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FACTORS AFFECTING CUSTOMER SATISFACTION TOWARDS ONLINE 

BANKING: A STUDY ON MAYBANK2U IN KUALA LUMPUR 

 

BY 

 

DEEBAN MANIERAJOO 

 

OCTOBER 2020 

 

Nowadays internet has become a very important too in everyone’s life. Due to the rapidly 

growing technology, everybody prefers to do all the online transactions via online. To 

accommodate customers’ needs all the banks also actively involved in giving their best services 

in online banking, which results in customers getting higher satisfaction level.  This research will 

focus on how security and privacy, e-services and convenience impact the customer satisfaction 

in online banking. This research is also conducted to test the fourth objective, which is to identify 

how customer satisfaction impacts the online banking. For this study, online survey form was 

created using the Google form. Once the approval was given to the questionnaires by the mentor, 

it was distributed to the participants. The Google survey form was distributed to 250 people who 

stay around Taman Sri Jati via WhatsApp or email. From the total 250 people, 150 people have 

responded to the survey. The collected data was interpreted using the IBM SPSS Statistics 

version 26. Based on the analyzed data, all four hypotheses were accepted. Based on the 

research, it is concluded that security and privacy, e-services and convenience positively impact 

the customer satisfaction in online banking. It is also concluded that customer satisfaction 

positively impact the online banking services. 
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CHAPTER 1 

 

INTRODUCTION 
 

 

In every peoples’ daily lives, internet has become a very important tool. Due to this 

rapidly upgrading technology, our manners or behaviors in handling the financial transactions 

have changed too. Previously all the customers used to make all the transactions by physically 

going to the bank branches that they wish to make the transactions. Nowadays every banks have 

been actively involving in this online technology so that any transactions will be made easier for 

the customers, resulting in achieving a better satisfaction of their customers. 

 

 Satisfaction of customers has continuously been the present day attention in numerous 

studies. This kind of subject or issues can always be an intellectual and uncertain concept, with 

the condition on which sector or to which subject this service is devoted to. Also, we can say that 

it is undeniable that satisfaction of the customer is very important in nearly every aspect of 

industry. It is very crucial to attain the satisfaction of customers in any aspect of industry thus 

improving and sustaining the customers in the business that we do.  

 

In this following discussion, a research or study has been conducted on the satisfaction of 

the customers on Online Banking of Maybank2U in our country, which is Malaysia. These 

discoveries can be also used as strategies to upgrade the value of the system of online banking in 

the future.  

 

According the Rueangthanakiet Pairot in the year 2008, has mentioned that satisfaction of 

customers in all depend on the capability of businesses to undertake the commerce, passionate 

and mental needs of their customers or consumers. Satisfaction of the customers or consumers is 

a most vital part to accomplish in any of the business; whether it is in online or also in the 

traditional method of business. 

 

When it comes to online trades, satisfaction of customers and reliability will come in the 

first place, because as a customer every individual will always anticipate great and excellent 
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services; whereas if they are not satisfied with the services, the customer will easily shift to 

alternative platform and pull away from the previous dealings permanently. 

  

 Hence, the industry of online banking has to know the customers’ demand in order to 

achieve the optimum level of customer satisfaction standard. Few of the criteria for the optimum 

satisfaction of the customers are as follows: 

 

a. Wanted data quantity 

b. Time for the feedback 

c. How many clicks required to go through their requirements? 

d. Website 

e. Services with high quality 

 

 

1.1 Background of the Study 

 

According to Suki in the year 2010, Bank Negara of Malaysia approved all the authorization 

of local banks to offer services of internet banking. The approval was announced in June 2000. 

Hence, the online banking services were initiated in Malaysia. In order to counterpart the online 

users or customers’ requirements, every banks have provided many forms of produces and 

facilities via websites of online banking. 

 

In the year 2000, on 1
st
 June the Bank Negara of Malaysia had given approval to all the local 

commercial banks to start providing the services of online banking. On 15/6/2000, Maybank has 

become the first commercial bank in Malaysia to offer the services of online banking in 

Malaysia. Maybank is the major local bank, in the matter of resources and also in terms of the 

network or system dissemination. Maybank directs its own website or portal which is 

www.maybank2U.com. Consequently, other local banks also have started to offer the online 

banking services to their banking customers. Among the local banks that initiated to offer the 

services of online banking following the Maybank are Southern Bank, Multi-Purpose Banks, 

Hong Leong Bank and few more other banks. 

http://www.maybank2u.com/
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 According to one of the review on the banking platforms of Malaysia via the internet, it 

has been learned that every local or domestic or local banks that have established the services of 

online or internet banking with the approval of Bank Negara of Malaysi0.a, they have an 

approved authorised websites. Presently, this online banking or internet banking services are 

being delivered to each and every distinct online banking customer. The online banking websites 

vaunts of the up to date 128- bit technology of encryption to scatter the uncertainties of safety 

amongst every customers of the banks. Among the services provided in the services of internet of 

online banking in the portal are as follows: 

 

a. Functions of banking enquiries 

b. Payment of credit card 

c. Payment of bill 

d. Summaries of accounts 

e. Fund transfers 

f. Check of retrieve the history of online transactions 

 

 Those banks that offers services of online or internet banking, also offers services in 

terms of customer supports through telephone calls or also through e-mails. All these services are 

available in daily basis starting from morning till mid night. This info was obtained from the 

websites arraydev.com. 

 

 Maybank grab the pride of being the largest local bank of Malaysia and also the very first 

bank of Malaysia to initiate the internet banking or online banking services by launching its own 

particular portal, which is www.maybank2U.com. Afterwards, Hong Leong Banks also came 

after Maybank to initiate their own internet banking or online banking services.  All these online 

or internet banking services made their online services customers’ life easier by enabling them to 

make bill payment in an easier way. At the same time, they also can monitor their bank balance 

and even can do cash transaction to whichever bank account they wish to make the transaction. 

In daily basis, every day from 6 o’clock in the morning until 12 o’clock in the midnight, every 

banks that offers the online banking services also provide the customer support services to their 

customers through either telephone calls or e-mails. The online services that is provided by the 

http://www.maybank2u.com/
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Maybank2U is still being the most popular and common portal service that is being used by all 

Malaysians.  

  

 One of the business magnate of Malaysia, which is Mr. Khoo Teck Puat established the 

Maybank. Till to date, Maybank positions amongst the top five banks in the ASEAN. While, in 

Malaysia it has the certification of Qualifying Full Bank (QFB). In total Maybank has 374 

branches. While, it has more than 2800 Automated Teller Machine (ATM) machines which had 

been placed in the most business constituencies and outlying assets to be accessed by the 

Maybank customers in a better way.  

 

 Highest number of payee firms is already gripped by online site of Maybank. There are 

about seven hundred varieties of bills can be paid using the Maybank2U online banking or 

internet banking services. Moreover, there are few of government sponsored programs are being 

cooperated with services of Maybank2U online banking. Among the government sponsored 

programs are Agensi Kaunseling dan Pengurusan Kredit (AKPK) and Skim Simpanan 

Pendidikan Nasional (SSPN). Agensi Kaunseling dan Pengurusan Kredit is the credit counselling 

and debt management agency which is initiated by Bank Negara of Malaysia in April 2006. This 

agency aid folk to manage their financial problems by restructuring their monthly bank 

instalments. While Skim Simpanan Pendidikan Nasional (SSPN) the scheme for savings which is 

for higher education. This National Education Savings Scheme is initiated in the year 2004. This 

scheme was launched by government in collaboration with Malaysian National Higher Education 

Fund Corporation. Additionally, Ministry of Finance Housing Loan Scheme also has reinforced 

this.  

 

 According to the report of Sin Chew Daily in the year 2010, Maybank2U has bagged 

about fifty four percentage of the share market of the online banking or internet banking in 

Malaysia. According to the figures from ComScore in the year 2009, which is an innovator in 

assessing the digital setting, has proposed in their first public study of web usage in Malaysia 

that Maybank2U led as the most commonly visited and also used portal that has more than one 

million users by attaining nearly twelve percentage of the overall webs of Malaysian. This 



5 

 

achievement had secured the Maybank2U’s spot as the country’s ultimate online banking or 

internet banking choices in the whole nation.  

 

 The Maybank2U online or internet banking is available for nearly all kinds of 

transactions. Amongst the examples of transactions services that are available in the online or 

internet banking are requesting for bank balance, transfer of the funds, payment of the bills, 

opening of bank accounts, updates of the individual profiles, stock in online, renewal of 

insurance and many more. Apart from this facilities, the Maybank2U mobile application also 

acts as an outbuilding for prepaid of mobile adding to uploads of websites of e-commerce. 

 

 On the other hand, according to Ainin et al, 2005, in the research done earlier it has 

shown that only partial amount of banking customers prefers to make transactions for example to 

create personal savings, loan application and make payment for household mortgages using the 

online or internet banking services. Presently, there are still many of the banking customers who 

are prefer to make all those earlier mentioned transactions by going to over the counter just 

because they prefer to have face to face contact with the bank staffs. In that way, they believe 

that they can get very precise particulars or information for their needed enquiries. 

 

 In the year 2016, World Bank had projected that from the year 2005 through 2015 the 

total users of internet or online banking had increased from 48.63 percentage to 71.06 percentage 

per hundred individuals. According to Yeoh and Chin, 2011 the bigger the quantity  of 

consumers’ of internet, the bigger the quantity of customers that uses the online banking or 

internet banking services.  

 

 Even though Malaysia showing the growing trend for the growth of online banking in the 

recent years, yet the rates of acceptance for online banking in Malaysia is still measured to be 

very low like the other Asian countries. This situation had brought up few questions and 

concerns. All these issues will be examined in this research. Among the concerns that arise are as 

follows: 
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1. Will the lack of the protection of the internet or online banking between Maybank2U and 

Malaysians inhibit the customers from using the service of online or internet banking? 

2. Do Malaysians think that it is difficult to use the user website interface of Maybank2U 

online banking services? 

3. Is the online banking services of Maybank2U are not up to the satisfactory level, which 

inhibit the customers from using it?  

 

 In this research, all the issues/ questions/ concerns raised will be taken into measures to 

inspect the factors affecting the customers’ satisfaction in online banking Maybank2U. 

 

 In 2016, Asian Finance Institute (AIF) exhibited that internet banking services in 

Malaysia had been progressing rapidly due to the rising in internet broadcasting and distribution. 

According to Polasik and Wisniewski in 2009, Malaysia is experiencing rising perception 

towards acceptance for online banking. Meanwhile, also there are still few amount of Malaysians 

that are uncertain to use it. Again according to the Asian Finance Institute in the year 2016, the 

usage of internet or online banking among Generation Xs and Generation Ys are on the growth. 

 

 In the year 2016, Bank Negara of Malaysia’s certified page has stated that the amount 

the online banking service users had gradually increase in between years 2006 and 2016. In the 

report it was mentioned that in the year 2006 only twelve percentages which is 3.2 million 

customers were able to use the services of online banking. While, in the year 2016 the amount 

was more than twenty times. The amount of customers who used the online or internet banking 

services in the year 2016 was 66.3 percent, which is 20.5 million customers. These reading 

shows that Malaysians started to trust the service of online or internet banking.  
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Figure 1 displays the whole transaction quantity volume of usage internet or online banking in 

Malaysia in the year of 2017. 

 

Figure 2 describes the data of use of internet or online banking in the year of 2018. 

 

When interrogated on how the online banking benefits its customers, it is found that 84.9 

percentage of online banking or internet banking users benefitted their usage in terms of using it 

to check the bank account balance, check or retrieve the history of transactions and few other 

details. Whereas, 80.6 percent of the users use the internet or online banking services for the use 

of intra and inter bank fund transfers. At the same time, 72.5 percent of the online banking users 
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have agreed that their payment of bills has become simpler with the use of online banking. 

According to them, they manage to make the bill payment using online banking without the 

hassle of queueing over the counter. Almost half of the percentage which is about 45.0 

percentage of the online or internet banking users had benefitted the service to make payment for 

their outstanding credit cards or loans. Whereas, 35.6 percentage of the users have used the 

online banking service to reload their mobile phone. There is an option to reload mobile phone 

balance charges in the Maybank2U online banking services. Online banking services had 

benefitted one fifth of the online banking service users to handle their online insurance and 

investment. The one fifth of the users contribute to about 21.1 percentage from the overall data. 

While, 20.2 percent of the online banking users benefitted from having the standing guidance. 

Standing instruction is an option that is available in the online banking services that enables the 

users to set up certain fixed sum transactions automatically, at fixed consistent intermissions, 

where they can transfer or make payment to different accounts. Even though there are currently 

millions of online banking service users available in Malaysia, but only 13.0 percentage of the 

users were aware of the points and scheme provided by the providers and effectively managed to 

redeem the rewards from their respective local banks. 

 

Same like the other online banking services in other banks worldwide, online banking 

services in Malaysia also were primarily launched to achieve the need for accessibility, which is 

to make all the basic transactions easier for customers. But slowly all the banks started to face 

challenges to provide some better facilities for online banking. Frequently upgraded online 

banking services facilities is important to satisfy the each and every individual using the online 

banking services. The more the customers satisfied with their online banking service, the longer 

they will stick to the specific banks’ services. The customers will be satisfied with the services if 

the service is future proof, accessible and dependable. 

 

Additionally, as a competition between banks, in the year 2007 the Banker’s regular 

series mentioned that by the year 2015, many non-bank organizations will come up with wide 

foremost trials to major banks, masticating profits into their conservative expenses and evolving 

latest payment links that will fully evade banks. For an example. PayPal company that has 

obtained total of 145 million accounts in lesser than ten years in about one hundred and ninety 
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countries, cuts off all the banks from the cycle of payments, allowing the individuals and 

companies to make to and from payments via online.  

 

Furthermore, with new updated recitalists in which that includes telecommunications 

corporations and superstores that are emerging into markets of economic services. That kind of 

latest challengers come up with the major and strong base of customers and has a better 

platforms of distribution of creative. For examples are AEON Corporate, that provides credit 

cards where its account holders can benefit from using it for online transactions and to pay bills 

online. Likewise, insurance corporations, secondary civilizations and self-governing loan 

supplier’s feat a varied diversity of economic merchandises on their comprehensive confined 

customer vile by cross-selling. Similarly, computer-generated online markets expand on charge 

pellucidity and bring down precincts. Websites propose rapid, stress-free admittance assessments 

of charges, prices, concern cares and revenues on speculation delivered from the several 

monetary facilities suppliers. 

 

 In the year 2009, Cicso indicated that in the sectors of banking all the customers will 

unremittingly call for additional regulators on their way of transactions with their bank. The 

customers actually want to choose on when, where and how to convey out and settle their 

economic activities. Nowadays the customers do not want to physically go to any bank branches 

to get the overall banking services. On the other hands, presently most of the customers prefer to 

complete their banking works or their monthly payment commitments using their mobile phones 

or computer at the home or office only. If can they only want to visit the bank branches 

whenever they want to settle any hard matters. In the meantime, the customers also choose to be 

knows as how they are remembered as people, not just as some numbered accounts.  

 

 Clients abstain in the earlier required banks to constantly be harmless, dependable and 

liable. It will never ever modify, nowadays present online banking customers are further 

complicated in relations than merely trades; they get the net as the major intermediate for a 

diversity of routine selections and activities and are no more submissively overriding what’s 

offered to the customers. They’re further anticipated to go to dukes for merchandise and facility 

information via thorough data. 
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 Based on the summary of BIG Research’s Simultaneous Media Survey (SIMM, 2007), 

customers or consumers who rapidly make their survey online before buying the items from the 

stores are rich in information and they always prefer to share their knowledge of their findings 

through words of mouth. For example, about forty seven percentage of adults are giving 

recommendations on daily basis to others about the goods they have bought and about 29.4 

percentage of adults give daily recommendations about the services that they have obtained to 

others via words of mouth. All these discoveries had proposed to banks that online service users 

are revolving into not only a potential account holder for their online facilities, but likewise an 

assenter for other people or customer into gaining or consuming their banking amenities.  

 

 In the year 2004, Centeno has argued that rapidity, suitability of faraway admittance, 

anytime anywhere usage facilities for 24/7 and the charges inducements are the vital components 

which will encourage consumers to use service of online banking.  

 

 Guerrero et al. (2007) examined the practice of online banking services by Europeans and 

their discoveries proposed that ownership of various kind of fiscal produces and facilities, slant 

in the way of business and belief in the operational as an investment portal impact the use of 

internet banking or online banking services by customers. 

 

 In the year 2008, Durkin et al. highlighted that the straightforwardness or effortlessness 

of a products that is reachable by online banking or internet banking services will make the 

customer life easier for the customers to get familiar to online banking or internet banking 

services. Even though customers are expansively studying the acceptance of the online banking 

or internet banking services; there are also initiatives takes on learning about the basis measures 

of the internet banking or online banking.  

 

 In the year 2006, Shah and Siddiqui led the study about the case of Woolwich Bank. In 

the study, they found that customers’ mindfulness, adaptability of the organization, availability 

of the resources, security of the online system, identity of the brand that has been established, 

networks that are multiple integrated, incorporation of the systems, organizational alteration of 
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the management, support from the higher hierarchy in the management and not forgetting the 

excellence service of the customers are the challenging features  for the accomplishment of the 

internet banking or online banking services.  

 

 Howcroft et al. in the year 2002, presented that banks may require rate for money, free or 

error, available all the time or handy and laidback facilities and cost effective in the integration 

of online or internet banking services. Berger in the year 2007, Bontis and Fits-enz also in the 

year 2007 stated that customer funds is the key aspect as a dynamic strength that lies behind the 

success of any organization. Banking sectors should always admit the concept of customer 

service to maintain permanent or longer period influences or networks. 

 

Sciglimpaglia & Ely in the year 2002 specified that banks are at jeopardy to client 

damage from entrants with all comprehensive online services. Dealings of customer satisfactions 

are measured as suggestive of the over-all convention of automated amenities. Yet curiosity in 

using particular online services relates to various customer relationships. 

 

According the study done by Goh, Yeo, Lim and Tan in the year 2016, the significance of 

the satisfaction of the customers is treasurable, in which it can back up to preserve and call for all 

the customers at the very same time concurrently. If a customer has incredible satisfaction with 

the services of a particular bank, a strong connection can be made in between that specific bank 

and the customers. Every individual or account holders can be converted to the most content and 

enthusiastic customer, only at the moment the bank delivers the superior feature of their 

amenities or facilities to their respective customers. 

 

As a consequence, every customers’ satisfaction contributes a vital importance parts for 

the banks to repetitively be modest in the sectors of banks. There are also some minor number of 

features for online banking services that adds to amended and enhanced satisfaction of 

customers. For example: content and quick web designing, the worth of the specific services, 

constricted safety and confidentiality, user friendliness, rapidity and few others more.  

 



12 

 

In 1996, McMohan mentioned that in order for the banking sectors to sustain among their 

customers for a longer period of time, merchandising or local banks should oblige to gain 

satisfaction of their customers or consumers over the features of the products and also should 

have an excellent quality in terms of their services towards the customer. In the year 2003, 

Anderson and Srinivasan has mentioned that satisfaction of the customers is always linked to 

greater stage of truthfulness of customers and also bigger revenue in terms of economy, which 

eventually determines the strategic business valuation. 

 

 In the year 1999, Mols found that when an economic sector manages to provide a higher 

quality services to their customers through online, that particular economic sector can also 

manage to lodge an enormous amount or group of varied customers.  

 

 In the year 1999, Sathye had predicted that Banking sector most likely to take full 

advantage on the benefits of internet for their future banking services. When the banking sectors 

starts to emerge in the online banking sectors, they can save so much of their operating costs and 

at the same time they can also venture to other kinds of business strategic, for example 

publishing advertisement about their services to their respective customers. 

 

 In the year 2001, Chan, Lakonishok and Sougiannis has mentioned that apart from 

banking sectors directly getting the benefits from the online banking services, it is also found that 

banking customers can equally benefit from the online banking or internet banking services. For 

instance, online banking service customers can find that their transaction procedures have 

become way more easier, most cost savings when it comes to the travelling part to the banks and 

they can use the online banking services even after the office hours.  

 

 Hence, gaining a greater knowledge or thoughts on experience that customers go through 

after using the online banking or internet banking services is very crucial so that any mistakes 

can be amended and better services will be given in the near future for the customers. Therefore, 

in this research we will emphasis on the factor that are affecting the satisfaction of the customers 

in Malaysia using the Maybank2U online banking.  
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1.2 Problem Statement  

 

 Based on the earlies studies that had been done by the researchers, there are few breaches 

that was emphasized. According to the research done in 2014 by Aliyu, Rosmain and Takala the 

major limitations that they find it obviously was the data that were studying was inadequate. The 

limited data made them find it difficult to study on the factors that prevent the banking customers 

to use the online banking or internet banking services.  

 

 In order to get a better and more complete exploration of the foremost factors that will 

affect their customers’ satisfaction in the banking sectors in Malaysia’ online baking or internet 

banking services, more detailed additional investigational studies should be conducted in 

Malaysia. Examples of studies that can be further studied are about the fundamental reasons that 

are inhibiting the banking customers’ acceptance towards the online banking or internet banking 

services in Malaysia. 

 

 Studies done by Octovian and Daniela in the year 2006 and by Omar et al in the year 

2011, found that there are majority of the banking customers that are still not very familiar with 

the facilities available in the online banking or internet banking services. This issues made them 

to still not feel confident about the safety and security and dependability of the online banking 

services. There are a big group of bank customers who are still not have enough confidence 

about the online banking or internet banking service all ever the world.  

 

 According to a study done by Ahmed in the year 2011, there are always a connection in 

between the satisfaction of the banking customers and the substantial in the process of internet 

banking or online banking services. Among the connections are such as the level of 

dependability, level of receptiveness and also the level of understanding. According to the 

research performed by Ahmed in the year 2011, a survey was conducted among twenty one 

customers of banks. The study exposed that customers are highly satisfied with the services of 

online banking or internet banking offered by Malaysia’s Islamic Banking effectively. 
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 In the study conducted by Sanmugan in the year 2007, the researcher distributed or 

separated their banking customers to three types of groups or clusters. Those three groups goes 

under the categories of demographic, status conservative or best known as socio-economic and 

none other than technological approach towards the online banking or internet banking services. 

The researcher has discussed that all bank services should be able to categorize their divisions of 

marketing. To provide a better online banking services, banks should focus on marketing 

strategies that emphasises on the subdivisions that can advance the online banking or internet 

banking services in Malaysia.  

 

 Still, customers’ acceptance towards online banking services should be further analysed 

too.  Especially in Malaysia, there are very few studies had been conducted to define or to find 

out on how popular is the online banking or internet banking services among the bank customers. 

 

 How established is online banking or internet banking services in Malaysia? 

 

 What are the major factors that inhibit or encourage the customers to use the online 

banking or internet banking services that is provided by Maybank2U via using the help of 

internet? 

 

 Taking into consideration the level of approaches or acceptance and comportments of the 

customers concerning the online banking or internet banking services, it is very important and 

vital that banking sectors provide their service in a manner that it can positively affect the level 

of acceptance of the customers towards the online banking or internet banking services in 

Malaysia. In a way it can be a right approach for the banks in this competitive industrial world.  

 

 The customers’ satisfaction is one of the vital and crucial factor that can determine on 

how long an industry will thrive in this competitive world. This matter applies to banking 

industry too. This issue can be explained in this following example. When a customer is greatly 

satisfied with the service that is provided by the bank that they hold the bank account, they will 

stay with that bank for a longer period of time or even permanently. In a way, by words of mouth 

it even can attract new account holders or customers to that particular banks. When a banking 
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customer faces dissatisfaction towards the service provided by the particular banks, the banks 

have the tendency of losing its customer, and eventually leading to the failure of the organization 

or company. 

 

 Any changes or upgrading that’s being done in the banking sector especially in the online 

banking or internet banking services will directly give effect to the particular banks’ reliability, 

appearance, trustworthiness and credibility. It has never been an easy job to create a good 

satisfaction in terms of accomplishing the requirements and inevitabilities of all the banking 

customers. It is because, every customer will definitely have at least one of the concerns that will 

pull them back from committing or trusting fully the online banking or internet banking services. 

For that reason, it is very crucial for the banking industries or organizations to always take into 

consideration about the perspective or standpoints or opinion of their customers before launching 

or hosting any new kind of plans or programs that will directly give positive or negative impacts 

on the customers’ satisfaction and also convenience.  
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1.3 Research Objectives 

 

The general purpose of this study to be conducted will be to define on the types of factors that 

will contribute to satisfaction of customers on the Maybank2U internet banking or online 

banking services in our country, Malaysia. The specific or exact purposes or objectives of this 

research study will be as follows: 

  

Research Objective 1: To determine on how privacy and security system of Maybank2U online 

banking or internet banking impact the satisfaction of the customers. 

 

Research Objective 2: To determine on how the quality of e-service of Maybank2U online 

banking or internet banking impact the satisfaction of the customers. 

 

Research Objective 3: To determine on how the service convenience of Maybank2U online 

banking or internet banking impact the satisfaction of the customers. 

 

Research Objective 4: To determine on how the satisfaction of the customer impact the 

Maybank2U online banking or internet banking service. 
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1.4 Research Questions 

 

This research is mainly developed or studied in order to get the answers for the questions on 

satisfaction of Maybank2U customers in online banking or internet banking services in Malaysia. 

Below are the four types of the research questions that were developed in order to narrow down 

the objectives of this research. The research questions are as follows: 

 

Research Question 1: How security and privacy influences the customer satisfaction of 

Maybank2U online banking services? 

 

Research Questions 2: How e-service quality influences the customer satisfaction of 

Maybank2U online banking services? 

 

Research Question 3: How convenience influences the customer satisfaction of Maybank2U 

online banking services? 

 

Research Question 4: How satisfaction of customers influences the online banking services of 

Maybank2U? 
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1.5 Significance of the Study 

 

 The better the banking sectors aware of the issues or facilities that every banking 

customer expect from the banking services, the longer and better the sector can survive and 

endure in our country, Malaysia and even any market sectors all over the world.  

 

 When we discuss about the level of understanding of the banking sectors on the 

contentment, requirements and also the necessities of the customer in the online banking or 

internet banking, we can clearly figure out that those are the essential factors that a banking 

sectors supposed to focus on to gain more customers towards using their particular online 

banking services; at the same time escape from losing the customers which eventually cause the 

loss of business and revenue. 

 

 In this rapidly growing fast pace world, every banks and financial organizations are 

approaching online internet system to retail their respective services and merchandises. This 

approach can be said to be the business strategic that every banks and financial organizations 

venturing in order to upsurge their share market and even the whole trade area or sectors. 

 

 In addition, internet propagation that is clearly developing very promptly, enables the 

banking sectors to interest more customers of online to use their service. It also enables the 

online banking service customers to save more in terms of costs, as well as cutting down the 

costs of operational services of the banking sectors. When taking into consideration about that 

reasons, banking sectors will definitely can provide an optimum and valued package or amenity 

to their customers who try on their online banking or internet banking services.  

 

The findings from this research can enable the banking sector superiors or decision makers to 

determine the criteria or structures that can impact the satisfaction of the customers who uses 

their online banking or internet banking services. The findings determined from this research 

study can be used as the standard parameter to fine tune their business strategies in our country, 

Malaysia. It can be ultimately beneficial especially for bankers from foreign country who wish to 
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invest in Malaysian Banking sectors; who are most likely not to be very familiar with the 

perspective and circumstances of our local banking customers.  

 

 According to the studies conducted previously, it has been found that it is very difficult 

for economic sectors especially banking sectors to keep or retain their customers while at the 

same time decreasing their revenue. Attaining new customers are expensive and not cost saving 

compare to retention the customers which is less expensive. The previous studies also found that 

customers who are satisfied with the service of online banking or internet banking stays longer or 

permanently to their respective banks; meanwhile those customers who are not contended with 

the service of their respective banks will easily jump to the competitive banks.  

 

 Discovering the connection between the satisfaction of the customers and the online 

banking or internet banking services will be very crucial in order for the banking industries to 

regulate the relationship between banking sectors and their respective customers. In that way, 

data that evaluate the conviction or dependence will be very important for the banks. At the same 

time, when the customer is confident enough with the service that is provided by the online 

banking, the banks can gain the trust from its customers, resulting in positive impact on the 

online banking or internet banking transactions. On the other hand, convenience the customer 

faces during the usage of the online banking services, the quality of e-service that the customer 

experiences while using the online banking services and the privacy features and also the level of 

security and safety features are all directly impacts future of banking services, in which all these 

features and factors determines on how much longer that specific banking sectors can thrive in 

the industry and how successfully the sectors can be despite having numerous numbers of 

competitors. 
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1.6 The Organisation of the Study 

 

 Online banking or also known as internet banking is said to be the most crucial part of the 

banking services. In the year 2005, Wan et al. argued that online banking or internet banking 

services are used as the best intermediate for banking sectors to trade their banking services to 

their respective customers.  

 

 In the year of 2003, Sohail et al. more discussed that level of acceptance among the 

customers who are using online banking or internet banking services are highly determined by 

the level of approvals that the bank customers gives to the features or facilities of the online 

banking services. Moreover, when there is an increase in the users who approach internet 

services, there will be a significant increase in the numbers of bank customers who are starting to 

use the internet banking or online banking services. In this research study, we will emphasis on 

the internet banking or online banking, where these criteria are considered as the most crucial 

one and can be the pervasive intermediate for delivering the online banking services via the use 

of internet.  

 

 Internet banking or online banking is considered as the up to dated and innovative 

technique to provide services to the banking customers and also to upgrade the services provided 

by the banking sectors. In the research conducted by Moody in the year of 2002, the researcher 

has mentioned that online banking service can be the rapidly emerging facilities or amenities that 

every bank sector can venture into in order to attain more customers towards using their services 

in online banking sector. In the year 1999, Sathye and in the year 2000 Robinson has mentioned 

that when there is a significant growth in terms of online banking services, it will directly give 

the positive impact to both the provider of the online banking services and also the customers 

that benefits from the online banking services. According to the Pikkarainen et al’s findings in 

the year 2004, he has mentioned that in the other point of views, online banking or internet 

banking services indirectly helping the banking sectors the spend on a very minimal investment 

towards the services and at the same time getting a great amount of revenue. It is said to be the 

approach come up with the most operative networks of distribution. 
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 According to the announcement of Bank Away in the year 2001, presently online 

banking/ internet banking services or services of real time is an ultimate basic need and rights of 

each and every customer who are bonded to the bank services to use the respective bank 

services. It is mentioned that, as a customer of banking services, a client should be given all type 

of flexibility and suppleness in order for them to manage their own bank account by approaching 

any bank branches irrespective to whichever branch that the account was put up.  

  

 In the year of 2015, Chong, Islam, Manaf and Mustafa has come up with some findings 

from their research. According to their findings, it is mentioned that online banking or internet 

banking services are globally used crucial services and also it is wholly comprised and 

contained. According to the research study conducted by Guru, Balachandran and Suganthi in 

the year 2001, online banking services are actually bids all economic sectors all over the world 

on the latest and innovative chances, prospects and trials to gain success and also to survive 

strongly in the banking sector globally. 

 

 In the year of 2007, research study of Benamati and Serva had highlighted that even 

though online banking or internet banking services are widely accepted by the customers of 

banking sectors, there are also a group of customers who has the point of view that saying 

privacy features and security and safety features are highly important features that has to be 

taken into consideration when providing internet banking services to their respective customers.   

Based on the study conducted by Servon and Kaestner in the year 2008, banking customers who 

are already got confirmable using the online banking or internet banking services more likely to 

be technologically be up to date as the technology features getting upgraded day to day with the 

latest features.  
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1.7 Definition of Terms 

 

In this research study, there are few terms that will be used throughout the research paper. These 

terms are frequently used so that the readers can better understand on the content of the research 

paper. Among the terms that will be frequently used will be as follows: 

 

a. Privacy and security 

According to the study done in the year 2010 by Dixit and Dutta, it is mentioned that 

security can be referred as the kind of safeguard to can make sure the customers will be 

protected and all kind of account privacy breaching or hacking can be avoided. Privacy is 

the another term that will be frequently used in this research study. Privacy is also one of 

the very crucial features that a customer that uses the online banking service will look 

into. Every customer that uses the online banking or internet banking services always 

expect that their privacy details (personal particulars, financial particulars, transaction 

particulars) will always will be protected by the banks that they hold the accounts.  

 

b. Quality of e-service 

In the year 2003, Santos had defined the quality of e-service as the complete valuations of 

the consumers and the verdicts that had been made on the efficacy and competency made 

on offering a better quality or e-banking or online banking services. This criterion is 

better to ensure that customers are highly satisfied with the online banking services.  

 

c. Convenience 

Based on the research study conducted by Ainin et al. in the year 2005, it is stated that 

customers who uses frequent services of online banking always prefer to have the 

convenient and user friendly way to settle their online transaction works. So in that term, 

the more convenience and user friendly the online banking or internet banking service, 

the more the chances of the customer to be satisfied with the services. 
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d. Satisfaction of customer  

According to the study, satisfaction of customers is best explained as the level of the 

satisfaction that a customer or online banking user achieves when he or she using the 

online banking services. Satisfaction of the customers are highly linked with the 

customers who are getting the service from a particular parties and whether they are 

happy with the charges that they paid for the service and how much they are satisfied 

with the service that they have received.  
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CHAPTER 2 

LITERATURE REVIEW 

 

2.1 Introduction 

 

In this chapter 2 which discusses about the literature review, we will look into some of the proofs 

and evidences from the earlier conducted research about the satisfaction of the customers on the 

online banking services. These earlier done research studies are very crucial for the upcoming 

researches as they can provide the wide-ranging proofs and also back up the to be done 

researches. The ranges in the satisfaction of the customers will be studied comprehensively to 

find out the other types of crucial factors that can have the possible positive or negative impacts 

towards the satisfaction of the customers in the industries that provide online banking services.  

 

2.2 Theoretical Foundation 

 

There are many researches are basically been conducted to study on the connections or links or 

relationships between online banking or internet banking service and the satisfaction of the 

customers. Few of the studies conducted are as discussed in the below paragraphs: 

a. Zeithaml et al. (2002) 

In this research study, the researcher has built a model that comprises of four elements 

which is later on named as an element of four that contains scale of SITEQUAL. This 

model basically focused on the features of websites in terms of level of user friendliness, 

designs of visuals, security and also on how fast the system can process the transactions 

or any sort of activities done using the system. Zeithaml et al. correspondingly has come 

up with the measure on the quality of the e-service. This measure comprised of five types 

of elements that are security or privacy, reliability of the data, user friendliness, 

accessibility of data and last but not least design of graphics. 

 

b. Parasuraman et al. (2005)  

Parasuraman et al has re do the above done research study by Zeithml et al and made it 

simpler. In this study they also simplified the earlier mentioned five features to only four 
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elements which are privacy or confidentiality, fulfilment or completion, efficiency or 

competence and the availability or accessibility. Afterwards, e-RecSqual which is also 

known as service quality of e-recovery were developed by this group of researchers. This 

scale come up with eleven 3 D substances that comprises of list of contacts, list of 

compensation and list of responsiveness.  

 

c. Lociacono et al (2000) 

Through this research, the researcher has come up with 12D measures which is known as 

WebQual together with the consequent fundamentals of understanding on the appropriate 

for job, custom made discussions, assurance and time needed for responses, how easy to 

indulge, spontaneous acts, graphical entreaty, inventiveness, expressive assertion, 

persistent appearance, comprehensiveness of the online services and comparative 

expansion.  

 

d. Josef et al. (1999) 

These researches had studied about the impacts of developing features in the banking 

sectors which are automated teller machine (ATM), internet services and mobile or 

telephone services. Based on their research, they have found the main six types of basic 

criterions or elements that are directly connected to the service of e-quality. Those six 

types of basic elements are convenience or suitability, accuracy or precision, efficiency or 

competence, management of the queue, how easy it is to access, personalization or 

identification, feedback or response and last but not the least management of the 

complaints received. 

 

e. According to a survey done, it has been found that about almost ninety percentage of the 

customers who uses the online banking and internet banking services would prefer to use 

the online banking service medium for many other transactions of financial as much as 

possible. Among the service that they prefer to use online banking or internet banking 

services are for payment of monthly commitments or bills, to obtain the monthly 

summary of the online transactions made by the customers and also to use the online 

banking services to buy policies of insurance and to buy shares.  
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f. Saha et al. (2005) 

In this study, the researches had studies the links in between the satisfaction of customers 

and facilities available in the online banking services. The researchers also had come up 

with the connection in between the quality of services of the online banking on the aspect 

of implementation and effectiveness with the customers’ satisfaction on the quality in the 

services of electronic or internet. The researcher has also come up with nice types of 

scopes that are connected to the quality of services of online banking. The nice scopes are 

efficiency or competency, reliability or dependability, responsiveness or receptiveness, 

fulfilment or implementation, privacy or confidentiality, communications or networks, 

personalization or identification, knowledge that are rationalised and updated and logistic 

or practical equipment or utensils. The top five elements are described as the most vital 

and crucial ones. While the communications or networks, personalization or 

identification are mentioned as the extra two important elements for the quality of 

services in online banking or internet banking.  

 

g. Nupur (2010) 

In this study, the researches has analysed the impact of online banking services towards 

the satisfaction of the customers in the Bangladesh region. From their study, they have 

concluded that tangibles, understanding or compassion, assertion, receptiveness and 

dependability or trustworthiness are the crucial factors that plays its role in impacting the 

satisfaction of customers in the online banking or internet banking services.  

 

2.3 Empirical Research 

 

In the year 2003, Bruhn has mentioned that satisfaction of the customers is basically assessments 

that are done based on the experiences that are shared by the consumers. It does means that every 

individual customer has different types of satisfaction level when it comes to the service they 

used or consumed. The level of satisfaction is all depends on the types of requirements or needs 

that a customer is looking for. Different customers look for the different types services thus 

resulting in the different level of satisfaction of the customers.  
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In the year 2006, Kotler and Keller had concluded that pleasure feeling or an individual or 

customer which is called as satisfaction and also unpleased feeling which also called as 

dissatisfaction of a customers is all depend on his or her reactions towards the same level or 

amount of results or outcome that has come up with regards to the different level of expectations 

that the different individuals or customers have towards the certain level services that they have 

used or approached.  

 

Gyazi and Azumah in the year of 2009 had mentioned that satisfaction of the customers is a total 

evaluation of the results or outcomes of the services that they have gained in contrast to their 

anticipations over the certain time frame.  

 

According to Fornell, Johnson, Anderson, Cha and Bryant in the year of 1996, satisfaction of the 

customers are crucial to get a better revenue for the company or industries. These researches 

have defined the term of satisfaction of customers as an overall evaluation made on the services 

took or bought over a time frame.  

 

 In the year of 2002, Vijayan and Shanmugam has studied about the evaluation of quality of 

services among the five major and dominant websites that are available for online banking in 

Malaysia. 

 

In the year of 2003, Sohail and Shanmugham had found that expectations that banking customers 

have towards the online banking and the outcome that they found directly linked with the level of 

the acceptance towards the online banking or internet banking services. The researches have also 

mentioned that accessibility of the internet, awareness on online banking also the reluctance are 

majorly impacting the usage of online banking or internet banking services in Malaysia.  

 

In the year of 1983 Rogers and in the year of 1997 Vallerand had correlated the theory of the 

research and the innovation that is linked to the diffusion motivation.  

 

In the year of 2006, Ndubisi and Sinti mentioned that concepts of attitudes has highly related 

with the customers of online banking or internet banking services’ preferences, ability of usage, 
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complexity, volume of provisions, and threat. It also plays an major and vital roles in 

contributing to the acceptance level of online banking services. In the study also, the researchers 

had evaluated the factors that contribute to the attitude that arise among the customers that uses 

the online banking services in connection with the features or individualistic of Malaysian 

banking customers that uses the online banking or electronic banking services.  

 

In the year of 2006, Shah and Siddique had conducted a case study on Woolwich Bank. From the 

study it was found that in order to achieve a successful online banking business, banking sectors 

should take into consideration on the awareness of the customers, versatility of that particular 

organization, availability of the resources, safety and security of the system, identity or 

individuality of the brand that was introduced or established, networks facilities that are 

integrated in multiple sources, integration of systems, management that faces changes in terms of 

structural, support from the top managements and none other than exquisite service of customers 

are the vital elements or factors that lead to the high and better achievement of the online 

banking or internet banking services.  

 

In the year 2002, Howcroft et al mentioned that user friendly services, free of errors, value for 

the charges, easily available and most important and will be cost effective in order to get a good 

revenue in the online banking services.  

 

In the year 2007, Berger has argued that in order to achieve great success in the online banking 

business, it is crucial to take into consideration about the acceptance level and understanding of 

the customers towards the service that they are getting.  

 

In the year 2007, Bontis and Fits-enz mentioned that resources of the customers are the major 

factors that lies behind the success of online banking services. It is crucial for the banking sectors 

to always have a better understanding on the need of customers to maintain a permanent 

partnership between the service provider and the customers.  

 

In the year of 2001, Ndubisi et al, has found that various kind of factors that directly or indirectly 

influence the entrepreneurs in the Malaysia on the level of acceptance towards the technology 
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and online banking. There were few outer factors or variances were used to make the analysis. 

Among the factors are experiences in the past, volume or amount of the transactions, practices 

and pressures from external sources. On the contrary, interest of the products that perceived, 

familiarity of the banking methods and risks that are perceived are the factors that were used to 

measure the research study effectiveness. Through the research. The researcher have found that 

when the banks offers the better quality, innovative and user friendly services, thus it will results 

in the greater satisfaction reached among the customers that uses the online banking system. In 

the study, it is also found that banking services can reach the success level when they can be 

willing to offer wide range of services for their customers, which eventually results in greater 

satisfaction among the customers who uses the online banking services.  

 

In the year 2001 Ndubisi et al. and in the year of 2002 Ramayah et al. found the constructive 

links in between the level of user friendly the service and the level of the satisfaction of the 

customers. Ndubisi also argued that other outer factors impact the satisfaction of the customer 

services indirectly.  

 

The customers who are fond of latest technologies to be highly likely have a positive review on 

the use of online banking services and most likely they are very satisfied with the services.  

In the year of 2008, Acharya et al mentioned that typical bank users or customers are eventually 

become very familiar with the online banking services in the paths of  

 

 

2.4 Proposed Conceptual Framework  

 

In this research study, there are certain important validations that are taken into considerations 

while preparing the case study. The first and foremost factors will be privacy and security. 

Customers who uses the service of online banking system do not have the chance to go over the 

bank counters and meet the bank staffs face to face to do the transactions. So, in that way, online 

banking users will have to be more careful in doing online transactions because any of the 

mistakes done during the transactions will be their sole responsibility.  
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The second factors will be quality of e-services. As the amount of customers that uses the online 

banking service are increasing day by day, the quality of the online banking services must be 

assured so that the loyalty of the customers can be sustained towards that particular banks for a 

longer period of time or permanently.  

 

The third and final factor will be convenience. The more convenience the customers faces 

during the usage of online banking system, the more likely the customers can be satisfied with 

the service.  

  

 

Figure 3 shows the conceptual framework of the satisfaction of the customers on online banking 

service of Maybank2U 
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2.5 Hypothesis Development 

 

There are total of three hypotheses were developed in order to get a better understanding on the 

research study that will be conducted. The hypotheses are as follows: 

 

Hypothesis 1: Privacy and security has a positive impact on the customer satisfaction in online 

banking 

Hypothesis 2: Quality of e-service has a positive impact on the customer satisfaction in online 

banking 

Hypothesis 3: Convenience has a positive impact on the customer satisfaction in online banking 
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CHAPTER 3 

RESEARCH METHODOLOGY 

 

3.1 Introduction   

 

In this chapter, we will discuss about the designs of research, data collection method, handling 

and measurement type of data collected, how the data analyzed and finally the summary of 

overall chapter 3. This Section addresses the elements of the techniques used for the study. In 

fact, I have prepared the questionnaires for 250 users and expected at least 180 responders based 

on the survey.  This chapter will explain how the work had been done. 

 

3.2 Research Design 

 

Study concept Saunders et al. ( 2009) relates to the essence of the object of the examination and 

the response to the problem. Bryman and Bell ( 2007) proposed that the nature of the study 

greatly impacts the findings and assumptions of observational data. 

 

Quantitative analysis is the compilation of data in order to define the influence among dependent 

and independent variables. Creswell ( 2003) can measure and be subject to statistical analysis by 

articulating quantitative studies in order to support or refute relationship knowledge. In addition, 

there are issues with architecture, calculation and interpretation of quantitative science. 

 

Application challenges involve reciprocal sampling inferences and a number of design types. 

The question of measurement is assessing reliability and validity. The analytical questions are 

instruments or analytical methods used to measure the relation between the dependent variable 

and independent variables. 
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Figure 4 : Research Design 

 

 

3.3 Sampling Procedure 

 

Saunders et al . ( 2009) indicated that data can be obtained by or extracted from the whole 

community through data collection. To get it from the total population takes time and is 

expensive. Bryman & Bell (2007) has explained that it is possible to collect data from a 

population sample representing the population. 

 

3.3.1 Population 

 

Objective participants are a group of individuals who have conducted the experiment to help the 

investigator draw conclusions. The customers who use Maybank2u online banking service 

resident in the Taman Sri Jati Region are the unique focus population of this research. 
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3.4 Sampling Technique 

The process of allocation of questionnaires is the selection technique used in this research. A 

powerful tool for gathering information from respondents is the method of dissemination of 

questionnaires. This is due to the delivery of questionnaires which, through a cheaper method, 

may deliver an accurate and consistent answer. 

 

Furthermore, the questionnaire distribution technique facilitates the compilation of the sample by 

the researchers and offers an uninterrupted method for selecting the sample. Consequently, by 

way of questionnaire dissemination, the researcher may achieve an efficient and reliable answer. 

 

The study of convenience sampling is an non probability study type. The interviewer picks the 

components of the sample as the interviewee is at the right location at the right moment. These 

are the simplest and least time intensive approaches for sampling. Malhotra's great advantage 

(2004) is the quick-to-reach and quick to measure sample units. 

 

3.4.1 Sample Size 

Each survey relies on a number of specific variables for the correct sample size estimate. The 

three most important variables Cochran (1963) are the level of trust, accuracy and variability. 

The sample size is one of the most powerful approaches for estimation, according to Henry 

(1990), by reliable and precise tests. Krejcie & Mogan (1970) proposed a method for measuring 

the sample size. The following formula reads: 

 

S =   𝑋2(1−𝑃)  

𝑑2 (𝑁−1) + 𝑋2𝑃 (1−𝑃)  

 

S = Sample size required  

X2 = the Chi-square table value at the optimal confidence level with one degree of freedom. 

N = Size of the population  

P = Population Ratio  

d = The degree of precise proportion expressed  
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3.5 Data Collection Method 

 

The study used primary information and structured questionnaires were used for the primary 

method for gathering information. The survey was divided into three primary components, Part I, 

II and III. Part I of the questionnaire consisted of five questions, including demographic 

information such as the gender and education qualifications, employment and their annual 

revenues, the requested general information on the respondent. 

 

Part II of the questionnaire aimed to develop the methods used to determine interest of the user 

in Online Banking service. It had 25 questions. Finally, part III consisted of a set of questions 

aimed at determining customer satisfaction using Maybank2u Online Banking Service and 

asking respondents to give their views by ticking "Strongly Agree" options one to five for 

"Strongly Disagree." It has total of 7 questions. 

 

 

3.6 Operationalisation and Measurement 

 

A conceptual model and hypothesis had been developed for this study. These models clearly 

narrow down this research on types of variables that needed to be studied and the impacts that 

the variables give to the study’s outcome. When the hypothesis and conceptual model developed 

for a research study, it can help the researcher or investigator to focus on the specific area or 

field without wasting the research time period. 

 

3.6.1 Independent Variables 

 

In this research, I have focused on three types of variables that will be categorized in to the 

independent variables. The three types variables that are selected based on the hypotheses 

created for this research study are security and privacy, e-service and convenience. The main 

objective or aim in this research study is to determine on how these selected independent 

variables effect the dependent variables either positively or negatively. The variances that are in 

the dependent variables are directly determined by the selected dependent variables.  
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3.6.2 Dependant Variables  

 

The dependant variables of this research study would be the level of customers’ satisfaction 

according the independent variables which are security and privacy, e-service and convenience.  

 

3.7 Data Analysis Method 

 

The questionnaires were compiled and checked for mistakes and unfinished. Data is examined 

with concise statistics such as percentage and frequency. Descriptive statistics are means that 

recite the fundamental data characteristics of a study (Trochim, 2006). The analytical tools were 

first used with the Microsoft Excel and then by the use of the computer-supported program 

called the Social Sciences Statistical Package (SPSS). The interaction between contingent and 

independent variables was discussed. The details were then illustrated with figures and charts. 

 

3.7.1 Descriptive Analysis Technique 

 

In this section, the populations’ characteristics were explained. In example, in this research study 

population of Taman Sri Jati region who are involved in the online banking were those included 

in the demographic section. On the other hand, it can be explained that this research is mainly 

focused on the quantitative research method which was done by collecting the information or 

data according to measurable or quantifiable information. Later on, the collected data were used 

in the statistical analysis of the population sample. This method apt for this research study as it 

tries to discover the responses on why certain category of the selected population differs to the 

other categories.  

 

3.7.2 Inferential Analysis Technique 

 

So as to complete the research study, it was done based on the information obtained from the 

questionnaires distributed and also the data that were collected from the primary and the 

secondary data. All these data collection methods were done via qualitative and descriptive 

method. The findings and outcomes of the research study were later shown and described in a 
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simpler form with the use of table, bar charts, histograms, horizontal bar, pie charts, line charts 

and pie graphs. 

 

3.8 Summary of Chapter 3  

 

In this chapter, the research design was emphasized. This research design was developed based 

on the research questions that were generated to conduct the research study. In this chapter, the 

study population, sampling procedure, data collection method, types of variables and techniques 

of analysis were explained in detail.  
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CHAPTER 4 

RESULTS AND DISCUSSION 

 

4.0 Introduction 

 

In this chapter, the data and information that were collected from the respondents via Google 

form were analyzed using the SPSS software. In total 250 survey forms were distributed via 

Google form. In this research study, all the survey forms were distributed via Google forms, 

which means there were no survey questionnaires forms were distributed in hard copy face to 

face. This Google form survey form approach were apt due to Covid-19 situation, where direct 

contact with the respondents were avoided.  Out of the 250 survey forms distributed, 150 

responds were received from the respondents, which is about 60% responses.  

 

4.1 Respondents Profile 

 

 

Figure 5: Gender of The Respondents of the Respondents of the Research Study 
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From the overall survey, 95 people of the total respondents were female, in which it contribute to 

the 36.67% of the survey. Whereas the balance 95 people were males, in which it contributes to 

63.33% of the survey. 

 

 

 

Figure 6: Monthly Income of the Respondents of the Research Study 

 

From the conducted survey, it is found that 47.33% of the total 150 respondents earning above 

RM5000 monthly. Below RM1000 monthly salary earned by 4% of the population. About 9.33% 

of the respondents earn within RM1001 – RM2500 monthly. About 38.67% of the respondents 

earn within RM2501 – RM5000. 
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Figure 7: Frequency of Online Banking Service Usage of the Respondents of the Research 

Study 

 

From the survey conducted, 31.33% of the respondents out of the total population of 150 using 

the online banking services 6 – 10 times in a month. About 26.67% of the respondents using the 

online banking services below 5 times in a month. Meanwhile there are 42% of the study 

population using the online banking services for more than 10 times in a month.  
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Figure 8: Bank Preferences of the Respondents of the Research Study 

 

Choose the bank you prefer: 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Allianceonline 1 .7 .7 .7 

Bank Islam 1 .7 .7 1.3 

Bank Muamalat 1 .7 .7 2.0 

CIMB Click 20 13.3 13.3 15.3 

Hong Leong Connect 1 .7 .7 16.0 

irakyat 1 .7 .7 16.7 

Maybank2U 119 79.3 79.3 96.0 

myBSN 1 .7 .7 96.7 

PBe Bank 2 1.3 1.3 98.0 

RHB Now 1 .7 .7 98.7 

SCB 1 .7 .7 99.3 

Standard Chartered 1 .7 .7 100.0 

Total 150 100.0 100.0  

Table 1: Summary of Bank Preferences of the Respondents of the Research Study 
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4.2 Survey Responses for Security and Privacy 

 

 
Figure 9: Percentage of Participants of the Research Study that Strongly Disagree (1) to 

Strongly Agree (5) on the Statement that Maybank2U Website Safeguards Their Online 

Banking Activity Details 
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Figure 10: Percentage of Participants of the Research Study that Strongly Disagree (1) to 

Strongly Agree (5) on the Statement that Mayban2U Does Not Exchange Their Personal 

Details with Other Websites 
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Figure 11: Percentage of Participants of the Research Study that Strongly Disagree (1) to 

Strongly Agree (5) on the Statement that Mayban2U Does Have Adequate Security 

Measures 
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Figure 12: Percentage of Participants of the Research Study that Strongly Disagree (1) to 

Strongly Agree (5) Who Trust That Their Personal Information Would Be Protected 
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4.3 Survey Responses for E-Services 

 
Figure 13: Percentage of Participants of the Research Study that Strongly Disagree (1) to 

Strongly Agree (5) on the Statement that Mayban2U Allows Them to Perform Online 

Transaction Easily 
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Figure 14: Percentage of Participants of the Research Study that Strongly Disagree (1) to 

Strongly Agree (5) on the Statement that It Is Very Convenient to Find for What They 

Need from Maybank2U Website 
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Figure 15: Percentage of Participants of the Research Study that Strongly Disagree (1) to 

Strongly Agree (5) on the Statement that Maybank2U Website is Very Easy to Use 

 

 

 

 



49 

 

 
Figure 16: Percentage of Participants of the Research Study that Strongly Disagree (1) to 

Strongly Agree (5) on the Statement that It Is Simple to Browse Around On Maybank2U 
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 Figure 17: Percentage of Participants of the Research Study that Strongly Disagree 

(1) to Strongly Agree (5) on the Statement that All Information Is Well Organized in 

Maybank2U 
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Figure 18: Percentage of Participants of the Research Study that Strongly Disagree (1) to 

Strongly Agree (5) on the Statement that Maybank2U Website Loads Quickly 
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 Figure 19: Percentage of Participants of the Research Study that Strongly Disagree 

(1) to Strongly Agree (5) on the Statement that Maybank2U Website Is Well Standardized 
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Figure 20: Percentage of Participants of the Research Study that Strongly Disagree (1) to 

Strongly Agree (5) on the Statement that Maybank2U Website Is Available 24/7 For 

Business 
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Figure 21: Percentage of Participants of the Research Study that Strongly Disagree (1) to 

Strongly Agree (5) on the Statement that Maybank2U Website Doesn’t Fail to Load 
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Figure 22: Percentage of Participants of the Research Study that Strongly Disagree (1) to 

Strongly Agree (5) on the Statement that Maybank2U Website Doesn’t Freeze The Site 

After They Login 
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Figure 23: Percentage of Participants of the Research Study that Strongly Disagree (1) to 

Strongly Agree (5) on the Statement that Maybank2U Website Deliver Their Request 

Quickly 
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Figure 24: Percentage of Participants of the Research Study that Strongly Disagree (1) to 

Strongly Agree (5) on the Statement that Maybank2U Offers Are Always 100% Trusted 
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Figure 25: Percentage of Participants of the Research Study that Strongly Disagree (1) to 

Strongly Agree (5) on the Statement that Maybank2U Makes Clear Guarantees on 

Efficiency in Online Banking 
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Figure 26: Percentage of Participants of the Research Study that Strongly Disagree (1) to 

Strongly Agree (5) on the Statement that Maybank2U Doesn’t Share Our Personal 

Information With External Parties 
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Figure 27: Percentage of Participants of the Research Study that Strongly Disagree (1) to 

Strongly Agree (5) on the Statement that Maybank2U Website Secures Their Information 

on Debit and Credit Cards 
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4.4 Survey Responses on Convenience 

 
Figure 28: Percentage of Participants of the Research Study that Strongly Disagree (1) to 

Strongly Agree (5) on the Statement that It Is Easy and Accessible to Access Maybank2U 

Website 
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Figure 29: Percentage of Participants of the Research Study that Strongly Disagree (1) to 

Strongly Agree (5) on the Statement that Maybank2U Has 24 Hours Customer Service 

Support 
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Figure 30: Percentage of Participants of the Research Study that Strongly Disagree (1) to 

Strongly Agree (5) on the Statement that Maybank2U Has Convenient Operating Hours to 

Their Users 
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Figure 31: Percentage of Participants of the Research Study that Strongly Disagree (1) to 

Strongly Agree (5) on the Statement that Maybank2U Offers a Multi Range of Services 
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Figure 32: Percentage of Participants of the Research Study that Strongly Disagree (1) to 

Strongly Agree (5) on the Statement that Maybank2U Mobile App is Easy to Access 
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4.5 Survey Responses on Customer Satisfaction on Online Banking 

 
Figure 33: Percentage of Participants of the Research Study that Strongly Disagree (1) to 

Strongly Agree (5) on the Statement that They Are Pleased With the Execution of the 

Transaction in Maybank2U 
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Figure 34: Percentage of Participants of the Research Study that Strongly Disagree (1) to 

Strongly Agree (5) on the Statement that They Made the Right Choice by Using 

Maybank2U Services 
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Figure 35: Percentage of Participants of the Research Study that Strongly Disagree (1) to 

Strongly Agree (5) on the Statement that They Are Pleased with Maybank2U’s Safety 

Aspects 
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Figure 36: Percentage of Participants of the Research Study that Strongly Disagree (1) to 

Strongly Agree (5) on the Statement that They Are Overall Pleased About Maybank2U 
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Figure 37: Percentage of Participants of the Research Study that Strongly Disagree (1) to 

Strongly Agree (5) on the Statement that They Will Continue Use Maybank2U 
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Figure 38: Percentage of Participants of the Research Study that Strongly Disagree (1) to 

Strongly Agree (5) on the Statement that They Are Not Searching for Another Bank to Do 

the Online Operation 
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Figure 39: Percentage of Participants of the Research Study that Strongly Disagree (1) to 

Strongly Agree (5) on the Statement that They Had an Overall Satisfied Experience with 

Maybank2U 
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4.6 Factor Analysis and Reliability Analysis of the Variables 

 

In order to assess the level of reliability, the  Cronbach’s Alpha test were applied to the study. 

Cronbach’s alpha test mainly used to find out the internal accuracy of the survey questionnaires 

that contains few types of scales and objects of the type of the Likert. The reliability of a data is 

considered good or optimum if the value of the Cronbach’s alpha is more than 0.7.  

 

According to the research study done by Zikmund, Babin and Griffin in the year 2013; and 

another research done by Mallery in the year 2003it is mentioned that it is tolerable if the 

Cronbach’s Alpha result is more than 0.7. It is also mentioned that if the Cronbach’s alpha test 

result is less than 0.6, then the study is less reliable.  

 

Based on the study done by Tavakol and Dennick in the year 2011, the method is considered 

accurate or precise if the Cronbach’s alpha result is between 0.6 and 0.8. Also, if the value if 

more than 0.8, then the study is exceptionally precise.  

 

In the analyzed tables below for the four types of variables groups, the Cronbach’s Alpha test 

results varies with the lowest value of 0.857 and the highest value of 0.959. The Cronbachs 

Alpha test results for the variables security and privacy, e-services, convenience and customer 

satisfaction in online banking are 0.857, 0.959, 0.923 and 0.950 respectively. Meanwhile the 

overall Cronbach’s alpha test result comprises the all variable groups are 0.956.  

 

The above mentioned test results propose great internal reliability. It indicates that the survey 

questionnaires are dependable or reliable. It has to be taken note that if the Cronbach’s alpha test 

result came out less than 0.7, than the errors of the resource management; for examples 

characters of samples, errors of the managements and measurement scale effects that are 

unpredicted must be investigated. 
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4.6.1 Survey Responses on Security and Privacy 

 

 

Case Processing Summary 

 N % 

Cases Valid 150 100.0 

Excluded
a
 0 .0 

Total 150 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardized 

Items N of Items 

.857 .858 4 

 

 

 

 

 

Item Statistics 

 Mean Std. Deviation N 

Maybank2u website 

safeguards my online 

banking activity details. 

4.33 .757 150 

Maybank2u does not 

exchange my personal 

details with other websites. 

4.27 .768 150 

Maybank2u does have 

adequate security measures. 

4.15 .822 150 

I trust my personal 

information would be 

protected. 

4.29 .780 150 
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Inter-Item Correlation Matrix 

 

Maybank2u 

website 

safeguards my 

online banking 

activity details. 

Maybank2u 

does not 

exchange my 

personal details 

with other 

websites. 

Maybank2u 

does have 

adequate 

security 

measures. 

I trust my 

personal 

information 

would be 

protected. 

Maybank2u website 

safeguards my online 

banking activity details. 

1.000 .628 .600 .678 

Maybank2u does not 

exchange my personal 

details with other websites. 

.628 1.000 .542 .619 

Maybank2u does have 

adequate security measures. 

.600 .542 1.000 .541 

I trust my personal 

information would be 

protected. 

.678 .619 .541 1.000 

 

 

Summary Item Statistics 

 Mean Minimum Maximum Range 

Maximum / 

Minimum Variance N of Items 

Item Means 4.260 4.147 4.333 .187 1.045 .006 4 

Inter-Item Correlations .601 .541 .678 .138 1.254 .003 4 

 

 

Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total Correlation 

Squared 

Multiple 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

Maybank2u website 

safeguards my online 

banking activity details. 

12.71 3.994 .753 .572 .796 

Maybank2u does not 

exchange my personal 

details with other websites. 

12.77 4.100 .693 .486 .820 
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Maybank2u does have 

adequate security measures. 

12.89 4.042 .643 .419 .843 

I trust my personal 

information would be 

protected. 

12.75 3.999 .717 .533 .811 

 

 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

17.04 6.844 2.616 4 

 

 

4.6.2 Survey Responses on E-Services 

 

 

Case Processing Summary 

 N % 

Cases Valid 150 100.0 

Excluded
a
 0 .0 

Total 150 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardized 

Items N of Items 

.959 .960 16 
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Item Statistics 

 Mean Std. Deviation N 

Maybank2u allows me to 

perform online transactions 

easily. 

4.31 .777 150 

Very convenient to find what 

I need from the Maybank2u 

website. 

4.23 .837 150 

Maybank2u is very easy to 

use. 

4.27 .774 150 

Simple to browse around on 

Maybank2u. 

4.21 .813 150 

All information is well 

organized in Maybank2u. 

4.15 .839 150 

Maybank2u website loads 

quickly. 

4.12 .777 150 

The Maybank2u website is 

well standardized. 

4.19 .754 150 

Maybank2u website is 

available 24/7 for business. 

3.94 .914 150 

Maybank2u website doesn’t 

fail to load. 

3.81 .857 150 

Maybank2u website doesn’t 

freeze the site after we login. 

3.96 .776 150 

Maybank2u deliver our 

request quickly. 

4.06 .762 150 

Maybank2u offers are 

always 100% trusted. 

4.08 .755 150 

Maybank2u makes clear 

guarantees on efficiency in 

online banking. 

4.12 .759 150 

Maybank2u doesn’t share 

our personal information with 

external parties. 

4.09 .797 150 

Maybank2u website secures 

my information on Debit and 

Credit cards. 

4.18 .760 150 
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Maybank2u website 

safeguards my online 

banking activity details. 

4.15 .775 150 

 

 

 

Summary Item Statistics 

 Mean Minimum Maximum Range 

Maximum / 

Minimum Variance N of Items 

Item Means 4.116 3.807 4.307 .500 1.131 .016 16 

Inter-Item Correlations .597 .301 .831 .529 2.756 .012 16 

 

 

 

Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total Correlation 

Squared 

Multiple 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

Maybank2u allows me to 

perform online transactions 

easily. 

61.55 89.055 .722 .704 .957 

Very convenient to find what 

I need from the Maybank2u 

website. 

61.63 87.725 .754 .739 .956 

Maybank2u is very easy to 

use. 

61.59 87.828 .814 .754 .955 

Simple to browse around on 

Maybank2u. 

61.65 87.210 .815 .796 .955 

All information is well 

organized in Maybank2u. 

61.71 86.772 .817 .828 .955 

Maybank2u website loads 

quickly. 

61.73 88.036 .797 .737 .955 

The Maybank2u website is 

well standardized. 

61.67 87.808 .840 .801 .954 

Maybank2u website is 

available 24/7 for business. 

61.91 88.643 .626 .518 .959 

Maybank2u website doesn’t 

fail to load. 

62.05 90.179 .574 .711 .960 
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Maybank2u website doesn’t 

freeze the site after we login. 

61.89 89.438 .695 .723 .957 

Maybank2u deliver our 

request quickly. 

61.79 87.937 .821 .724 .955 

Maybank2u offers are always 

100% trusted. 

61.77 89.022 .747 .683 .956 

Maybank2u makes clear 

guarantees on efficiency in 

online banking. 

61.73 88.170 .807 .771 .955 

Maybank2u doesn’t share 

our personal information with 

external parties. 

61.76 88.949 .709 .667 .957 

Maybank2u website secures 

my information on Debit and 

Credit cards. 

61.67 89.148 .733 .767 .956 

Maybank2u website 

safeguards my online 

banking activity details. 

61.70 87.688 .824 .795 .955 

 

 

 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

65.85 100.247 10.012 16 

 

4.6.3 Survey Responses on Convenience 

 

 

Case Processing Summary 

 N % 

Cases Valid 150 100.0 

Excluded
a
 0 .0 

Total 150 100.0 

a. Listwise deletion based on all variables in the 

procedure. 
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Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardized 

Items N of Items 

.923 .924 5 

 

Item Statistics 

 Mean Std. Deviation N 

Easy and accessible to 

access Maybank2u website. 

4.24 .792 150 

Maybank2u has 24 hours 

customer service support. 

4.05 .838 150 

Maybank2u has convenient 

operating hours to their 

users. 

4.11 .807 150 

Maybank2u offers a multi 

range of services. 

4.21 .797 150 

Maybank2u mobile app is 

easy to access. 

4.26 .893 150 

 

 

Inter-Item Correlation Matrix 

 

Easy and 

accessible to 

access 

Maybank2u 

website. 

Maybank2u has 

24 hours 

customer 

service support. 

Maybank2u has 

convenient 

operating hours 

to their users. 

Maybank2u 

offers a multi 

range of 

services. 

Maybank2u 

mobile app is 

easy to access. 

Easy and accessible to 

access Maybank2u website. 

1.000 .732 .829 .708 .690 

Maybank2u has 24 hours 

customer service support. 

.732 1.000 .855 .578 .638 

Maybank2u has convenient 

operating hours to their 

users. 

.829 .855 1.000 .694 .666 

Maybank2u offers a multi 

range of services. 

.708 .578 .694 1.000 .697 

Maybank2u mobile app is 

easy to access. 

.690 .638 .666 .697 1.000 
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Summary Item Statistics 

 Mean Minimum Maximum Range 

Maximum / 

Minimum Variance N of Items 

Item Means 4.173 4.047 4.260 .213 1.053 .008 5 

Inter-Item Correlations .709 .578 .855 .277 1.479 .006 5 

 

 

Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total Correlation 

Squared 

Multiple 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

Easy and accessible to 

access Maybank2u website. 

16.63 8.517 .844 .735 .897 

Maybank2u has 24 hours 

customer service support. 

16.82 8.484 .790 .745 .907 

Maybank2u has convenient 

operating hours to their 

users. 

16.75 8.321 .874 .832 .891 

Maybank2u offers a multi 

range of services. 

16.66 8.857 .749 .609 .915 

Maybank2u mobile app is 

easy to access. 

16.61 8.361 .752 .589 .916 

 

 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

20.87 13.043 3.611 5 
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4.6.4 Survey Responses on Customer Satisfaction in Online Banking 

 

 

Case Processing Summary 

 N % 

Cases Valid 150 100.0 

Excluded
a
 0 .0 

Total 150 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardized 

Items N of Items 

.950 .954 7 

 

 

Item Statistics 

 Mean Std. Deviation N 

I am pleased with the 

execution of the transaction 

in Maybank2u. 

4.24 .857 150 

The right choice I made to 

use Maybank2u, I believe. 

4.19 .808 150 

I 'm pleased with 

Maybank2u's safety aspects. 

4.19 .766 150 

Overall, I 'm pleased about 

Maybank2u. 

4.20 .786 150 

I continue to use Maybank2u 

further. 

4.27 .783 150 

I'm not searching for another 

bank to do an online 

operation. 

4.00 1.010 150 
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I have had a satisfactory 

overall experience with 

Maybank2u. 

4.21 .824 150 

 

 

Inter-Item Correlation Matrix 

 

I am pleased 

with the 

execution of the 

transaction in 

Maybank2u. 

The right choice I 

made to use 

Maybank2u, I 

believe. 

I 'm pleased 

with 

Maybank2u's 

safety aspects. 

Overall, I 'm 

pleased about 

Maybank2u. 

I continue to 

use 

Maybank2u 

further. 

I'm not 

searching for 

another bank 

to do an online 

operation. 

I have had a 

satisfactory 

overall 

experience with 

Maybank2u. 

I am pleased with the 

execution of the 

transaction in 

Maybank2u. 

1.000 .766 .635 .786 .794 .465 .849 

The right choice I 

made to use 

Maybank2u, I believe. 

.766 1.000 .774 .837 .819 .641 .854 

I 'm pleased with 

Maybank2u's safety 

aspects. 

.635 .774 1.000 .805 .742 .668 .764 

Overall, I 'm pleased 

about Maybank2u. 

.786 .837 .805 1.000 .851 .634 .846 

I continue to use 

Maybank2u further. 

.794 .819 .742 .851 1.000 .654 .868 

I'm not searching for 

another bank to do an 

online operation. 

.465 .641 .668 .634 .654 1.000 .637 

I have had a 

satisfactory overall 

experience with 

Maybank2u. 

.849 .854 .764 .846 .868 .637 1.000 
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Summary Item Statistics 

 Mean Minimum Maximum Range 

Maximum / 

Minimum Variance N of Items 

Item Means 4.187 4.000 4.267 .267 1.067 .008 7 

Inter-Item Correlations .747 .465 .868 .403 1.866 .011 7 

 

 

Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total Correlation 

Squared 

Multiple 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

I am pleased with the 

execution of the transaction 

in Maybank2u. 

25.07 19.633 .793 .768 .945 

The right choice I made to 

use Maybank2u, I believe. 

25.11 19.430 .885 .794 .938 

I 'm pleased with 

Maybank2u's safety aspects. 

25.11 20.155 .821 .715 .943 

Overall, I 'm pleased about 

Maybank2u. 

25.11 19.532 .898 .826 .937 

I continue to use Maybank2u 

further. 

25.04 19.582 .894 .817 .937 

I'm not searching for another 

bank to do an online 

operation. 

25.31 19.382 .673 .540 .960 

I have had a satisfactory 

overall experience with 

Maybank2u. 

25.09 19.132 .912 .863 .935 

 

 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

29.31 26.389 5.137 7 
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4.6.5 Survey Responses for All Variables 

 

 

Case Processing Summary 

 N % 

Cases Valid 150 100.0 

Excluded
a
 0 .0 

Total 150 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardized 

Items N of Items 

.956 .965 36 

 

 

Summary Item Statistics 

 Mean Minimum Maximum Range 

Maximum / 

Minimum Variance N of Items 

Item Means 3.930 1.380 4.333 2.953 3.140 .503 36 

Inter-Item Correlations .437 -.469 .868 1.338 -1.850 .081 36 

 

 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

141.4933 362.869 19.04912 36 
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4.7 Pearson’s Correlations 

 

4.7.1 Pearson Correlation Coefficient for Security and Privacy 

 

Descriptive Statistics 

 Mean Std. Deviation N 

Maybank2u website 

safeguards my online 

banking activity details. 

4.3333 .75677 150 

Maybank2u does not 

exchange my personal 

details with other websites. 

4.2733 .76760 150 

Maybank2u does have 

adequate security measures. 

4.1467 .82239 150 

I trust my personal 

information would be 

protected. 

4.2867 .78009 150 

 

4.7.2 Pearson Correlation Coefficient for E-Services 

 

 

Descriptive Statistics 

 Mean Std. Deviation N 

Maybank2u allows me to 

perform online transactions 

easily. 

4.3067 .77673 150 

Very convenient to find what 

I need from the Maybank2u 

website. 

4.2267 .83663 150 

Maybank2u is very easy to 

use. 

4.2667 .77431 150 

Simple to browse around on 

Maybank2u. 

4.2067 .81345 150 

All information is well 

organized in Maybank2u. 

4.1467 .83856 150 

Maybank2u website loads 

quickly. 

4.1200 .77650 150 
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The Maybank2u website is 

well standardized. 

4.1867 .75429 150 

Maybank2u website is 

available 24/7 for business. 

3.9400 .91395 150 

Maybank2u website doesn’t 

fail to load. 

3.8067 .85685 150 

Maybank2u website doesn’t 

freeze the site after we login. 

3.9600 .77615 150 

Maybank2u deliver our 

request quickly. 

4.0600 .76175 150 

Maybank2u offers are 

always 100% trusted. 

4.0800 .75547 150 

Maybank2u makes clear 

guarantees on efficiency in 

online banking. 

4.1200 .75902 150 

Maybank2u doesn’t share 

our personal information with 

external parties. 

4.0933 .79720 150 

Maybank2u website secures 

my information on Debit and 

Credit cards. 

4.1800 .76034 150 

Maybank2u website guards 

my online banking activity 

details. 

4.1533 .77491 150 
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4.7.3 Pearson’s Correlation Coefficient for Convenience 

 

 

Descriptive Statistics 

 Mean Std. Deviation N 

Easy and accessible to 

access Maybank2u website. 

4.2400 .79157 150 

Maybank2u has 24 hours 

customer service support. 

4.0467 .83816 150 

Maybank2u has convenient 

operating hours to their 

users. 

4.1133 .80715 150 

Maybank2u offers a multi 

range of services. 

4.2067 .79678 150 

Maybank2u mobile app is 

easy to access. 

4.2600 .89315 150 
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4.7.4 Pearson’s Correlation Coefficient for Customer Satisfaction in Online Banking 

 

 

Descriptive Statistics 

 Mean Std. Deviation N 

I am pleased with the 

execution of the transaction 

in Maybank2u. 

4.2400 .85671 150 

The right choice I made to 

use Maybank2u, I believe. 

4.1933 .80848 150 

I 'm pleased with 

Maybank2u's safety aspects. 

4.1933 .76585 150 

Overall, I 'm pleased about 

Maybank2u. 

4.2000 .78578 150 

I continue to use Maybank2u 

further. 

4.2667 .78293 150 

I'm not searching for another 

bank to do an online 

operation. 

4.0000 1.01002 150 

I have had a satisfactory 

overall experience with 

Maybank2u. 

4.2133 .82402 150 

 

4.7.5 Pearson’s Correlation Coefficient for Overall Variables 

 

 

Descriptive Statistics 

 Mean Std. Deviation N 

Security_privacy 4.2600 .65403 150 

Eservices 4.1158 .62577 150 

Convenience 4.1733 .72229 150 

Customer_satisfaction 4.1867 .73385 150 
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Correlations 

 Security_privacy Eservices Convenience 

Customer_satisf

action 

Security_privacy Pearson Correlation 1 .799
**
 .707

**
 .693

**
 

Sig. (2-tailed)  .000 .000 .000 

Sum of Squares and Cross-

products 

63.735 48.732 49.790 49.577 

Covariance .428 .327 .334 .333 

N 150 150 150 150 

Eservices Pearson Correlation .799
**
 1 .809

**
 .751

**
 

Sig. (2-tailed) .000  .000 .000 

Sum of Squares and Cross-

products 

48.732 58.347 54.476 51.391 

Covariance .327 .392 .366 .345 

N 150 150 150 150 

Convenience Pearson Correlation .707
**
 .809

**
 1 .740

**
 

Sig. (2-tailed) .000 .000  .000 

Sum of Squares and Cross-

products 

49.790 54.476 77.733 58.432 

Covariance .334 .366 .522 .392 

N 150 150 150 150 

Customer_satisfaction Pearson Correlation .693
**
 .751

**
 .740

**
 1 

Sig. (2-tailed) .000 .000 .000  

Sum of Squares and Cross-

products 

49.577 51.391 58.432 80.243 

Covariance .333 .345 .392 .539 

N 150 150 150 150 

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

 

Hypothesis testing is a vital measure of the research. It can deliver guidance for all research 

study. Hypothesis testing can give a stable track to a specific research study. It also can narrow 

down the research study to a specific tested variable. It helps the diversion of the study from the 

fixed objectives. Significant data is measured for hypothesis. It is vital to show the association in 

between variables.  

 

4.8.1 H1: Privacy and security has a positive impact on the customer satisfaction in online 

banking 

Hypothesis H1 was measured by inspecting the existence of major associations between Security 

and Privacy and satisfaction of customer in online banking. This hypothesis portrays a positive 

correlation between satisfaction of customer and the variable security and privacy. Based on the 

coefficient result r= 0.199, p= 0.021. Based on the result we can show that security and privacy 

feature has a positive impact on the customer satisfaction in online banking. It means that the 

more the security and privacy features added to the Maybank online banking services, the more 

satisfied the customers will be. According to a study done by Kim, Jin and Swinney in the year 

2009, security and privacy directly impacts the customer satisfaction. Based on the study by Jalil, 

Talukder, Rahman in the year 2014, security is the key apprehension and protected monetary 

operation are anticipated. Thus H1 was supported.  

 

4.8.2 H2: Quality of e-service has a positive impact on the customer satisfaction in online 

banking 

Hypothesis H2 was measured by inspecting the existence of major associations between e-

services and satisfaction of customer in online banking. This hypothesis portrays a positive 

correlation between satisfaction of customer and the variable e-services. Based on the coefficient 

result r= 0.311, p= 0.003. Based on the result we can show that e-services feature has a positive 

impact on the customer satisfaction in online banking. It means that the more the e-services 

features added to the Maybank online banking services, the more satisfied the customers will be. 

According to a study done by Pitt, Watson and Kavan in the year 2009, quality directly impacts 

the customer satisfaction. Based on the study by Vyas and Raitani in the year 2014, quality of e-

service is the key quality that determine the customer satisfaction. Thus H2 was supported.  
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4.8.3 H3: Convenience has a positive impact on the customer satisfaction in online banking 

Hypothesis H3 was measured by inspecting the existence of major associations between 

convenience in using online banking services and satisfaction of customer in online banking. 

This hypothesis portrays a positive correlation between satisfaction of customer and the variable 

convenience. Based on the coefficient result r= 0.348, p= 0.000. Based on the result we can show 

that convenience feature has a positive impact on the customer satisfaction in online banking. It 

means that the more the convenience features added to the Maybank online banking services, the 

more satisfied the customers will be. According to a study done by Chang and Polonsky in the 

year 2012, it is found that convenience lessen the non- monetary expenses. Thus H3 was 

supported.  
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4.9 Summary 

 

The research study was analyzed using the IBM SPSS software version 26. In the section of 

respondents’ profile, gender, monthly income, frequency of online banking usage and favored 

banks were provided and the graphs / charts presented.  

 

Question 6 to 9 were tested via Pearson correlations to determine the correlation between the 

security and privacy in Maybank online banking and customer satisfaction. 

 

Question 10 to 25 were tested via Pearson correlation to determine the correlation between the e-

service facility in Maybank online banking and customer satisfaction. 

Question 26 to 30 were tested via Pearson correlation to determine the correlation between the 

convenience features in Maybank2U online banking and customer satisfaction. 

 

Question 31 to 37 were tested via Pearson correlation to determine how positively online 

banking impacts customer satisfaction.  

 

Based on the obtained results using the SPSS, all four hypotheses were tested. All 4 hypotheses 

have a positive correlation.  
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CHAPTER 5 

DISCUSSION AND CONCLUSION 

 

5.1 Summary of the Findings 

 

This research study mainly focused on finding if convenience features, e-security features and 

privacy and security features have a positive impact towards the customers’ satisfaction who 

uses the Maybank2U online banking services. Based on the hypotheses testing done in the earlier 

chapter, which is in Chapter 4, it is found that all the variables used which are e-security features, 

convenience features and security and privacy features have positive impact towards customers’ 

satisfaction who uses Maybank2U online banking services.  

 

In this research study, subjects such as level of assurance, level of quality or excellence, 

expediency or concern or inconvenience faced by customers using the online banking services. 

According to a research done by Parasuraman et al and Williams et al in the year 1985 and 2003 

respectively, they have mentioned that customers’ satisfaction is contain of requirements and 

awareness of the users in demand to clarify the word customers’ satisfaction.  

 

5.2 Discussion 

 

5.2.1 Research Objective 1: To determine on how privacy and security system of Maybank2U 

online banking or internet banking impact the satisfaction of the customers 

 

In this research study, how security and privacy features of Maybank2U online banking or 

internet banking impact the satisfaction of the customers was determined.  The question on how 

privacy and security impact the satisfaction of the customers who uses Maybank2U online 

banking services had been answered. Majority part of the respondents strongly agreed that 

privacy and security features contribute positively towards their satisfaction in using 

Maybank2U online banking services. The online banking service customers feel satisfied when 

the service have better authentication. In the study done by Yoon in the year 2010, it is 

mentioned that privacy and security features is considered seriously by the internet banking 
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users. They always give more important to the security features given to the personal information 

than the service. According to a study done by Jalil, Rahman and Talukder in the year 2014, 

privacy and security is always being a utmost priority to the internet banking service users. It is 

mainly because of, if in case no proper security and privacy features applied to the online 

banking websites, some major problem may occur to the users’ accounts; such as account 

hackings. From the study done by Ahmad and Al-Zubu in the year 2011, the researcher have 

mentioned that it is very important for the service providing banks to know the interests of their 

customers, and provide the services accordingly so that they can feel secured while using the 

online banking services. Hence, privacy and security features have a positive impact on the 

customers’ satisfaction in using the internet banking services. 

 

 

5.2.2 Research Objective 2: To determine on how the quality of e-service of Maybank2U online 

banking or internet banking impact the satisfaction of the customers 

 

In this research study, how e-services features of Maybank2U online banking or internet banking 

impact the satisfaction of the customers was determined. The question on how e-services features 

impact the satisfaction of the customers who uses Maybank2U online banking services had been 

answered. Majority of the respondents who have participated in the research study conducted by 

me strongly agreed that the level user friendly features and also the efficiency contribute to their 

satisfaction in using the internet banking services positively. According to Spreng and friends’ 

study on 2015, they have mentioned that it is easier to sustain or upgrade the number of loyal 

customers if they are content of the services provided by the e-banking. Based on the study done 

by Selvakumar in the year 2015, it is mentioned that e-service feature plays a vital role in the e-

banking service, because it can determine if the customers are happy and satisfied with the 

services and further helping them to decide if they still want to continue use the specific bank’s 

service or change to other banks that provide a better service. When a customer is happy and 

satisfied by the e-banking services provided by a bank in can directly benefits the bank’s growth. 

Based on the study conducted by Oliver in the year 1980, consistency plays a main role in 

influencing their customer to continue using their services. Satisfying customers who are using 

the online or internet banking services are vital as it is not easy to keep the customers to loyal to 
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one service provider. Hence, e-service features have a positive impact on the customers’ 

satisfaction in using the internet banking services.  

 

 

5.2.3 Research Objective 3: To determine on how the service convenience of Maybank2U 

online banking or internet banking impact the satisfaction of the customers 

 

In this research study, how convenience features of Maybank2U online banking or internet 

banking impact the satisfaction of the customers was determined. The question on how 

convenience features impact the satisfaction of the customers who uses Maybank2U online 

banking services had been answered. Kolodinsky et al in the year 2004 had mentioned that 

convenience features are among the demanding features that influence the customers to use the 

online banking services. When the convenience reached, it can help the customers who use the 

online banking services to save their effort, energy and time. According to the study done by 

Lapierre in the year 2000, it was mentioned that customers will value the convenience given to 

them, as it can help them to lessen the cost, time and energy; and at the same time giving extra 

benefits.  In the study done by Ahmad and Al-Zubi in the year 2011, they have mentioned that 

convenience is the ultimate point that can be used strategically in order to sustain in the 

competitive banking world to grab as many of the loyal customer. Many research conducted 

previously had been conducted previously have concluded that convenience feature has positive 

impact on the satisfaction of the customers who uses the online banking or internet banking 

services. According to the study conducted by Ong et al in the year 2014, they have concluded 

that convenience is the vital aspect that can improve the satisfaction level of the customers who 

uses the online banking services, because customers always prefer the convenience factors while 

making any activities online. Hence, convenience features have a positive impact on the 

customers’ satisfaction in using the internet banking services. 
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5.2.4 Research Objective 4: To determine on how the satisfaction of the customer impact the 

Maybank2U online banking or internet banking service 

 

In this research study, how customer satisfaction features impact the Maybank2U online banking 

or internet banking was determined. The question on how customer satisfaction features impact 

the Maybank2U online banking services had been answered. According to a study conducted by 

Bei and Chiao in the year 2001, they have mentioned that customer will be loyal to the service 

when they feel satisfied. Even in the study done by Palmatier in the year 2006, it was mentioned 

that when the customer is highly satisfied with the service providing banks, there will be high 

chance that they will be loyal to that specific bank. The operational method of all banks have 

upgraded with the rapid development of the information technology. Nowadays almost all the 

activities involving the banks such as fund transfers, checking the balance in the account and 

downloading bank transaction or checking transactions history can be done through online, 

without us physically present at the banks. Due to that reason, now customers’ requirement to 

use the online banking services getting higher demands day by day. So now all the banks are 

competing to give the best online services to their customers, in a way making various efforts to 

sustain or grab more loyal customers to their respective banks. In the year 2010, Sheng and Liu 

stated that when a better value added to the online banking services, in can attract more users or 

customers. Hence, it can be said that customer satisfaction has a positive impact towards the 

Maybank2U online banking.  
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5.3 Implications to the Study 

 

The main objective of this research study was to find on how security and privacy, e-service and 

convenience impact the Maybank2U online banking services. Also another objective was to 

know if customers’ satisfaction has impact on the Maybank2U online banking. Following the 

main objectives of this research, researchers in the future can broad the study by choosing the 

population in the other location. The result of this researcher can be used by banking sectors or 

any other service provider to get to know further on what are the main requirements and needs 

that customers will look for in any service providers. All the feedbacks that are received from the 

survey can be used as the as guidance to upgrade their service on online banking. When the 

service providers did not bother to take note on the customers’ feedbacks may face the 

consequences as customer migration to the competitor service providers.  

 

Apart from that, I believe that we need more studies that focuses on the objectives that were 

discussed earlier because online banking is the sector that is highly demanding. So the studies 

should be more focused on doing more research in this field so that the service providers don’t 

get left behind from the frequently upgrading technology. As per my opinion, service provider or 

industries that are linked to this type of studies should also support the researchers involved by 

providing adequate fund to run the study in a bigger scale.  

 

As a conclusion, this research study can contribute or guide the future researcher to further study 

about this topic and come up with a better outcome. Even it can help to conduct the research in a 

bigger scale, which resulting in contributing to the advancement of the online banking sectors in 

a more user friendly way with giving important to take care of the privacy of the customers.  
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5.4 Limitations of the Study 

 

The outcomes of the research study were based on the small population group. But this minor 

population of 150 participants who were collaborated in this assessment are sufficient to study 

the real residents that uses the online banking services in the area of Taman Sri Jati. Moreover, 

the findings from this study cannot be comprehensive for instance almost every customers of 

online banking in Taman Sri Jati uses the service because of the similar reason (based on the 

findings from the research). So, more evidence based on a broader study needed to proof the 

reliability and validity or rationality of the study. 

 

Because of Malaysia is going to through the pandemic Covid-19, everyone are required to follow 

the Movement Control Order (MCO) and also compulsory the new norm of our daily life by 

following the social distancing, the initial plan on how to conduct the survey for the study had to 

be amended. Rather than getting the survey done by meeting all the respondents face to face and 

get them to answer their response in the printed survey questionnaires; the survey form was 

prepared using Google forms and distributed via email and WhatsApp to the sample population. 

But, in a way it distributing the survey form saved my time and energy. 

 

Time also plays the role in the limitation for my study. Since there was a due date fixed to submit 

the study conducted, I was not able to broaden up my study population. The study had to be 

completed with small scale population and analyzed as soon as possible.  

 

Other than that, if there is no MCO and Covid-19 issue, at least the approach to get the responses 

for the study can be widen. More respondents would have been approached both via online and 

also face to face. If more data collected, than my study would have been more reliable.  

 

Last but not least, in this study only limited variables were studied. The variables were taken as a 

reference from the previously done studies. With the everyday upgrading online banking 

industry, more variables can be would have been studied. 
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5.5 Recommendation for Future Study 

 

The conducted research can even be developed in a better way. In terms of the study population, 

more number of participants can be involved in the study. Also, wide range of working groups 

with all range of age group can be involved in the study to get decent outcomes. Because. Online 

banking activity is more user friendly to youngster who are well versed in using the e-services 

compares to older generations who are still considered old school. So it is important to include 

older generations in the study to read every range of populations opinion on the study conducted. 

In that way, more reliable results can be obtained. When a wider range of age groups involved in 

the study, a comparison study also can be made on which group prefers to use online banking 

services more.  

 

Besides that, in the study conducted by me only four independent variables were used. In the 

future, the researchers can study on more variable. For example, variables such as design of 

website, speed of the website, content of the website can be included as the independent 

variables of the research study.  

 

In order to study specifically, the researcher in the future can even select a specific variable and 

perform a micro study on it. In that way, a focused accurate study can be done, where it can give 

reliable findings.  

 

The future study can also focus to study on how an organization or the service provider can 

expand their online banking services so that more benefits can reach their customers and higher 

level of satisfaction achieved.  

 

Finally, there must also research should be conducted to find out what will happen if online 

banking services will be the only option to do any bank related transactions. This research should 

focus to study on what will happen if all the banking transactions performed by the customers 

alone without the help of any mediators such as bank staffs. When the online banking services 

becomes the future, what will happen to the bank staffs. Their future also should be studied too.  
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APPENDIX A: RESEARCH QUESTIONNAIRES 

 

 

 

 

 

 

 

Survey form - Factors affecting customer satisfaction towards online banking: A study on 

Maybank2u in Kuala Lumpur 

 

My name is Deeban Manierajoo, an MBA student from the Graduate School of Business of Universiti Tun 

Abdul Razak (UniRazak). I am currently conducting the above mentioned study under the supervision of 

Prof. Dr. Farhana Tahmida Newaz. You are selected as one of the significant participant for this research 

and your input will be used as the primary data for my research. 

 

Section A 

No. Description Answer 

1 Customer name:  

2 Gender: a) Male 

b) Female 

3  Monthly income: a) Below RM1000 

b) RM1001 – RM2500 

c) RM2501 – RM5000 

d) Above RM5000 

4 How frequent do you use online banking 

service per month? 

a) Below 5 times 

b) 6 – 10 times 

c) More than 10 times 

5 Choose the bank you prefer: a) Maybank2u 

b) CIMB Click 

c) Allianceonline 

d) PBe Bank 
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e) myBSN 

f) Hong Leong Connect 

g) RHB Now 

h) Irakyat 

i) Bank Islam 

j) Other:__________ 

 

Section 2  

Factors Affecting Customer Satisfaction towards Maybank2u Online Banking in Kuala Lumpur. 

 

Please answer the question in the Likert scale below:  

Please mark (x) for each answer. 

  Strongly 

disagree 

Disagree Neutral Agree Strongly 

Agree 

 Security & Privacy      

6 Maybank2u website safeguards my 

online banking activity details. 

     

7 Maybank2u does not exchange my 

personal details with other websites. 

     

8 Maybank2u does have adequate 

security measures. 

     

9 I trust my personal information 

would be protected. 

     

       

 E-Services      

10 Maybank2u allows me to perform 

online transactions easily. 

     

11 Very convenient to find what I need 

from the Maybank2u website. 

     

12 Maybank2u is very easy to use.      

13 Simple to browse around on      
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Maybank2u. 

14 All information is well organized in 

Maybank2u. 

     

15 Maybank2u website loads quickly.      

16 The Maybank2u website is well 

standardized. 

     

17 Maybank2u website is available 24/7 

for business. 

     

18 Maybank2u website doesn’t fail to 

load. 

     

19 Maybank2u website doesn’t freeze 

the site after we login. 

     

20 Maybank2u deliver our request 

quickly. 

     

21 Maybank2u offers are always 100% 

trusted. 

     

22 Maybank2u makes clear guarantees 

on efficiency in online banking. 

     

23 Maybank2u doesn’t share our 

personal information with external 

parties. 

     

24 Maybank2u website secures my 

information on Debit and Credit 

cards. 

     

25 Maybank2u website safeguards my 

online banking activity details. 
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 Convenience      

26 Easy and accessible to access 

Maybank2u website. 

     

27 Maybank2u has 24 hours customer 

service support. 

     

28 Maybank2u has convenient operating 

hours to their users. 

     

29 Maybank2u offers a multi range of 

services. 

     

30 Maybank2u mobile app is easy to access.      

 

Section 3 

Customer Satisfaction towards Maybank2u Online Banking in Kuala Lumpur. 

 Customer Satisfaction in Online 

Banking 

     

31 I am pleased with the execution of the 

transaction in Maybank2u. 

     

32 The right choice I made to use 

Maybank2u, I believe. 

     

33 I 'm pleased with Maybank2u's safety 

aspects. 

     

34 Overall, I'm pleased about Maybank2u.      

35 I continue to use Maybank2u further.      

36 I'm not searching for another bank to do 

an online operation. 

     

37 I have had a satisfactory overall 

experience with Maybank2u. 

     

 

Thank you for participating in this Survey. 

 

 



109 

 

APPENDIX B - SPSS DATA OUTPUT 

 

Inter-Item Correlation Matrix 

 Security_privacy Eservices Convenience 

Customer_satisf

action 

Security_privacy 1.000 .799 .707 .693 

Eservices .799 1.000 .809 .751 

Convenience .707 .809 1.000 .740 

Customer_satisfaction .693 .751 .740 1.000 

 

Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total Correlation 

Squared 

Multiple 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

Security_privacy 12.4758 3.657 .795 .662 .905 

Eservices 12.6200 3.606 .873 .772 .881 

Convenience 12.5625 3.367 .824 .698 .895 

Customer_satisfaction 12.5492 3.395 .791 .629 .907 

 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

16.7358 6.073 2.46432 4 

 

Variables Entered/Removeda 

Model 

Variables 

Entered 

Variables 

Removed Method 

1 Convenience, 

Security_privacy

, Eservices
b
 

. Enter 

a. Dependent Variable: Customer_satisfaction 

b. All requested variables entered. 
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Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .793
a
 .629 .621 .45180 

a. Predictors: (Constant), Convenience, Security_privacy, Eservices 

 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 50.441 3 16.814 82.371 .000
b
 

Residual 29.802 146 .204   

Total 80.243 149    

a. Dependent Variable: Customer_satisfaction 

b. Predictors: (Constant), Convenience, Security_privacy, Eservices 

 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) .261 .259  1.010 .314 

Security_privacy .223 .096 .199 2.334 .021 

Eservices .365 .120 .311 3.036 .003 

Convenience .353 .088 .348 3.993 .000 

a. Dependent Variable: Customer_satisfaction 
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