2002). In the same way, Yang et al. (2004) 

associate reliability with the ability of the service provider to be accurate when interacting 

with the customer. A more descriptive explanation of what is meant by reliability is provided 

by lun & Cai (2001, p. 282), who presented reliability as equal to " ... providing accurate 

service ... keeping service promise ... making accurate records ... keeping promise as 

advertised". Consequently, the research approve that a vital aspect relating to reliability is 

capability of the internet service providers to bring overall internet service procedures in an 

correct way without different outcomes. In the section of internet banking, a reliable facility 

would mean the correct control of rates and commissions, the accuracy in billing and accuracy 

in transactions. 

2.2.3.2 Responsiveness 

Li et al. (2002, p. 689) defines responsiveness as "the ability of web-based service systems to 

perform the online service consistently and accurately " .Parasuraman et al (1985) deliver a 

description of responsiveness by placing specific importance on the employees' willingness or 

readiness to provide customers with a service. Responsiveness is the capability of the service 

provider to respond on time to customers' enquiries, quickly resolve problems and avoid long 

queuing time. 

In the section of internet banking, responsiveness has an important implication while 

customers very often use this mode of banking to make simple and quick transactions, such as 

payments and wire transfers. 
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2.2.3.3 Security 

Parasuraman stated for security "the ji-eedom from danger, risk or doubt. " (Parasuraman et 

al., 1985, p. 47). Also, Zeithaml et al., (2002) clarified that security relates to the ability of the 

service providers to make their customers impression protected from the risk of being 

involved in financial loss during the establishment of any sort of financial information. It can 

be easily understood that security specifies that has a great implication in internet banking 

services since consumers are generally very sensitive when dealing with monetary issues and 

financial information (Song & Zinkhan, 2003). Security explanation leads to the assumption 

that privacy refers only to the protection of personal information provided by the customer, 

while security is a wider term that may associate with the protection of both personal and 

financial information. 

2.2.3.4 Accessibility 

Parasuraman stated that accessibility refers to the degree to which a service is approachable 

and easy to access (Parasuraman et ai, 1985, 1988). To the degree that the intern et banking 

segment is worried, a highly accessible service would be the possibility of the customer to 

easily and quickly access the website and login to the personal account. 

2.2.3.5 Quality of Information 

At the end we have the internet service quality dimension of the current research which is the 

quality of information. An important research that made specific reference on the specific 

dimension was that of Li et al. (2002, p. 689), which well-defined quality of information as 

the "attributes of information contained in E-mails or websites. " The status of this dimension 

lies in that internet service distribution does not involve human interaction and as such 

customers are required to gather the suitable information by themselves from the website or 

by making enquiries through emails. The information must clearly and simply be presented so 

that it is easy for the customer to understand what services are on offer and what the process 

by which those services are delivered is (Sachs & Stair, 1997). 
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Chapter Three 

RESEARCH METHODOLOGY 

This chapter shows the research methods and procedures used to accomplish the purpose of 

the research. Specifically, the current section debates and explain the study's overall research 

idea, research method and plan, the selection size and collection methods, the data collection 

procedures, the research tools and the data analysis methods used. The chapter also makes 

reference to the steps taken throughout the investigation procedure to confirm the cogency, 

reliability and ethicality of the research. 

3.1 The Research Viewpoint 

Research viewpoint refers to 'the theoretical assumptions upon which the choice of research 

methods is made ' (Sidell, 1989, p. 261). The literature typically mentions to two kinds of 

research viewpoints; the positivist and the interpretivist approach (Smith et aI, 1991). In short, 

the positivist researcher emphasis on quantifiable observations that leads to statistical 

analysis, while the interpretivist researcher highlights qualitative observations viewing the 

social world as humans (Saunders et aI, 2007). 

An implementation that has been done during the development was a questionnaire about the 

favoured learning styles of the contributors. The quoted questionnaire has been based on the 

Kolb's learning cycle model (Kolb, 1984). The previous illustrates the research characters of a 

positivist. According to Smith et al (2008), positivists researchers tend to measure properties 
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of externally existing world by objective methods. They are more quantitative-oriented 

researchers and they often 'make use of questionnaires to survey a representative sample of 

the population in whom they are interested' (Walsh & Wigens, 2003, p. 93). Given the 

research traits of the author, it was decided to follow the positivistic philosophical stance 

based on quantitative methods. 

Regardless of the quoted restrictions of our research viewpoint, it is strongly supposed that, in 

the complete nonappearance of studies in the quoted topic in Cyprus, a positivistic approach 

would provide a first overall image of Cypriot consumers' perceptions of service quality and 

customer satisfaction in the internet banking. 

'. 

3.2 Research Approach 

The research method of a study is often an outcome of the research viewpoint implemented by 

that study. Kolb's learning cycle model may be used to identify the reasoning approach that is 

followed by a research study (Gill & Johnson, 2002). The current research, initially, makes 

use of present theory where the theoretical outline of the study is then build upon. The 

research originally tried to appraisal the literature and identifies the major dimensions of e

service quality that would permit the development of a theoretical model for the research. 

This model would then assist in designing the research and the tool from which the main data 

would be collected. While this illustrates the philosophical approach of a positivist who uses 

existing theory to develop hypotheses (Saunders' et ai, 2007). 

Taking mind to Leedy and Ormrod (2001), there are several choices in designing a research, 

such as the grounded theory, experimentation, survey, modelling and case study. Research 

design or strategy is a general plan on how a researcher intends to gather data to answer the 

questions that were originally set (Saunders et aI, 2000). Meanwhile the aim of the research 

was to collect huge measurements of data using of quantitative methods, so the selection of 

survey alternative to design the entire research process was selected. 
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As it said before, the positivist approach was followed for the research, which is repeatedly 

related to quantitative research methods. As Creswell (2003) mentioned a survey design seeks 

to analyse and describe quantitative or numeric trends, attitudes or opinions of a sample of a 

particular population. Considering the structured and designed questionnaire the appropriate 

survey strategy was followed. 

3.3 Research Population 

Research population may possibly be well-defined as "the study object which may be 

individuals, groups, organisations, human products and events or the conditions to which 

they are exposed" (Kruger and Welman, 200], p. 46). According to Leedy (1997) the 

research population would illustrate common feature that would be beneficial to the purpose 

of a research. The aim of the current research is to analyse the perspective of Cypriot 

consumers on the subject of service quality and their satisfaction principally on internet 

banking. In order for the research population to successfully be a part of the survey, it should 

be at least have some experience in the use of the internet in order to be able to answer to the 

research questions. Therefore, the current research population was districted as Cypriot 

consumers have the appropriate internet usage of internet banking. 

3.3.1 Sample Selection and Size 

There are two main sampling techniques, namely, the probability sampling and the non

probability sampling (Foreman, 1991; Babbie, 2009). Probability sampling states to the 

technique by which the researcher makes inferences from the sample about a population to 

answer the research questions or to meet the research objectives (Saunders et aI, 2000). Under 

this approach, the selection of the population is made randomly, and if done properly, this 

would ensure that the sample is representative (Hair el aI, 2003). 

On-probability sampling is mostly based on subjective judgement (Saunders et aI, 2003). 

SUbjective judgement is the collection of sample elements may not necessarily be statistically 

representative of the population. Several non-sampling techniques may be engaged. 

Convenience sampling may be used where the sample can provide appropriate information 

and who is more available to participate in the research (Hair et aI, 2006). Quota sampling is 
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also another non-probability sampling, the objective of which is to have a proportional 

representation of the strata of the target population for the total sample and the certain 

characteristics describe the dimensions of the population (Cooper & Schindler, 2003). Finally, 

judgment sampling is a purposive technique by which the researcher selects sample elements 

which meet certain criteria and have specific knowledge about a particular issue (Hair et ai, 

2006). 

The weakness of non-probability techniques was stated by Robson (2003), to make statistical 

generalisations to the same degree as probability techniques. Ever since the purpose of the 

research is not to specify the results outside the sampled population, non-probability sampling 

other was engaged to gather the sample of the research. Taking mind again what Robson 

(2003) said, that this technique is chosen for small-scale surveys, which are typically less 

complicated and more acceptable when there is no intension for statistical inferences. 

Assumed the features of non-probability method, this procedure feeds better the purpose and 

environment of the current research. 

The judgment sampling, we discuss above was alternative selected because we expected the 

research contributors to meet specific criteria in order to be able to deliver suitable 

information based on their experiences. The significant criteria used to select the sample were 

as follows: 

• Survey contributor must have at least one year of frequent experience with internet 

banking 

• Survey contributors must be Greek - Cypriot intern et banking users 

The particular relatively short length of experience was decided after considering the fact that 

internet banking is a relatively new activity in Cyprus and thus the majority of Greek Cypriot 

banking customers was not expected to have significant experience with this new mode of 

banking. In this sense and due to time constraints, it would be more feasible for the researcher 

to identify the research population within the time limits that have initially been set. Finally, 

in relation to the sample size, a total number of one hundred and twenty (120) questionnaires 
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were distributed to Greek-Cypriot internet banking users. Even though the initial plan was the 

distribution of 180 questionnaires, the actual sample size is still considered satisfactory given 

the low penetration rate of internet banking usage in Cyprus. 

3.3.2 Data Collection Procedure 

According to (Walliman, 2005) there are two main categories of data for the purpose of the 

current research, the primary data and the secondary data. The current research adopted both 

primary and secondary data in order to address the primary research questions. 

The survey took place from the period of the month of September 2012. The delivery of 

questionnaires took place in Paphos Town. That particular city was selected to conduct the 

survey since four most important branches of the big four Cyprus banks are based and 

located. The distribution of the questionnaire method took place throughout days during 

banks' opening hours between 08:00 a.m. to 13:30 p.m. 

Potential participants were initially approached in each bank's branch and were asked whether 

they are familiar with the internet banking and for how long they have been using the internet 

banking process. If their answer where met the criterion set for sampling purposes, customers 

were then friendly asked to contribute in the examination. Also the purpose of the research 

was explained clearly to the participants. The purpose of the survey was also available in 

written on the questionnaire (Appendix IV) and participants could read it carefully. To certify 

the ethicality of the study, we provided the participants with an informed consent (Appendix 

II) in order to assure participants that research ethics have really considered in the research. 

Where respondents accepted to contribute, the questionnaire was given to them together with 

proper stationery. Contributors were escorted to an appropriate place so that the questionnaire 

completion process would be more easy and comfortable. Throughout the procedure, 

contributors were able to receive and provided any explanations of misunderstandings. 
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3.4 The Research Instrument 

Considering Birmingham & Wilkinson a research instrument may be well-defined as "a 

device for obtaining information relevant to a research project" (Birmingham & Wilkinson, 

2003, p. 3). Appendix IV shows clearly the structured questionnaire that was presented in the 

research. Firstly an explanation is given regarding the aim of the survey in order to help the 

contributors to have a more informed decision. The following part concentrates on collecting 

data for demographic and personal information of the contributors. The third part is the 

questionnaire of the current research consisting of completely twenty-four objects. All items 

were based on a five point Likert-scale, where responses were ranged from Strongly Disagree 

[1] to Strongly Agree [5]. Hence, the survey contributors could select one option from the five 

presented answers for each item. The option of "Neutral':. was provided for cases where 

internet banking users had no experience with any item of the questionnaire. 

3.4.1 Pilot Test 

As Bickman & Rog mentioned "new flaws that were not noted by the researcher" (Bickman 

& Rog, 1998, p. 30) Pilot testing is a significant step in any study due to its potential of 

revealing. The current tool was first sent to three bank staff that have a managerial position in 

the internet banking division of a specific bank. They all agreed that the scale was appropriate 

and suitable and the items selected were reflective to each dimension of intern et service 

quality. On the other hand they recommended slight changes in the wording of current terms 

so that they become more understandable to the participants. 

A second pilot test was similarly directed on a small group of five very experienced internet 

banking users. An explanation was given to them about the concern of designing a well

understandable instrument without difficult wording that might not be understood by 

contributors, so they were asked to go through it and make proposals and recommendations 

for perfection and improvement. The recommendations made were very useful and taken into 

justification and account in completing the instrument. A common recommendation made by 

all pilot test contributors was that a brief explanation of each dimension should be provided in 
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order for the research contributors to completely understand and realize the meaning of each 

dimension before answering the questions. Also after expression concern made by 

contributors in the pilot test regarding the language that the Cypriots may some of them won 

understand the English one questionnaire, a decision was conducted and a translation was 

made in order the contributors fully understand of the meaning of each question (Appendix 

V). 

3.4.2 Linking the Questionnaire with Research Question Two and Three 

The design of the questionnaire was mainly resulted from the findings of the secondary 

research and, particularly, from the theoretical framework of the study consisting of five 

dimensions - reliability, responsiveness, security, accessibility and quality of information. In 

designing the instrument, the author set certain items corresponding to each dimension to 

gather data on the level of customer satisfaction with and importance of each dimension 

according to the perspective of Cypriot internet banking users. 

3.4.2.1 Research Question Two 

Research question two seeks to gather information on "which dimensions of internet service 

quality satisfy and which dimensions dissatisfy Cypriot electronic banking users in the 

context electronic banking?" In the questionnaire, a total of four items were chosen to 

correspond to each dimension with exemption of the dimension of quality of information, 

which is corresponded by three items. Therefore~ the level of the survey participants' 

satisfaction with each service quality dimension was reflected by the total responses on the 

four items of each dimension. The choice of the questionnaire's item was based on the 

definition of each service quality dimension and its conceptual meaning as provided in the 

literature. The following questions of the questionnaires are related to research question 1: 

• Items 1,2,3 and 4 correspond to the dimension of reliability and evaluate the levels 

of customer satisfaction with the particular dimension. 
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• Items 6, 7, 8 and 9 correspond to the dimension of responsiveness and evaluate the 

levels of customer satisfaction with the particular dimension. 

• Items 11, 12, 13 and 14 correspond to the dimension of security and evaluate the 

levels of customer satisfaction with the particular dimension . 

• Items 16, 17, 18 and 19 correspond to the dimension of accessibility and evaluate the 

levels of customer satisfaction with the particular dimension. 

• Items 21, 22, 23 correspond to the dimension of quality of information and evaluate 

the levels of customer satisfaction with the particular dimension. 

Table 3.1 indicates in detail the items that were selected to measure customer satisfaction with 

each internet service quality dimension: 

Table 3.1: The Instrument's Items related to Research Question Two 

2 

3 

4 

6 

7 

8 

9 

The service is provided as promised and advertised . 

The service delivery process involves no extra hidden costs 

Any sort of calculation automatically executed by the 

website is accurate. 

The website's functioning IS proper and web pages' 

downloading is quick. 

The bank responds to any transaction by promptly 

providing a confirmation of the execution of that 

transaction. 

Bank's responses are relevant to my enquiries and 

completely answer my questions. 

Call-centre staff is ready and willing to help when technical 

problems occur. 

Call-centre staff apologises and compensate when any sort 

of problem with service occurred. 

Reliability 

Reliability 

Reliability 

Reliability 

Responsiveness 

Responsiveness 

Responsi veness 

Responsiveness 
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11 The bank follows a scholastic and careful procedure when 

receives and provides personal (ie username and password) Security 

or financial information (ie credit card number) 

12 I feel that the personal information I provide my bank are 

protected. 
Security 

13 I feel secured when executing internet banking transactions. Security 

14 The bank took measures to convince you that any provision 

of information, either personal or financial is protected and Security 

secured. 

16 Access to the website's information and personal account is 

easy and simple. 
Accessibility 

17 It is easy to find the contact details of the bank from its 

website. 
Accessibility 

18 A variety of contact methods (ie e;..mails, telephone, fax etc) 

to talk to a bank representative is provided. 
Accessibility 

19 I can easily have access to a bank representative without 

long waiting time. 
Accessibility 

21 Information contained on the website is current andtirnely. Quality of Information 

22 Infonnation provided by emails or call-centre s taff is 

accurate and relevant. 
Quality of Information 

23 Infonnation contained o~ the website is dch in detai I. Quality of Information 

3.4.2.2 Research Question Three 

After the four questions of each dimension, an additional fifth question is followed asking the 

participants to specify the importance of each dimension in the level of their satisfaction. The 

total five questions intended to achieve the third objective of the study, which is "what do 

Cypriot electronic banking users consider to be the most significant internet service quality 
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dimension or dimensions of those identified in the present study?" The following questions 

are related to research question 2: 

• Item 5 evaluates the levels of importance of reliability in the level of satisfaction of 

Cypriot internet banking users. 

• Item 10 evaluates the levels of importance of responsiveness In the level of 

satisfaction of Cypriot internet banking users. 

• Item 15 evaluates the levels of importance of security in the level of satisfaction of 

Cypriot internet banking users. 

• Item 20 evaluates the levels of importance of accessibility in the level of satisfaction 

of Cypriot intern et banking users. 

• Item 24 evaluates the levels of importance of quality of information in the level of 

satisfaction of Cypriot internet banking users. 

The following table reveals in detail the items of the questionnaire that were selected to gather 

data on the importance of each dimension in the level of customer satisfaction. Each item is 

placed in the questionnaire right after the four items of each corresponding dimension. 
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Table 3.2: The Instrument's Items related to Research Question Three 

Item 

I consider reliability 

to play an important 

role in my satisfaction 

with the quality of the 

internet banking 

services I receive. 

Corresponding 

Dimension 

Reliability 

Definition Sources Used 

The ability to Zeithaml et al. (2002) 

provide an Yang et al. (2004) 

accurate service Parasuraman et al (1985) 

and keep lun & Cai (2001) 

promises 

advertised. 

as Nantel (2000) 

Santos (2003) 

I consider Responsiveness The ability to lohnston (1997) 

responsiveness to provide a service lun & Cai (2001) 

play an important role accurately, Santos (2003) 

In my satisfaction consistently and Yang et al. (2004) 

with the quality of the timely. Parasuraman et al (1985) 

internet banking 

services I receive. 

I consider security to 

play an important role 

In my satisfaction 

with the quality of the 

internet banking 

services I receive. 

Security The ability to lohnston (1997) 

make customers lun & Cai (2001) 

feel protected Yang et al. (2004) 

and secured Zeithaml et a1. (2002) 

when providing Song & Zinkhan (2003) 

personal 

financial 

information. 

or Parasuraman et al. (1985) 

I consider Accessibility The ability to lun & Cai (2001) 

accessibility to play 

an important role in 

my satisfaction with 

provide a service Yang et al. (2004) 

that is Vriens (2000) 

approachable Parasuraman et al. (1985) 

11 
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the quality of the 

internet banking 

services I receive. 

1 consider quality of Quality of 

and easy and 

simple to access. 

The ability to Li et al. (2002) 

information to play an Information provide Liu & Arnett (2000) 

important role in my information that Santourides et al. (2009) 

satisfaction with the 

quality of the internet 

banking services 

receive. 

3.5 Data Analysis 

is current, timely, 

accurate, 

relevant and rich 

in detail. 

The current research, the collected data were analysed in a particular statistical software 

package, namely SPSS. Data analysis involves examining, categorizing, tabulating or 

otherwise recombining the collected data (Yin, 1994). The examination will contain general 

descriptive statistics regarding the level of agreement with different statements and they will 

be obtainable in the form of graphs, such as bar charts and pie charts. Similarly, tables of 

frequency distributions will be provided. 

3.6 Secondary Research 

Secondary sources may be well-defined as "data which has already been collected by 

someone else and the researcher needs only to extract the information required for the 

purpose of the study" (Kumar, 2005, p. 141). Separately from the main study, also used 

secondary sources to collect information for the determination of the study. Secondary data 

plays important role for the current study. For the aim of the secondary research, the majority 
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of secondary data were collected from previous research that has by this time been carried out 

by others and connected to the aim of the current study . Above and beyond appropriate 

textbooks and published journals, several online sources such as that of World Stats and E

business forum were used to gather specific data regarding the levels of internet usage as well 

as internet banking usage in Cyprus. 

3.7 Reliability and Validity 
The concepts of validity and reliability are important considerations in any research in that 

they determine how compelling the results of the study are (Saunders et aI, 2003). Reliability 

is demonstrated when measures are repeated under the same conditions and yield highly 

similar measurements each time (Case, 2007, p. 181). From the other hand, validity refers to 

the extent to which the results of the survey are exactly about what they appear to be about 

(Saunders et ai, 2003). The current study had followed some specific steps in order to ensure 

the validity and reliability: 

• Contributors were confirmed, verbally and in written, that their names and identities 

would not be made known so that they could feel free and protected to contribute in 

the study. 

• Data was collected from population with experience in internet banking usage, which 

could provide suitable data based on their previous experiences. 

• The strategy and the design of the survey questionnaire was based on present literature 

and, mostly, on popular studies on internet service quality. 

• A pilot test was conducted by three professionals working in the internet banking 

divisions of a major Cyprus banks and five experienced internet banking users. The 
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pilot test contributed to the design of the actual survey tool that best fit the research 

objectives of the study. 

• The survey tool was translated into the Greek language in order for population who 

won understand in English so it would clearly understand each item of the 

questionnaire for them. 

3.8 Ethical Issues 

3.8.1 The Market Research Society Code 

Many of the methods used in marketing research projects are subject to particular ethical 

concerns (Smith & Albaum, 2005). In ensuring the compliance of the project with particular 

ethical standards, the researcher followed the principles of the Market Research Society Code 

(Appendix VI). The purpose and nature of the research was completely described to 

contributors verbally and in written. The participants were ensured that the information 

provided by them would remain confidential and never be used for any purpose other than 

academic. The consideration and application of the market research ethical code enabled the 

researcher to fully respect the participant of the survey and treat all the data gathered in as a 

careful and sensitive way as possible. 

3.8.2 Informed Consent 

In order to better apply the code of Market Research Society, the researcher has considered 

the development of informed consent forms. Informed consent is widely being used in human 

research in order to fully inform participants the risks and benefits of participating in the 

research in order to make a more informed decision whether or not they are willing to 

participate (Morse, 1994). The researcher prepared a consent form that was given to 
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questionnaire respondents before filling the survey questionnaire (Appendix IJ). As with the 

questionnaire, the consent from was translated in the Greek language (Appendix III) to enable 

participant to clearly understand the nature of the study and their rights during and after the 

survey. In the consent form, all the necessary information was enclosed, such as the name of 

the researcher, the purpose of the project, and assurance that none of their personal details will 

they be made known to any other person except for research purposes. Finally, respondents 

were given the opportunity to choose whether or not they wished to receive the outcome of 

the final project. 
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Chapter Four 

PRESENTATION & ANALYSIS OF RESULTS 

In the current chapter the data collected from the quantitative survey will be presented & 

analysed. The data were analysed using the descriptive statistics method, which contain 

detailed percentage and graphical analysis. Data analysis was conducted according to the 

research question and particularly with respect to satisfaction level of Cypriot Internet 

banking for the dimensions of reliability, responsiveness, security, accessibility and quality of 

information. Additionally, each dimension in satisfaction levels is presented and analyzed. 

Also the current chapter target is to give meaning and explanation to the collected data by 

discussing them in relation to the research question of the study. 
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4. 1 Demographic Characteristics of the Sample 

The second part of the questionnaire aimed at gathering demographic data. 

Chart 1: Gender Distribution of the Sample 

43.30~ 56.70~ 

IiJ Male 

61 Female 

Chart 1 shows that the percentage of males was totalled 56.70% of the total sample 

population, while the remaining of 43.30% were female respondents. 
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Chart 2: Age Distribution of the Sample 

15% 10% 

- 20 or below 
. 21-30 

- 31~0 

- 41 -50 
. 51 or above 

Chart 2 shows that the larger age group was that of between the ages of 31 to 40 years old 

(28.3%). However, the age groups of 21 to 30 and 41 to 50 years old were also considerable 

in proportional terms (22.5% and 24.2% respectively). Finally, the age groups of 20 or below 

and 51 or above were the smaller groups in the survey (10% and 15% respectively) 

Chart 3: Occupation Distribution of the Sample 
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The majority of the survey's respondents are employees in the private sector (35.80% of the 

total sample population), while the 25% of the sample are employees in the public sector and 

government. Respondents currently being students totalled 17.50%, while respondents 

running their own business totalled almost 11.70% of the survey ' s sample. Finally, the lower 

percentage was that of unemployed respondents totalling 10% of the whole sample. 

Chart 4: Educational Distribution of the Sample 
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In terms of educational background, most of the respondents are holders of a bachelor degree 

(38.3%), while a considerable percentage of the sample are only educated to secondary level 

education. Lower percentages of the sample are holders of either a Masters degree or a PhD 

(15.80% and 5% respectively). Most of the respondents who selected the option of "other", 

they described their educational profile as being holders of professional certifications. 
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Chart 5: Internet Banking Experience Distribution of the Sample 
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Finally, with respect to the respondents' levels of internet banking usage and length of 

experience, the overwhelming majority of respondents have only very recently started using 

the internet banking method. Particularly, 58% of total sample has only just one year 

experience with intern et banking. This result justifies our initial prediction that Cypriot 

internet banking users are not expected to have extensive experience with internet banking. 

This also justifies statistics revealed by the E-business forum (2007) that due to the infancy 

stage at which internet banking activities in Cyprus is, the internet banking usage by Cypriot 

consumers is both low and not extensive in length. 

Overall, the demographic data indicates that generally the respondents of the survey are 

younger in age and highly educated, mostly holding positions in either public or private 

sector, and having relatively low levels of experience with internet banking. Table 3.1 

summarises the results associated with the demographic characteristics of respondents. 

42 



Table 4.1: Demographic Characteristics of the Sample 

Number of Responses Results in 
Percentage (%) 

Gender 
Male 68 56.7% 
Female 52 43.3% 

Age 
20 or below 12 10% 
21-30 27 22.5% 
31-40 34 28.3% 
41-50 29 24.2% 
51 or above 18 15% 

Occupation 
Public Sector Employee 30 25% 
Private Sector Employee 43 35.8% 
Self-Employed 14 11.7% 
Student 21 17.5% 
Unemployed 12 10% 

Education 
Secondary 39 32.5% 
Degree 46 38.3% 
Masters 19 15.8% 
PhD 6 5% 
Other 10 8.4% 

Internet Banking Experience 
One Year 56 58.3% 
Two Years 36 30.2% 
More than Two Years 28 11.5% 
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4. 2 Customer Satisfaction with Internet Banking 

Service Quality 

In this section, the responses on satisfaction levels with each dimension of service quality are 

presented: 

4.2.1 Reliability 

The first four questions of the survey tool were seeking to gather information on the 

satisfaction levels with regard to the dimension of reliability. Table 4.2 reveal the responses 

expressed both in numbers and percentage, for each item of reliability dimension. 

Table 4.2: Frequency distribution of responses on satisfaction with dimension of reliability 

Strongly Slightly Slightly Strongly 

Disagree Disagree Neutral Agree Agree 

Reliability Q1 Number 21 28 0 40 31 120 

Percent(%) 17.5% 23.3% .0% 33.3% 25.8% 100.0% 

Q2 Number 23 30 0 31 36 120 

Percent(%) 19.2% 25.0% .0% 25.8% 30.0% 100.0% 

Q3 Number 18 26 2 28 46 120 

Percent(%) 15.0% 21.7% 1.7% 23.3% 38.3% 100.0% 

Q4 Number 22 32 0 35 31 120 

Percent(%) 18.3% 26.7% .0% 29.2% 25.8% 100.0% -Total Number 84 116 2 134 144 480 

Percent(%) 17.5% 24.2% .4% 27.9% 30.0% 100.0% -
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Chart 6: Number of Responses for each Item of Reliability Dimension 

Bar Chart 

Question 1 Question 2 Question 3 
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Chart 6 also present a clustered bar chart of number of responses on the dimension Reliability 

with respect to level of satisfaction 

As it is revealed by both Table 4.2 and Chart 6, the majority of intemet banking users (33.3%) 

slightly agree on that service is delivered as promised and advertised. The 30% of the 

customers strongly agree on the reliability of the service in that there no extra hidden costs 

throughout the delivery process. A high percentage of the sample of about 39% strongly agree 

on the reliability of transactions and, particularly, on the accuracy of calculations when they 

are automatically executed by the website. Finally, almost 30% of the total sample slightly 

agrees that the website's functioning is proper and web pages' downloading is quick. 
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Overall, the above results indicate that the survey sample strongly agree with the reliability of 

internet banking services in terms of, no extra hidden cost on delivery process, and accurate 

execution of automatic calculation by website and slightly agree on promises given, website ' s 

functioning is proper and web pages' downloading is quick. 

Chart 7: Total Responses on the Items of Reliability Dimension 
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Cha11 7 shows in percentage the total number of responses associated with reliability. 
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4.2.2 Responsiveness 

Table 4.3: Frequency distribution of responses on Satisfaction with Dimension 

Responsiveness 

Strongly Slightly Slightly Strongly 

Disagree Disagree Neutral Agree Agree 

Responsiveness Q6 Number 23 31 0 30 36 120 

Percent(%) 19.2% 25.8% .0% 25.0% 30.0% 100.0% 

Q7 Number 28 39 27 25 120 

Percent(%) 23.3% 32.5% .8% 22.5% 20.8% 100.0% 

Q8 Number 36 34 0 23 27 120 

Percent(%) 30.0% 28.3% .0% 19.2% 22.5% 100.0% 

Q9 Number 31 39 2 21 27 120 

Percent(%) 25.8% 32.5% 1.7% 17.5% 22.5% 100.0% 

Total Number 118 143 3 101 115 480 

Percent(%) 24.6% 29.8% .6% 21.0% 24.0% 100.0% 

The second set of four items was seeking to gather information on the satisfaction levels with 

regard to the dimension of responsiveness. Table 4.3 reveal the responses expressed both in 

numbers and percentage, for each item of responsiveness dimension. 
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Chart 8: Number of Responses for each Item of Responsiveness Dimension 

Bar Chart 
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The responses on the levels of satisfaction with the dimension of responsiveness reveal that 

Cypriot internet banking customers are generally not satisfied with the quality of banks' 

responsiveness. Even though the majority of respondents (30.0%) are satisfied with the 

prompt receipt of confirmation of transactions, they seem to disagree with the remaining 

corresponding items. Particularly, 32.5% of total responses slightly disagree on that banks' 

responses are relevant to their enquiries and completely answer their questions. Moreover, the 

30% of customers are strongly disagreed with the readiness and willingness of call-centre 

staff to help when technical problems occur. Finally, the majority of respondents seem to be 

dissatisfied with the way in which banks deal with problems with service occurred, since call

centre staff do not apologise or compensate for problematic services. Overall, therefore, 

respondents seem to be dissatisfied with the dimension of responsiveness. 

48 



Chart 9: Total Responses on the Items of Responsiveness Dimension 
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Chat1 9 shows in percentage the total number of responses associated with responsiveness. 

Strongly Agree is up to 24.00%, Slightly Agree up to 21 .00%, Neutral the lowest 6%, Slightly 

Disagree the highest rate up to 29.80% and the last one which is the Strongly Disagree up to 

24.60%. 
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4.2.3 Security 

Table 4.4: Frequency distribution of responses on Satisfaction with dimension Security 

Strongly Slightly Slightly Strongly 

Disagree Disagree Neutral Agree Agree 

Security Qll Number 21 21 35 42 120 

Percent(%) 17.5% 17.5% .8% 29.2% 35.0% 100.0% 

Q12 Number 24 16 3 38 39 120 

Percent(%) 20.0% 13.3% 2.5% 31.7% 32.5% 100.0% 

Q13 Number 23 19 2 37 39 120 

Percent(%) 19.2% 15.8% ].7% 30.8% 32.5% 100.0% 

Q14 Number 12 19 4 49 36 120 

Percent(%) 10.0% 15.8% 3.3% 40.8% 30.0% 100.0% 

Total Number 80 75 10 159 156 480 

Percent(%) 16.7% 15.6% 2.1% 33.]% 32.5% 100.0% 

Items numbered as 11, 12, 13 and 14 were included to gather information on the satisfaction 

levels with regard to the dimension of security. Table 4.4 summarises the responses expressed 

both in numbers and percentage, for each item of security dimension 
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Chm1 10 also present a clustered bar chart of number of responses on the dimension security 

with respect to level of satisfaction. 

Chart 10: Number of Responses for each question of Security Dimension 

Bar Chart 
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Level of satisfaction 
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The above table and chart indicate that 35% of respondents strongly agree with the scholastic 

and careful procedures followed by banks when they receive and provide personal and 

financial information. Most respondents believe that the Cypriot intemet banking providers 

are careful about the personal or financial information of the customers. The 32.5% of the 

sampled population also show strong agreement with statement regarding their feelings of 

security when executing intemet banking transactions. Finally, the majority of respondent 

slightly agreed with the measures taken by intemet banking providers to ensure that any 

provision of information, either personal or financial is protected and secured. Based on the 

above results, it is obvious that the overwhelming majority of respondents (almost 66%) 

either slightly or strongly agree with the corresponding items of security dimension and this is 

a clear indication of high levels of satisfaction with the quoted dimension 
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Chart 11: Total Responses on the Items of Security Dimension 
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Chart11 shows in percentage the total number of responses associated with security. 

Strongly Agree is up to 33.00%, Slightly Agree which is the higher up to 31.00%, Neutral the 

lowest 2%, Slightly Disagree up to 15.60% and the last one which is the Strongly Disagree up 

to 16.70%. 
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4.2.4 Accessibility 

The fourth dimension of the survey questionnaires was that accessibility and it was assessed 

by items 16, 17, 18 and 19. Table 4.5 reveal the responses expressed both in numbers and 

percentage, for each item of accessibility dimension. 

Table 4.5: Frequency distribution of responses on Satisfaction with dimension 

Accessibility 

Strongly Slightly Slightly Strongly 

Disagree Disagree Neutral Agree Agree 

Access Q16 Number 29 43 2 24 22 120 

Percent (%) 24.2% 35.8% 1.7% 20.0% 18.3% 100.0% 

Q17 Number 35 32 0 29 24 120 

Percent (%) 29.2% 26.7% .0% 24.2% 20.0% 100.0% 

Q18 Number 33 36 1 29 21 120 

Percent (%) 27.5% 30.0% .8% 24.2% 17.5% 100.0% 

Q19 Number 29 42 3 22 24 120 

Percent (%) 24.2% 35.0% 2.5% 18.3% 20.0% 100.0% 

Total Number 126 153 6 104 91 480 

Percent (%) 26.3% 31.9% 1.3% 21.7% 19.0% 100.0% 
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Chatt 12 also present a clustered bar chart of nuuiber of responses on the dimension 

accessibility with respect to level of satisfaction. 

Chart 12: Number of Responses for each Item of Accessibility Dimension 

Bar Chart 
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The above table and chart of frequency analysis indicate that the 35.8% of respondents 

are slightly disagreed with the ease and simplicity to access website ' s information and 

personal account. Added to this, 29.2% of customers are slightly opposed to the ease to 

find the contact details of the bank from its website. There have also been found 

considerable disagreements with the existence of variety of contact methods (ie e-mails, 

telephone, fax etc) to talk to a bank representative. A total of 57.5% are either slightly 

or strongly disagreed with the accessibility to bank representatives. Finally, the majority 

of customers feel that the waiting time to access a bank representative is long. The 

results show a general disagreement with the corresponding items of accessibility, 

which, in turn, reveal low levels of satisfaction with the quoted dimension. Chart13 

shows in percentage the total number of responses related to the dimension of 

accessibility. 
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Chart 13: Total Responses on the Items of Accessibility dimension 
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4.2.5 Quality of Information 

The final dimension, the quality of information, was assessed by three items with 

number 21 , 22 and 23. Table 4.6 indicate the responses expressed both in numbers and 

percentage, for each item of quality of information dimension. 

Table 4.6: Frequency distribution of responses on Satisfaction with Quality of 

Information 

Strongly Slightly Slightly Strongly 

Disagree Disagree Neutral Agree Agree 

Quality Q21 Number 16 28 1 33 42 120 

of Percent 
13.3% 23.3% .8% 27.5% 35.0% 100.0% 

Information (%) 

Q22 Number 22 26 1 27 44 120 

Percent (% 
18.3% 21.7% .8% 22.5% 36.7% 100.0% 

) 

Q23 Number 24 39 4 30 23 120 
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Total 

Percent 
20.0% 32.5% 3.3% 25.0% 19.2% 100.0% 

(%) 

Number 62 93 6 90 109 360 

Percent 
17.2% 25.8% 1.7% 25.0% 30.3% 100.0% 

(%) 

The above results are also shown in Chali 14 with the number of responses on the 

dimension of quality of infonnation with respect to level of satisfaction. 

Chart 14: Number of Responses for each Item of Quality ofInformation Dimension 

-c: 
~ o 

u 

50 

Bar Chart 
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From the above infonnation, it is shown that, according to the majority of respondents, the 

infonnation contained on the website is current and timely. The 36.7% of the sampled 

population is also agreed on the accuracy and relevance of infonnation provided by call

centre staff. Nevertheless, a large proportion of respondents, slightly disagree with that the 
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information contained on the web site is rich in detail. As a general conclusion, it seems that 

the majority of respondents are agreed on the quality of information provided by the banle 

Chart 15 shows in percentage the total number of responses related to the dimension of 

quality of information. 

Chart 15: Total Responses on the Items of Quality of Information Dimension 
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Chart 15 shows in percentage the total number of responses associated with Quality Of 

Information Dimension. Strongly Agree is up to 33.00%, Slightly Agree up to 25.00%, 

Neutral the lowest 2%, Slightly Disagree the highest rate up to 25.80% and the last one which 

is the Strongly Disagree up to 17.20%. 
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4.2.6 Analysis of Total Scores 

The percentage analysis is obtained by using the total of scores in all questions in each 

dimension. 

Table 4.7: Frequency distribution of total responses on each dimension for Cypriot internet 

banking users with respect to level of satisfaction 

Response 

Strongly Slightly Slightly Strongly 
Neutral 

Disagree Disagree Agree Agree 

Reliability 17.5% 24.2% .4% 27.9% 30.0% 

Responsiveness 24.6% 29.8% .6% 21.0% 24.0% 

Dimension Security 16.7% 15.6% 2.1% 33.1% 32.5% 

Accessibility 26.3% 31.9% 1.3% 21.7% 19.0% 

Quality of Information 17.2% 25.8% 1.7% 25.0% 30.3% 
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Chart 16: Clustered Bar Chart of Total Responses 

Bar Chart 
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Dimension 

Quality of 
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Chart 16 also show a clustered bar chart of total responses of each dimension for Cypriot 

internet banking with respect to level of satisfaction 

4.3 Importance of Each Dimension in Customer 
Satisfaction 

Besides the impact of each dimension of service quality on customer satisfaction, the survey 

instrument was also designed to gather data on the importance of each dimension III 

satisfaction levels. 4.7 show the frequency distribution of responses on importance of 

dimension for Cypriot internet banking users with respect to level of satisfaction 
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Table 4.8: Level of Importance of each Dimension 

Strongly Slightly Slightly Strongly 

Disagree Disagre Neutral Agree Agree 

Reliability Count 21 23 3 39 34 120 

% within 
17.5% 19.2% 2.5% 32.5% 28.3% 100% 

Dimension 

% within 

Level of 15 .0% 16.1% 21.4% 25 .8% 22.4% 20.0% 

satisfaction 

Responsiveness Count - % 18 20 38 43 120 

Dimension 15 .8% 16.7% 0.8% 31.7% 35.8% 100% 

Level of 

satisfaction 
27 .1% 30.1% 7.1% 13.2% 11.8% 20% 

Security Count - % 34 33 5 23 25 120 

Dimension 28.3% 27.5% 4.2% 19.2% 20.8% 100% 

Level of 

satisfaction 
24.3% 23 .1% 35.7% 15.2% 16.4% 20% 

Accessibility Count - % 21 22 34 42 120 

Dimension 17.5% 18.3% .8% 28.3% 35 .0% 100% 

Level of 

satisfaction 
15 .0% 15.4% 7.1% 22.5% 27 .6% 20% 

Quality of Count - % 26 22 4 35 33 120 

Information Dimension 21 .7% 18.3% 3.3% 29.2% 27.5% 100% 

Level of 

satisfaction 
18.6% 15.4% 28 .6% 23.2% 21.7% 20% 

Count 140 143 14 151 152 600 

% within Dimension 23.3% 23.8% 2.3% 25 .2% 25 .3% 100% 

% within Level of 

satisfaction 
100.0% 100.0% 100.0% 100.0% 100.0% 100% 
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In order to simplify the data above and make the results more understandable to the reader, we 

combine the scores of "Slightly Agree" and "Strongly Agree" as positive statements and 

"Slightly Disagree" and "Strongly Disagree" as negative items for showing the levels of 

importance. Table 4.8 shows this summary: 

Table 4.9: Summary of data on level of importance of each dimension in satisfaction 

Disagree Agree 

Reliability 36.7 60.8 

Responsiveness 31.7 67.5 

Security 55.8 40 

Accessibility 35.8 63.3 

Quality of Information 40 56.7 

Based on the figures of Table 4.8, the following chart provides a graphical presentation of 

results relating to level of importance of each dimension. 
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Chart 17: Graphical interpretation of data on level of importance of each dimension 

Chart Showing Level of Importance 

40% 

• Reliability 

• Responsiveness 
_ Security 

• Accessibility 

67.50%- Quality of Information 

The more the variable is shown in the right side more importance will it hold. It is seen that 

most important aspects are Responsiveness and Accessibility as per the %. The most 

significant dimension identified in the present study is Responsiveness (67.5%). The next 

significant dimension identified is Accessibility (63.3%) followed by Reliability (60.8%) and 

Quality of Information (56.7%). Finally, the least important dimension identified is Security 

(40%). 
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4.4 Customer Satisfaction with Internet Banking Service 

Quality 

The main aim of the research objectives was to inspect the level of satisfaction of Cypriot 

electronic banking users with each dimension of internet service quality. This objective was 

determined as the research question two as follows: 

"Which dimensions of internet service quality satisfy and which dimensions dissatisfy Cypriot 

electronic banking users in the context electronic banking? " 

For this objective, the data collected with respect to satisfaction levels with each dimension -

reliability, responsiveness, security, accessibility and quality of information - are examined, 

analysed and discussed. 

4.4.1 Reliability 

Reliability was the first dimension for which contributors were asked to state their levels of 

agreement or disagreement with assured items of the questionnaire. For analysing our 

collected data, we had combined the scale "Slightly Agree" and "Strongly Agree" as well as 

"Slightly Disagree" and "Strongly Disagree" in % in order to have a clear picture of the 

positive as well as the negative responses. An answer from a contributor in a response of 

being "Slightly Agree" or "Strongly Agree", we assumed that provides the same point of view 

with just the different of the intensity of opinion. The scale and the graphical analysis of the 

collected data of response indicate the results that, the total of response indicated 41.7% 

disagree on the reliability dimension of e-service quality while 57.9% agree on reliability 

dimension of e-service quality. 

Therefore the level of satisfaction for reliability dimension of e-service quality is "Agree". 

According to lun & Cai (2001, p. 282), reliability means " ... providing accurate 

service ... keeping service promise ... making accurate records ... keeping promise as 

advertised". 
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The definition that reliability was given in this study is the ability to provide an accurate 

service and keep promises as advertised (Zeithaml et aI., 2002; Yang et aI., 2004; 

Parasuraman et ai, 1985; Jun & Cai, 2001; Nantel, 2000; Santos, 2003). Those characteristics 

related to a reliable service are what we have found in our research. Mostly, the sample 

strongly agrees that the internet banking service offered involves no extra hidden costs and 

the transactions and calculations are accurately executed. As far as the term "accuracy" is 

concerned, Al-Hakim (2007) stated that accuracy, in the context of online services, is a 

significant aspect of quality, the improvement of which will ensure improvement in customer 

satisfaction levels. Definitely, our survey results show that there appears to be a positive 

relationship between reliable services in terms of accurate transactions and calculations and 

customer satisfaction. 

Another important aspect coming out from our sample is that the contributors slightly agrees 

that the service is provided as promised and advertised and that the website's functioning is 

proper and web pages' downloading is quick. Zeithaml et al (2002) found that one of the 

major gaps in serving the customer from the intern et is the design gap due to the possible 

failure of the provider to incorporate knowledge about customers' expectations into the 

functioning of the website. Our results, however, reveal that the majority of the sample is 

satisfied with the functioning of the website, which is, in turn, an indication that Cypriot 

internet banking providers incorporated knowledge well about customers' requirements. 

Considering the above, it can mentioned that Cypriot electronic banking users, limited to our 

survey's sample, are mostly satisfied with that the service is provided as promised and 

advertised, the service delivery process involves no extra hidden costs, any sort of calculation 

automatically executed by the website is accurate and the website's functioning is proper and 

web pages' downloading is quick. Taking mind our results compare with the findings of 

Santourides et al (2009) in their study of internet banking service quality in Greece we can 

easily understand that both results are correlated. On both results reliability has a strong 

impact upon satisfaction levels. 
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4.4.2 Responsiveness 
Responsiveness is the following dimension for which contributors were asked to state their 

levels of agreement or disagreement with specific items of the questionnaire. In bearing in 

mind the results of the total responses on satisfaction levels with providers' responsiveness, it 

appears that among the sample, 54.4% disagree on responsiveness dimension of e-service 

quality whereas 45% agree on responsiveness dimension of e-service quality. Simply 

specified, the survey's illustration is not satisfied with the dimension of responsiveness. 

The definition provided for the dimension of responsiveness was the ability to provide a 

service accurately, consistently and timely (Johnston, 1997; Jun & Cai, 200 I ; Santos, 2003; 

Yang et aI, 2004; Parasuraman et ai, 1985). In the literature, a close interrelation was given 

between a bank's responsiveness and the willingness and readiness of bank representatives to 

provide customers with assistance in cases of problems or enquiries (Parasuraman et ai, 

1985). However, our illustration appears to be dissatisfied with the willingness and readiness 

of representatives when they are needed for support and assistance. Our findings correlates 

with the findings of Forester Research Inc (2001, cited in 10hnson & Weinstein, 2004), which 

found that online service providers failed to meet the rising expectations of customers 

regarding the prompt response via emails or telephones or the willingness and readiness of 

call-centre staff to provide assistance. Our finding must carefully be taken into account since, 

in the absence of personal interaction, the role call-centre staff is more than important (Jun & 

Cai, 2001). 

4.4.3 Security 

The third dimension tested in terms of its relationship with customer satisfaction was the 

dimension of security. 32.3% of Cypriot electronic banking users disagree on Security 

dimension of e-service quality whereas 65.6% agree on security dimension of e-service 

quality. In previous chapter we determined security to be the protection of both personal and 

financial information by the service provider (Johnston 1997; Yang et al., 2004; Flavian & 
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GuinallU, 2006). The impact of security on perceived service quality and customer satisfaction 

was also mentioned. When a customer clearly receives the message that the service delivery 

process is safe and secure, customers' perceived service quality and satisfaction levels 

improve (Song & Zinkhan, 2003). In other words, the higher the levels of security, the more 

chances for customers to trust a particular website and being satisfied with the service 

purchased (Wolfinbarger & Gilly, 2002; Santos, 2003). 

Certainly, our results shows that the majority of contributors have frequently agreed that their 

banks have taken measures to send the message that any information sharing between the 

provider and the customer is protected, secured and confidential. Having clearly received the 

message, customers seem to be very satisfied with general security of the service. In fact, the 
'" 

majority of contributors are pleased 'and satisfied with the bank cares about the personal such 

as passwords and usernames or financial information such as transactions of the customers, 

the personal information is protected, security when executing internet banking transactions. 

4.4.4 Accessibility 

Accessibility is the fourth internet service quality of our research dimension. In view of the 

total responses on the dimension of accessibility, the majority of Cypriot electronic banking 

users (51.8%) disagree with the items corresponding to accessibility dimension whereas only 

40.6% agree on those items. Accessibility refers to the degree to which a service is 

approachable and easy to access (Parasuraman et ai, 1985, 1988). As far as the electronic 

banking is concerned, a service would be accessible when information in the website and 

personal account are easy to access (Yang et al., 2004). Considering our research, 

nevertheless, it clearly shows that the Cypriot electronic banking users disagree on the ease to 

access website's information and personal account. For instance, the majority of respondents 

find it difficult to identify the contact details of the bank from the website. 

The customer needs to communicate with different ways with bank, if it appears absence of 

human interaction such as via email and telephone. This method of communication must be 

accessible in that they must easily be identified from the website. Also an important aspect is 
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that the banks should understand that the internet banking is used not only by experienced 

users but also by users who are not so familiar with the internet. Consequently, access to such 

information must be easy and simple. The contributors of the survey were dissatisfaction to 

the ease simplicity to find the contact details of the bank. 

Additional feature making a service accessible is the time taken for a bank representative to 

become available for assistance (Jun & Cai, 2001). To the degree that this feature is 

concerned, the majority of the sample disagrees with the ease to access a bank representative 

without long waiting time. This means that in their efforts to communicate with the bank 

either via email or by telephone they strive to do so by waiting long time in the queue until a 

representative becomes available. According to Vriens (2000), long waiting times is an 

indication of operational inefficiency and a major reason for high levels of customer 

dissatisfaction. 

In conclusion Cypriot electronic banking users seem to be dissatisfied with the dimension of 

accessibility, in terms of the ease, speed and simplicity to access the website, the personal 

account or a bank representative. 

4.4.5 Quality of Information 

Quality of information is the final dimension of internet service quality in our research. In our 

survey, it was found that 43 .1 % of Cypriot electronic banking users disagree on the quality of 

information dimension whereas 53.3% agree on quality of information dimension of e-service 

quality. 

Li et al. (2002, p. 689), which defined quality of information as the "attributes of information 

contained in E-mails or websites. " The importance of this dimension lies in that internet 

service delivery does not involve human interaction and as such customers are required to 

collect the appropriate information by themselves from the website or by making enquiries 

through emails. In this sense, the information must clearly and simply be presented so that it 
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is easy for the customer to understand what services are on offer and what the process by 

which those services are delivered is (Sachs & Stair, ] 997). 

Li et al. (2002) additional clarifies that quality of information means providing information 

that is current, relevant, timely and accurate. The above characteristics of information are 

found in our research to positively affect customer satisfaction. ]n specific, the survey's 

participants stated their agreement in that the information provided in the website or in emails 

is current, relevant and timely. This implies that Cypriot internet banking providers manage 

information effectively by updating their websites on a frequent basis and providing their 

customers with information that are meaningful. Nevertheless, Li et al. (2002) mentioned that 

the information provided must also be rich in detail. In this viewpoint, our sample disagrees in 

that the information provided is rich in detail. In overall ,' Othough, it is apparent that Cypriot 

electronic banking users are satisfied with the dimension of quality of information. The 

finding related to the quoted dimension correlate with the studies of Liu & Arnett (2000), Li 

et al. (2002), Santourides et aJ. (2009), which also found that the quality of information has a 

significantly positive effect on overall customer satisfaction. 

4.5 Importance of each Dimension in Customer 

Satisfaction 

The third objective of our study was to chart the importance of each dimension of internet 

service quality in customer satisfaction as perceived by Cypriot electronic banking users. As it 

was mentioned in Chapter One, the corresponding research question was: 

"What do Cypriot electronic banking users consider to be the most significant internet service 

quality dimension or dimensions in satisfaction levels? " 

This question presents the third objective of the study and, to achieve this objective, certain 

items were included in the scale to gather data for each dimension. Question 5 is used to 
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evaluate the levels of importance of Reliability. Question 10 is used to evaluate the levels of 

importance of Responsiveness. Question] 5 is used to evaluate the levels of imp0l1ance of 

Security. Question 20 is used to evaluate the levels of importance of Accessibility. Question 

24 is used to evaluate the levels of importance of Quality of Information. 

Our findings as presented in the previous chapter indicate that responsiveness is ranked as the 

most important dimension in customer satisfaction from the perspective of the sampled 

Cypriot intern et banking users. Therefore, given the responses of the sample, it appears that 

responsIveness in our study has the most significant influential power on customer 

satisfaction .. 

The second most important dimension of internet banking service quality is accessibility. This 

finding was gathered by surprise since a number of popular studies have not found a strong 

relationship between accessibility and customer satisfaction (Parasuraman et ai, 1988; 

10hnston, 1997; lun & Cai, 2001). In contrast with those studies, our research reveals that 

Cypriot electronic banking users are highly concerned with the ease and simplicity provided 

to access website's information, find contact details and talk to a bank representative without 

long waiting time. 

The third and fourth important dimensions of service quality as perceived by the survey 

sample are the reliability and quality of information dimensions respectively. Regarding 

reliability, given the ranking that it was given in other studies, such as those of 10hnston 

(1997), lun & Cai (2001), Santos (2003) and Yang et al (2004), it should be expected a higher 

actual score for this dimension in terms of its importance in satisfaction levels. The 

overwhelming majority of respondents, however, agreed with the corresponding item of 

reliability, which confirms its importance in customer satisfaction as expressed and 

empirically found by previous studies. 

With respect to the quality of information, the dimension was ranked fourth. The low score of 

this dimension contradicts with the studies of Santourides et al (2009) and Li et al. (2002) in 
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which the quality of information was amongst the most important factors, which customer 

value when assessing service quality of web-based services. Despite the low ranking of the 

dimension in our study, the agreements with the corresponding item were more than the 

disagreements. 

Finally and surprisingly enough, the dimension of security was ranked as the least important 

dimension in satisfaction levels. According to Santourides et al (2009), in countries with 

relatively low intern et and internet banking penetration rates, it is expected that security issues 

are highly considered by the users. Given the above, it was expected that Cypriot internet 

banking customers would be highly concerned with the security dimensions . Nevertheless, the 

sample of the study seems not to consider security as a significant factor influencing their 

satisfaction levels. 

4.6 Summary 

The following table provide a summary of our findings; the level of satisfaction for each 

dimension and importance of each internet service quality dimension from the perspective of 

Cypriot electronic banking users. 

Table 4.9: Summary of Findings for Research Question Two and Three 

Level of Satisfaction Importance Ranking 

Reliability Agree 2 

Responsiveness Disagree 5 

Security Agree 4 

Accessibility Disagree 

Quality of Information Agree 3 
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Responsiveness is the most significant dimension of service quality in customer satisfaction. 

Cypriot electronic banking users are, however, dissatisfied with the level of responsiveness of 

internet banking providers. Accessibility such as the ability to provide a service that is 

approachable, easy and simple to access is the second most significant dimension of internet 

service quality among Cypriot internet banking users. As with the responsiveness dimension, 

however, the level of customer satisfaction with accessibility dimension of service quality is 

low, according to the findings. Reliability and quality of information are the third and fourth 

important dimensions of internet service quality respectively among Cypriot intern et banking 

users for which they are satisfied with these two dimensions. Finally, though security is the 

fifth important dimension of internet service quality among Cypriot internet banking users, 

the sample of the study is satisfied with it. 
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Chapter jive 

CONCLUSIONS AND RECOMENDATIONS 

This chapter will summarise the results and associate them to the research objectives of the 

study. Based on the final outcomes, certain recommendations are given to Cypriot internet 

banking providers that would enable them to improve their service quality in areas, which the 

present study found to be more important. Finally, the limitations of the study and the 

implications for further research are discussed. 

5.1 Research Objectives and Summary of Outcomes 

Identifying the principal the key dimensions of internet service quality was the first objective 

this research Regardless of the disagreeing arguments on the mentioned connection, we state 

that, in the context of online services, perceived service quality offerings a significant feature 

influencing customer satisfaction. The dimensions were then selected though a scholastic 

review of the literature and, mostly, the research on online service quality. Even though our 

research on existing studies has led to the identification of numerous dimensions of internet 

service quality, only five dimensions were selected on the basis of the frequency of mention 

in the literature. The selected dimensions are reliability, responsiveness, security, accessibility 

and quality of information. Using these dimensions of service quality, a conceptual 

framework was then established for the purpose of our research. This context is based on the 

idea that, in the context of on line service, the above dimensions have an important influence 
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on either customer satisfaction or customer dissatisfaction. By accomplishing the first 

objective of the research, we then concentrated on designing the research instrument of the 

research, which was a structured questionnaire consisting of totally twenty four items. The 

tool was used to principally achieve the second and third objective of the study. The second 

objective of the study was to inspect which of the selected dimensions lead to customer 

sati sfaction and which of those dimensions lead to customer dissatisfaction. The results of the 

survey discovered that while Cypriot electronic banking users, are happy and satisfied with 

the dimensions of reliability, security and quality of information, they are not so with the 

dimensions of accessibility and responsiveness . The consequence of study's findings is, 

hence, that the previous dimensions of internet service quality lead to customer satisfaction 

while the other ones lead to customer dissatisfaction. The third and the last objective of the 

research were to examine the amount of importance of the five selected dimensions from the 

perspective Cypriot electronic banking users. The findings relating to this objective revealed 

that responsiveness and accessibility are the most important dimensions of internet service 

quality followed by reliability, quality of information and security. The two dimensions 

leading to customer dissatisfaction are the most important dimensions in customer 

satisfaction. The dimensions of responsiveness and accessibility have the most powerful 

influence on the levels of satisfaction of Cypriot electronic banking users. Based on the 

beyond results, we may now move on achieving the fourth research objective of the study, 

which is to provide a number of recommendations to Cypriot electronic banking providers on 

the areas that should concentrate to improve their service quality. Service quality has 

commonly been realized as a vital contributing issue of influence, attracting, satisfying and 

retaining customers as well as a vibrant tool of attainment a supportable competitive 

advantage. Hence, internet banking providers are required to focus their attempts in gaining a 

sustainable competitive advantage not only on the basis of price but also on the basis of the 

quality of their services. In order to do so, they are required to obviously appreciate and 

understand customers' requirements and requests. Only in this ways, intern et banking 

providers will manage to overcome the challenges associated with customer dissatisfaction 

and high levels of customer turnover. On the basis of our findings, certain recommendations 

could be made that would enable internet banking providers to improve the quality of their 

services and keep their customers satisfied and loyal. 
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5.2 Recommendations to Cypriot Internet Banking 

Providers 

The research acknowledged five key dimensions. Just for clarification all five dimensions it is 

recommended that the appropriated emphasis should be given since all have an influential 

power on customer satisfaction. Nevertheless, given the differences in intensity of the impact 

on customer satisfaction, Cypriot internet banking providers are also called to pay particular 

attention to the areas of service quality, in which customers are either dissatisfied or they 

perceive them as more important than others in customer satisfaction. 

Secondly, it is recommended that Cyprus-based internet banking providers pay particular 

attention on the dimension of responsiveness. Our study's sample was found to be dissatisfied 

with this dimension while, simultaneously, considering it as the most important one in their 

satisfaction levels. This implies that banks should more effectively manage the operations of 

their internet banking services so that they could respond to the customer more quickly 

effectively. Possible actions should be the prompt response to customers via emails or 

telephones when a technical problem occurs. This, in turn, requires a careful management of 

call-centres, human resources and operations. Beside the immediate response, banks should 

also provide customers with sufficient information so that the customer could be satisfied 

through a complete answer. Moreover, bank could also possibly compensate customers in 

case of a poor service provided or, at least, apologise gracefully. Apologising means that the 

bank accepts its responsibility for a mistake and this may positively influence the overall 

impression in customers' minds. Also, Cypriot internet banking providers could possibly 

think of the provision of live chat support through the website. Such an action could provide 

more interactive methods of communication with the customer that allows easy and quick 

response to customers' enquiries. 
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Thirdly, banks are recommended to place increased emphasis on the dimension of 

accessibility. The particular dimension was also found in our study to have a negative 

relationship with customer satisfaction. At the same time, the quoted dimension is perceived 

by Cypriot electronic banking users to be the second most important dimension in their 

satisfaction levels. On the basis of this finding , it is recommended that Cypriot internet 

banking providers focus on making their services more accessible to their customers. Firstly, 

it is important for the banks to simplify their web sites so that it becomes easier for customers 

to find out the appropriate information. Banks must keep in mind that not all customers are 

familiar with the internet and therefore websites must be accessible to a variety of audience. 

Banks must provide their contact details in the website in as a clear and easy way. In case of 

the introduction of a live chat support, as recommended previously, the icon of that support 

must be easily recognised by customers. Finally, it is important for the banks to rethink of 

their call-centres operations so that the call waiting time can be reduced. Our sample seems to 

be highly dissatisfied with the long waiting time when attempting to contact a bank 

representative and this issue must carefully be considered by Cyprus internet banking 

providers. 

5.3 Implications for Further Research 

The limitations of the study as untaken in the previous section provide several implications 

for further research. Due to the limitation of the study'S positivistic approach, further research 

could be undertaken to measure Cypriot internet banking users' to give the contributors the 

opportunity to describe specific incidents that satisfied or dissatisfied them. Such methods 

could enable the selection of more experienced internet banking users who could describe and 

expand on a series of different incidents that influenced their perception of a particular 

servIce. 

Future research might also re-consider the dimensions determining internet service quality 

and make possible changes in the theoretical framework of the present study. Even though the 

dimensions identified are deemed by the author to be significant attributes of internet service 

quality, other important dimension not included in the theoretical model of the study could 
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also be tested in terms of their impact on and importance In customer satisfaction. 

Furthermore, the study investigated service quality in Cyprus internet banking from the 

perspective of internet banking users. Further research could also examine the perceptions of 

internet banking providers . 

Finally, the current study was restricted to a general investigation of internet banking service 

quality and levels of satisfaction from the perspective of Cypriot internet banking users. In 

future research, however, it would be interesting to examine the differences in perception 

within certain groups of the sample population. For example, what are the differences in 

perceptions between males and females or between different age groups of Cypriot internet 

banking users? A similar approach could be applied to examining customers' perceived 

service quality for specific internefbanking providers based in Cyprus. 
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APPENDICES 

Appendix D: Informed Consent Form 

Research Participation Consent Form - Questionnaire 

Project Title: A Study on Internet Banking in Cyprus: Investigating the Perceptions of Cypriot 
Internet Banking Users of Service Quality and Levels of Satisfaction 

Data gathered during this research (including the names of participants) will be treated as 

confidential and securely stored. Please answer each statement concerning the collection and 
use of the research data. 

YES NO 

1. I have read and understood the information sheet 

2. I have been given the opportunity to ask questions about the study 

3. I have had my questions answered satisfactorily 

4. I understand that I can withdraw from the study at any time without 
having to give an explanation 

5. I would like to receive information about the outcome of the 
research project 

6. I consent to being contacted at any time within the next two months 
for further clarifications. 

Name: 

Signature: __________ _ Date: 

Do not hesitate to contact me if you have further question 

Appendix ill: Informed Consent Form Translated in Greek Language 
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Appendix IV: The Study's Questionnaire 

Survey on Internet Banking Service Quality in Cyprus 

Part 1: Purpose of the Survey 
The survey is conducted by the researcher for academic purposes and, particularly, for the 
completion of his MEA studies in the UK. The purpose of the survey is to evaluate the 
opinions of Greek-Cypriot internet banking users on the service quality in internet banking 
and the levels of their satisfaction based on their past experiences. The findings of the survey 
will be used to gain a better understanding of what Greek-Cypriots require when interacting 
with bank via the internet. You are kindly asked to fill the items set below. Your participation 
in the survey will be highly appreciated. All the data gathered will remain confidential during 
the life of the survey and after its completion. 

Part 2: Personal Information 

1. Gender 

Male D Female D 
2. Age Group 

20orbeJow D 21-30 D 31-40 D 41-50 D 51 or above D 

3. Occupation 

Public sector employee 
Private sector employee 
Self-Employed 
Student 
Unemployed 

4. Educational Background 

Secondary Education 
Bachelor Degree 
Masters 
PhD 
Other (Please specify) 

5. I have been an intern et banking user for: 
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One year D Twoyears D More than two years D 

Part 3: Service Quality and Customer Satisfaction in Internet Banking 

[1] [2] [3] [4] [5] 
SCALE Strongly Slightly Neutral Slightly Strongly 

Disagree Disagree Agree Agree 
No 1 2 3 4 5 
1 The service is prov ided as promised and advertised. 
2 The service deli very process involves no extra hidden costs 

3 
Any sort of calculation automatically executed by the website is 
accurate. 

4 
The website ' s function ing is proper and web pages' down loading is 
qu ick. 
Reliability* of the internet banking service plays an important role 

5 
in my satisfaction with the quality of the intern et banking services. 
* Reliability is defined as the ability of the bank to provide an 
accurate service and keep promises as advertised. 

6 
The bank responds to any transaction by promptly providing a 
confirmation of the execution of that transaction. 

7 
Bank' s responses are relevant to my enquiries and completely 
answer my questions . 

8 
Call-centre staff is ready and willing to help when technical 
problems occur. 

9 
Call-centre staff apologises and compensate when any sort of 
problem with service occurred. 
Responsiveness* plays an important role in my satisfaction with the 

10 
quality of the internet banking services. 
* Responsiveness is defined as the ability of the bank to provide a 
service accurately, consistently and timely. 
The bank follows a scholastic and careful procedure when receives 

11 and provides personal (ie username and password) or financial 
information (ie credit card number) 

12 I feel that the personal information I provide my bank are protected. 
13 I feel secured when executing internet banking transactions. 

14 
The bank took measures to convince you that any provision of 
information, either personal or financial is protected and secured . 
Security* plays an important role in my satisfaction with the quality 

15 
of the internet banking services. 
*Security is defined as the ability to make customers feel protected 
and secured when providing personal or financial information. 
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16 
Access to the website ' s information and personal account is easy 
and simple. 

17 It is easy to find the contact details of the bank from its website. 

18 
A variety of contact methods (ie e-mails telephone, fax etc) to talk 
to a bank representative is Qfovided. 

19 
I can easily have access to a bank representative without long 
waiting time. 
Accessibility* plays an important role in my satisfaction with the 

20 
quality of the internet banking services. 

*Accessibility is defined as the ability to provide a service that is 
approachable and easy and simple to access. 

21 Information contained on the website is current and timely. 

22 
Information provided by emails or call-centre staff is accurate and 
relevant. 

23 Information contained on the website is rich in detail. 
The quality of information* plays an important role in my 

24 
satisfaction with the quality of the internet banking services. 
*lnformation quality is defined as the ability to provide information 
that is current, timely, accurate, relevant and rich in detail. 

Thank you for your participation 
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Appendix V: The Study's Questionnaire Translated in Greek Language 

EpCJ)T!JP:a-roM'Ylo yw TIlV nOWT!l"ra t>?t1)PEOiaS -rIDV -rpanE~lKrov 

Opa(f!!)pU)TI)-rCOV CJT!)V Kvnpo 

Mtpos 1: :EKonoe; 'TIle; 'EpEt>vae; 
To 7UJ..POV Epmrrtf.1.aTOAoylO OXEJzamrtKE a7ro TOV &p&vvrtr~ yza aKaJrtf.1.afKOi)(; m<07rOi)(; KW 
mJYKEKplf.1.tva yza rrtV OAOKA~pm(5rt rrte; wm7rWxzaK~e; TOV Jzarplj3~e;. 0 (5K07rOe; rrte; tpwvae; 
dvaz va a(lOAoy~(5&l rle; a7rOI!f&Ze; rmv KV7rplmV KamVaAmrWV 7rOV xprtmf.1.07rOlOVV rrtV 
JzaJ1KwaK~ rpa7r&(lK~ 7raVm ma ()tf.1.am 7rOlOrrtme; rmv V7rrtPEmWV 7rOV Aaf.1.j3avovv KW m 
&7ri7r[;Ja lKaV07roirtr5'Y!e; rove; j3am(5f.1.tvoz (5[; [;f.1.7r&zpi&e; TOVe; f.1.t(5a a7rO T'Y/V Xp~(5rt Trte; JzaJzKwaK~C; 
rpa7r&(ZK~e;. Ta wp~f.1.am rrtC; ip&vvac; ()a xprtmf.1.07rOlrt()OVV yza rov OXrtf.1.arz(5f.1.o f.1.zac; KaAVr&PrtC; 
&lKovae; yza TO rrt (rtTOVV 01 KV7rPlOl KamvaAmTie; omv ayopa(ovv rpa7rE(lKiC; V7rrtPwi&C; a7rO TO 
JzaMKTvo. EVY&VZKa KaAdm& va mJf.1.7rArtPW(5&r[; TO 7rapov &pmrrtf.1.aTOAOylO. H mJf.1.wrOX~ (5ac; 
mrtv ip&vva ()a &Krlf.1.rt()d zJlwrtpmc;. VA&e; Ol 7rArtPO(popieC; 7rOV ()a JW(5Ere ()a 7rapawivovv 
Ef.1.7rlmEVTzKtC; Kara r17v JlapKEza rrte; ipwvae; KW f.1.Era r17v OJ...OKJ...~pm(5~ rrte;. 

Mtpoc; 2: llpooconlKte; nJ.:qpOlpopiEe; 

6. cDvl..o 

Appf:V D D 
7. ID..tKla 

20 f) ~lKp6Lf:po~ D 21-30 D 31-40 D 41-50 D 51 f) ~f:yaAlnf:po~ D 

8. Eno:adlla 

Yn6.MTJAo~ ()TJ~6<HOU 'to~Ea 
Y n6.MlJAO~ l()lffiUKOU 'to ilEa 
Au't6-f:pyo()O'tOUIlf:VO~ 

Ma 9r)'tf) si <1>01 'tTJ'tf) ~ 
AVf:pyo~ 

9. EnlnEoo M6pQ)(o(J1)c; 

~EU'tf:pop6.ellta f:Knai()f:uOT] 
K6.'tOxo~ n'tuxiou 
K6.'tOxo~ Jlf:'tanwXlaKou ()11l:A.WIl<l'tO~ 
K6.'tOxo~ ()lbaK'tOplKoU 
AXA.o (ll apaKaAw avarptpEmzj 
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10. Eil1al IptiaT!)S T1)S OlaOlKT1>aK1)s 'tpa7tE'lK1)S Ila: 

'Eva x.povo D LlDO XPOVta 0 DI::PIcrcrOTEPO ano Mo XPOVlU D 
Mtpoc; 3: IIOIonrra 'U1n)PEGlaC; Kat tKavo7toil1GT1 GTI1v OtaOtKT'UaK'l] 
'rpa7tE~'K'I] 

[1] [2] [3] [4] [5] 
IO.i~aKa Ala{j)(OvID Ala{j)(Ovro Atv }:'U ,upcovro }:'UJl{j)covro 

A7tolma E).Al{p pro<; 't07t08E'tOUJlE Elacppro<; A7tol'U'ta 
No 1 2 3 4 

1 
H DtaDIK'tuaKi} unllPwia npomp£p£ml onmc; unocrx£811KE Kat 
DtaqnIJltcrTllK£. 

2 
H D1aD1Kacria napoxilc; U.~llPW1WV DEV nEp1Aafl~6.vEl 
onOlaDi\no't£ EnmA£ov KOcrTT]. 

3 
K6.8E floP<Pil1)nOAo')'tcrflOD 1101) a1)'toflam EK'tEAEhE ano 'tllv 
Icr'tocrEAiDa EiVat aKp1~T]C; 

4 
H AEl'to1)p,),ia TTJC; t()1;ocrEAtDac; dvat anon:AEcrJlanKi} Kat II 
Dta8IKacrta Ka't0'<p6p'tm011S EiVat 'YPTJ,),OPT}. 
H aSLOntcr'tia* 'tT}C; 1)nllPWta<; Eivat mwavHKi} cr'tT}V 
lKaVOnoiT}<JT} JlO1) ')'Ia 'tT}V nOlo'tll'ta 'tllC; 8ta81K'tuaKT]C; 

5 
1)nT}pwiac; n01) AaJl~6.vm. 

*A(I07rlOTia eppf/W;VeTal w<; f/ lKa.VOqTO. Tf/<; Tpa.ne(a.<; va. 
napi;xe1 aKpljJei<; vnf/pfxJi€<; Km va. T1Jpei Tl<; vnorJ"x.ExJGl<; onw<; 

~IOJP1JpiOTf/Ka.V. 
H 'tp6.n£l~a av'tanoKpivE'tat crE Ka8£ ()1)VaAAa')'T] JlE Tllv 

6 KaTaAAllAT} napoXTJ E1l:t~E ~a im<JT} C; 'tllC; EK't£AEcrllC; TllC; 
cruvaAAa')'TJc;· 

7 
H avmnoKpicrEtC; 'tllC; 'tpanEi;,ac; EiVat crXEHK£S Tmv EpmTllJla'tmv 
/-101) Kat £napKwe; ne; anav'toDv. 
Ot UnaAAT}AOl TllAE<pmVtKWV K£v'tpmv £XOUV He; KU"C6.AAT}AEe; 

8 yvwcrEte; Kat dvat np08UflOt va ~oll8fJcr01)V o'tUV 
napo1)crtai;,ov'tUt npo~Ai]Jla'tU 'tExv1Ki}e; <pDcrEme;. 
01 1)naAAT}A01 'tllAEq>mVIKWV K£V'tpmv anOAO,),ODV'tUI Kat 

9 avmJlEipouv JlE K6.8£ 'tpono ')'10. A6.811 Kat npopATJJlam nou 
nap01)crtacr'tT}KaV Ka'ta 'tT}V napOXT] 'tT}e; unT}pEcriae; 
H avmnOKp1GT} * 'tllS 'tpanEi;,as dvat crT}JlaVHKT] cr'tllv 
1KavonoillGT} Jlou ')'ta 'tT}V n010'tT}m 'tllS DIa8IK'tuaKTJS 

10 unT}pEcrias nou AaflP6.vm. 
*AVTanOKpUYf/ €PPf/V€V€Tal W<; 1J lK(J.VOT1JTa T1J<; Tpo.7r€((J.<; va. 
(J.vTanOl<piVeTal jJ.e Tpono (J.KPljJiJ, (lVven1j Km i:YKmpo. 

H 'tpanEi;,a aKoAou8Ei crxoAacrHKES Kat npocrqHK£C; 
11 8taDIKacriEC; omv EtcrnpanEI Kat napEX£l npocrmntK£S Kat 

XPT} Jla 1:OOlKOVO JlIKES nA T} poq>o piES· 

5 
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12 
At0"8uvollm aG<paAi]<; OLaV napEXW npoO"W7rlKU 8diollEva O"tT]v 
tpund~a Ilou. 

13 
A to"8uvollm aG<paAi]<; OLaV £Kt£AW 1:pan£(~lKE<; O"UvaAAaYE<; 
ana to 8ta8iK1:UO. 
H tpun£sa Aall~uv£l llE1pa va 11£ n£lO"£t nw<; onOla8i]not£ 

14 
napoxi] nAT]po<popia<; Ilou (£l1:£ npoO"w7rlKij £It£ 
XPl1llat001KoVO 1l1Ki]) 80. napall£lv£l aO"<paAi]<; Km 
£1l7rlO"t£unKij. 
Ta 8Ella1:U aG<puA£ta<;* £lvm O"T]llaVHKU o"1:T]v lKavonoiT]O"T] 
Ilou yta 1:T]v nOlO1:T]1:U tT]<; 8ta81K1:UaKi]<; unl1Pwia<;. 

15 *A(JrpaAew eP!1lJveverw wc; IJ lKa.VOTIJTa TIJe; Tpa7re(a.e; va. 
!1E:ra.rptpel TO a.i(J()IJ!1G. G.(Jrpa},E:We; move; xp~mE:e; ora.v a.vTOi 
7ra.ptxovv 7rpO(JW7rlKa KW a})LG. &bo!1tvG.. 

16 
H npoO"~aO"l1 O"1:T]v to"tOO"£Ai8a Km 1:0V npoO"WntKO Ilou 
AoyaplaO"Il0 £lvm anAi] Km £UKOAT]. 

17 
Ta O"t01X£la £7rlKOlVwvia<; tT]<; 1:pUnESa<; IlnopOUV £UKOAa va 
£VtOntO"tOUV ana TT]V lO"1:oO"EAi8a. 
I1ap£xov1:m nOlKiAE<; IlE8080l (nx T]AEK1:pOV1KO Laxu8pOIl£lO, 

18 <pa~, tT]A£<pWVO KO.) Y1a E7rlKOlVWvia IlE aVHnpoO"wno 1:T]<; 
1:pun£sa<;. 

19 
Mnopw EUKoAa va £ntKOlVWvijO"W 11£ avnnpoO"wno 1:T]C; 
tpUnE~ac; xwpiC; IlEYUAl1 81UpKE1a ava~ovf]c;. 
H npoO"paO"lIlO1:l1ta * tT]<; unT] pwia<; £lvm 01l1lavnKij O"tT]v 
1KaVOnoiT]0"T] Ilou yta tT]v n010tT]1:U 1:11C; 81a81K1:UaKi]c; 

20 
unl1pwiac;. 
* llpo(J[Ja.m!10TIJTa E:pf.1IJVEVerW we; IJ IKa.VOTIJTa TIJe; Tpa7rE:(a.e; 
va. 7ra.ptXel 7rpo(JEyyi(Jlj.lCe; v7r'1Pwiee;, '1 7rpo(J[Ja.(J'1 TWV o7roiwv 
dvw a.7r}'~ KW eVKOA1]. 

21 
H nAl1po<poPT](Hl nou yiVELal ana tT]V to"tOO"£Ai8a £ivm EYKmpT] 
Km U~WT]. 

22 
01 nAT]po<popiEC; nou nEp1Aall~UVOVLa1 O"1:T]V to"tOO"EAi8a £lVat 
aKp1~i]c; Km O"XEHK£C;. 
01 nAT]po<popiEC; nou nap£XOVLa1 ana T]AEK1:pOV1KU 

23 1:Uxu8po Il£la i] unUAAT]AoUC; tl1AE<PWV1KWV K£VtpWV £ivm 
AEntOIlEpi]c;. 
H nOlO1:T]1:U 1:WV nAT]po<poP1WV* £lvm O"T] llavnKi] o"1:T]v 
1KavonoiT]0"T] Ilou yta tT]v nOlO1:T]ta tl1<; 8ta81K1:UaKi]c; 

24 
unT]pEO"iac;. 
* H 7r010T'1Ta T'1e; 7rA1]porpopia.e; epf.11]vEVerW we; 1] IKa.VOT'1ra. T'1<; 
Tpa7rE:(a.e; VG. 7rG.piXE:I 7rAIJPorpopiee; 01 o7roiee; dvw Tpixov(Jee;, 
a.Kpl[J~e;, k7rTOf.1E:p~e; KW OXE:TlKte;. 
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Appendix VI: The principles of Market Research Society Code 

• Market researchers will conform to all relevant national and international laws. 
• Market researchers will behave ethically and will not do anything which might damage 

the reputation of market research. 
• Market researchers will take special care when carrying out research among children and 

other vulnerable groups of the population. 
• Respondents' cooperation is voluntary and must be based on adequate, and not 

misleading, information about the general purpose and nature of the project when their 
agreement to participate is being obtained and all such statements must be honoured. 

• The rights ofrespondents as private individuals will be respected by market researchers 
and they will not be harmed or disadvantaged as the result of cooperating in a market 
research project. 

• Market researchers will never allow personal data they collect in a market research project 
to be used for any purpose other than market research. 

• Market researchers will ensure that projects and activities are designed, carried out, 
reported and documented accurately, transparently, objectively and to appropriate quality. 

• Market researchers will conform to the accepted principles offair competition . 

Source: Market Research Society (2005), "Code of Conduct", [online], Available from: 
http://www.mrs.org.uklstandards/downloads/code2005.pdf [Accessed At: 
07/04/2009] 

90 


