International Business Management 11 (1): 113-117, 2017
ISSN: 1993-5250
© Medwell Journals, 2017

Indirect Effects of Website Quality Dimensions on Customer
Loyalty through Customer Satisfaction: Empirical Evidence from
Indonesia’s Banking Industries

Toto Sugiharto
Department of Business Management, Faculty of Economics, Gunadarma University,
Jl. Raya Margonda, 164242 Pondokeina Depok, Indonesia

Abstract: This study empirically examines indirect impacts of web quality dimension on customer loyalty
through customer satisfaction with internet banking service quality in the Indonesian banking industry. The
primary data were obtained from 200 respondents of ten banks using self-administered questionnaire through
persconal contact. Path analysis was performed to test the proposed hypotheses. It was found that web quality
dimensions which include accessibility and security, speed and facility of access, information quality,
interaction facilities and contact and (design in different strengths and magnitudes significantly affect customer
loyalty through customer satisfaction. Information quality or informativeness of website was identified as the
most important dimension of web quality in influencing customer satisfaction and, n turn, customer loyalty.
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INTRODUCTION

Internet, based on its cost effectiveness and speed of
information transmission, has been identified as the ideal
medium for accomplishing banking activities (Floh and
Treiblmaier, 2006). It 13 comprehensible, therefore, for
banks to changetheir primary activities from traditional off
line to more efficient and sophisticated online-internet
banking or electronic banking (e-Banking). This change
requires banks to invest a lot of money in internet
infrastucture. Smce, the banks mvest billions m the
mfrastructure, satisfaction and
customer loyalty are assumed as key success factors in
e-Banking (Bauer, 205). Accordingly, establishing
long-term customer relationships is a prerequisite for

internet customer

generating positive customer value on the internet. In the
mean time, the question of how to promote customer
loyalty arises when the relationship between the bank and
the user becomes a virtual one.

The importance of loyalty in the context of electronic
business has been acknowledged and has been analyzed
by a number of studies (Reichheld and Schefter, 2000;
Reichheld et al., 2000, Lynch et al., 2001 ; Bauer, 2005; Lin,
2007). Customer is defined as loyalty as a commitment that
1s deeply held by customers to repurchase or re-patronize
a preferred product ad or service comsistently in the
future, thereby causing repetitive same-brand or same
brand-set purchasing, despite situational influences and
marketing efforts having the potential to cause switching
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behavior (Yee and Faziharudean, 2010; Oliver, 1999). This
general definition and its related characteristics, according
to Ribbinki et al. (2004) and Yee and Faziharudean (2010)
are in effect to online loyalty.

There are a variety of factors that should be taken
into consideration in order to enhance intemnet banking
customer loyalty. One of which is that websites are
required to put a strong emphasis on their customers’
quality demands, which are steadily changing and
increasing over time due to the growing competition in the
internet banking industry (Jun and Cai, 2001). On top of
that, it has been identified that loyalty plays a very
crucialrole in improving long-term profitability. Customer
loyalty of mnternet banking are also influenced by several
factors, these include, amongst others, trust, habit, bank
reputation and customer satisfaction.Satisfaction was
identified as unportant determmant of loyalty (Floh and
Treiblmaier, 2006; Y ee and Faziharudean, 2010; Agaga and
Nor, 2012).

With an increasing of
including custumers of internet banking being online,
the mnportance of websites for mfluencing purchasing
decisions is rising steadily. Accordingly, measuring the
quality of websites from a users’ point of views pose a
crucial role and has the potentials for companies to take
corrective actions, develop an appropriate e-Banking
strategy and improve their operations (Ganapathy et al.,
2004). For this purpose this study through a literature
review, five diumensions of website quality have been
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identified which include accessibility and security,
speed and facility of access, mformation quality
(informativeness), interaction facilities and contact and
website design and interactivity. These dimensions are
assumed to have potential impact of customers
satisfaction of using mtermet banking (Lin, 2007,
Yaghoubi et al., 2011; Sadeh et al., 2011).

This study 1s aumed at analyzing the effect of
web quality dimensions (i.e., accessibility and security,
speed and facility of access, mformation quality
(informativeness), interaction facilities and contact and
website design and interactivity) on customer satisfaction
and in tun, on customer loyalty in Indonesia’s banking
sector.

MATERIALS AND METHODS

Research model and hypothesis: Research model
which illustrates causal relationships amongst research
variables, 1s shown in the Fig. 1. The dimensions are as
follows accessibility and security (Dim_1), speed and
facility of access (Dum_2), information quality (Dim_3),
interaction facilities and contact (Dim_4) and website
design and interactivity (Dun_5). Based on the model
depicted in the following six hypotheses were formulated:

+ H; accessibility and security positively affects
customer satisfaction

e H%: speed and facility of access positively affects
customer satisfaction

¢+ H.; information quality (informativeness) positively
affects customer satisfaction

+  H, interaction facilities and contact positively affects
customer satisfaction

*  H; website design and mteractivity positively affects
customer satisfaction

¢ H; Customer satisfaction positively affects customer
loyalty

Data set and analysis: Primary data were collected from
200 respondents of ten banks (i.e., each bank was
represented by 20 respondents which were randomly
selected) which are listed in the Indonesia’s Stock
Exchange (IDX) usmg a set of valid and reliable
questionnaires.

List of participated banks:
*  Bank Mandiri

¢ Bank BNI
+  Bank Centra Asia
+  Bank Mega

*  Bank Rakyat Indonesia
s+  Bank Danamon Indonesia

[}
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Fig. 1: Theoretical model

+  Bank Tabungan Negara

*  Bank Bukopin

+  Bank CTMB Niaga

¢ Bank Internasional Tndonesia

Web quality dimensions, customer satisfaction and
customerloyalty questionnaires.

Variable dimensions and questions

Accessibility and security:

»  Website 1s easy to access and to navigate

»  Website 1s always available and easy to find

»  Website has adequate security system for
transaction

Supporting facilities completeness:

¢+ Website has adequate search facilities
s+ Website has valid and variety of links
»  Website can be personalized

Information quality:

»  The mformation available in the website 15 useful for
me

»  The information available in the website 15 complete
and comprehensive

¢  The information available in the website is clearly
presented and easy to understand

»  The information available m the website 13 accurate
and trustworthy

Supporting customer needs:

+ In this website, source or contact of mformation that
can be contacted is available (i.e., telephone number,
email address, etc.)

» In this website, general mformation about the
organization or the company owner of this website
(vision, mission, organizational goals, organizational
structhure, etc.) is available

» In tlus website, information on the rights and
obligations of users 15 provide
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s In this website, information about the services that
can be utilized by customers/users are provided

Design:
¢  The appearance of this website looks appealing
(attractive)

*  The appearance of thiswebsite 1sneatly arranged
*  This website usesfontsize in aproportional manner
¢ This website uses color matching system

Customer satisfaction:

*  This websiteisone of manysimilar websitesthat] need

* My decisionto access and usethiswebsiteto find
information and(if necessary) the transactionis the
right decision

*  This website can be accessed and navigated easily
without any problems

¢ Overall, Treally like this website

»  Overall, I was satisfied with all the service facilities
provided by this website

Customer loyalty:

* I will re-visit and re-use of this website

*  Of the many similar websites, I just want to use this
website as a primary choice

¢« T would recommend this
colleagues and my family

website to friends,

Path analysis was performed on the collected data to
empirically test the formulated and proposed hypotheses.

(a) Unstanderized coefficient

Fig. 2: The resulted empirical model

Table 1: Statistical significance of regression, path and determination coefficients

RESULTS AND DISCUSSIONS

The resulted empirical models and their related
attributes  such as regression coefficients both
unstandardized coefficients and standardized
coefficients (path coefficients), determination coefficients
and intercepts or constants are presented in Fig. 2.

The resulted parameters (1.¢., regression coefficients,
path coefficients, determination coefficients) and their
statistical significance are depicted in Table 1 which
follows.

As clearly shown in Fig. 2 and Table 1, website
quality dimensions including include accessibility and
security, speed and facility of access, information quality
(informativeness), mteraction facilities and contact and
website design and interactivity are found to have
simultaneous  significant and positive effect on
customer satisfaction. These web quality dimensions
simultaneously affect customer satisfaction; their
contribution to customer satisfaction is no less than 73 %
which means that approximately 73% of vanability in
customer satisfaction can be explained or are controlled
by these variables. Partially, their impact on customer
satisfaction are varied both in term of magnitude (i.e.,
regression and or path coefficients) and strengths (i.e.,
statistical significance: 1. 5 or 10 % of alpha). Information
quality or informativeness of the website (1.e., Dim_3), in
the mean time, 13 found as the most important website
quality dimension in affecting customer satisfaction. This
is indicated by its both regression and path coefficients
(i.e., 0.399 and 0.403, respectively).

(b) Standerized coefficients

Effect of coefficients

v On DV Regression Path Rig. CD Sig.
Dim_1 - Satisfaction 0.144 0.132 0.0] 4+ * 0.731 0.000%#*
Dim_2 - Satisfaction 0.207 0.209 0.000%** - -

Dim_3 - Ratisfaction 0.399 0.403 0,00y

Dim_4 - Satisfaction 0.110 0.104 0.078%#*

Dim_3 - Ratisfaction 0.160 0.150 0,07 3 - -
Satisfaction - Lovyalty 1.036 0.841 0.000%** 0.707 0.000%**

Dim_1: accessibility and security, Sig.: statistical significance; Dim_2: speed and facility of access; ***significant at alpha 194, Dim_3: information quality
(informativeness), ***significant at alpha 5% Dim_4: interaction facilities and contact; ***significant at alpha 10%; Dim_5: website design and interactivity;

CD: Coefticient of Determination
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In general, these findings are not different from
previous similar studies such as Floh and Treiblmaier
(2006), Bauer (2005), Reichheld and Schefter (2000),
Reichheld et al (2000), Lynch et al. (2001),
Srimvasan ef al. (2002) and Yee and Faziharudean (2010).
Their studies regarding the relationship between website
quality dimensions and customer satisfaction m various
business sectors or industries are in line with this study’s
finding where webquality is of importance to customer
satisfaction. Tt was found by Bauer (2005) that there are
three generic service categories which were categorized as
the basic demands of portal users and form the core
service category. These mclude core services, additional
services and problem-solving services. Through their
research, Reichheld and Schefter (2000), remind us that
website quality and its related facilitties should be
considered in order to increase customer satisfaction and
loyalty. In their study m twelve countries, Lynch et al.
(2001) recognized that website quality, trust and firm
reputation play important roles in influencing customer
purchase intentions and loyalty. Tt was also found by
Yee and Faziharudean (2010) that in Malaysia, service
quality, perceived value, trust, habit and reputation of the
bank are important variables in influencing customer
satisfaction and loyalty.

It was also recogmzed that customer satisfaction
significantly and positively affects customer loyalty.
Customer satisfaction as can be seen in both Fig. 2a
and b and Table 1, contributes to customer loyalty by
approximately 71%. Customer satisfaction is identified
as the important path through which website quality
dimensions affect customer loyalty. This finding is in line
with Floh and Treiblmaier (2006) who emphasized that
the mmportance of customer satisfaction i umproving
customer loyalty. In a little bit different way, findings of
this research were supported by Srinivasan et af. (2002)
whose study arrived at an interestingconclusion where
customization, contact interactivity, cultivation, care,
commumity, choice, character
significantly affect e-Loyalty.

convenlence and

CONCLUSION

Website quality is of importance to banks that have
intensively change their primary activities from traditional
off line to sophisticated and cost-effective online-internet
banking. Website quality dimensions which include
include accessibility and security, speed and facility of
access, information quality (informativeness), interaction
facilities and contact and website design and mnteractivity
both simultaneously and partially m different strenghts
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affect
satisfaction and customer loyalty. Information quality or
informativeness of website 1s found as the most important
dimension in affecting customer satisfaction and, in turn,
customer loyalty.

It implies that mn order to wnprove their customer
satisfaction and n tum, customer loyalty, management of
bank should take into account their website quality (i.e.,
all five webquality dimensions) especially information
quality or informativeness dimension. This dimension, as
discussed previously is found as the most important
website quality dimension.

and magnitudes  significantly customer
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