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Abstract 
In this competitive age of technology financial institutions are also enhancing electronic 

means to satisfy their customers with best quality service like mobile banking, debit/credit cards 
and website. The work on e-banking and customer satisfaction elaborated in previous studies but 
in perspective of brand trust as a mediator is the area of in this study. This study will elaborate 
the significant antecedents of e-service quality and their relation with customer satisfaction which 
is using electronic services of banks in Pakistan as well as it will elaborate the mediating effect of 
brand trust. 

This study will dig out the relationship of customer perception regarding e-services 
quality in banking sector and its impact on customer satisfaction with mediating role of brand 
trust. Second the study will see the sights the clarification to pose the brand as trust worthy in a 
cutthroat upbringing like Pakistani market. 
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Introduction 

The accomplishment of quality in products and services has become a crucial concern of 
the 1980s. While quality in tangible goods has been described and measured by marketers, quality 
in services is largely undefined and unexplored (Zeithaml et. al., 1985). After this study a great 
number of exploratory researches have been performed over service quality antecedents. Now 
with the technology advancement every organization is trying to provide better quality services 
through electronic channels as well. Improving e-service quality may be the key to long-term 
advantage in the digital age (Sohn & Tadisina,2008), and therefore, understanding, measuring and 
managing e-service quality has become a hot issue for ensuring customer satisfaction, loyalty, and 
the profitability of service firms (Buckley,2003).  

In this competitive age of technology financial institutions are also enhancing electronic 
means to satisfy their customers with best quality service like mobile banking, debit/credit cards 
and website. The work on e-banking and customer satisfaction elaborated in previous studies but 
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in perspective of brand trust as a mediator is the area of in this study. This study will elaborate the 
significant antecedents of e-service quality and there impact on customer satisfaction which is 
using electronic services of banks in Pakistan as well as it will elaborate the mediating effect of 
brand trust.  
Problem Statement 

Information technology and telecommunication has revolutionized the banking sector in 
delivering there service most effectively to their customers. Therefore, this study will dig out the 
relationship of customer perception regarding e-services quality in banking sector and its impact 
on customer satisfaction with mediating role of brand trust. Second the study will see the sights 
the clarification to pose the brand as trust worthy in a cutthroat upbringing like Pakistani market. 
Research Questions 

 How E-banking services play role in customer satisfaction in Pakistani bank? 
 How brand trust mediate between e-services and customer satisfaction? 

Research Objectives 
Based on the research questions and relevant literature of the e-banking, customer satisfaction 

the research objectives are: 
 To examine the effect of e-banking on customer satisfaction. 
 To explore the mediating effect of brand trust between e-services quality of banks on 

customer satisfaction. 
Study Gap 

Customer satisfaction is an issue that discussed in every organization whether it is service 
or manufacturing of business. With the information technology progress every organization is 
trying to facilitate its customers through electronic services, But which aspects to be considered as 
worth of taking care for of e-service still is the question.  Different antecedents of e-service 
quality are explored in widespread research but this study will travel around their impact on 
electronic customer satisfaction provided by Pakistani banks as well as it will explore the 
mediating consequence of “Brand Trust” which is un explored in prior research.   
Significance of study 

Market rivalry is growing day by day and with this augmentation every organization 
trying to put on competitive advantage greater than its rivals. So the best services quality 
provision acquired a significant place in marketing practices which is previously well addressed 
by number of research scholars  
Theoretical support 

Expectancy Disconfirmation Theory (EDT) which give in 1957 by Leon Festinger. “The 
expectancy disconfirmation theory suggests that consumers form satisfaction judgments by 
evaluating actual product/service” customer always satisfied with evaluation the services of the 
companies which are providing by them. Dissonance theory which is also given by Leon posits 
that consumers make some kind of cognitive comparison between expectations about the product 
and the perceived product performance. Social exchange theory which is given by george humans 
in1958 “social exchange as the exchange of activities, tangible or intangible, and more or less 
costly between at least two persons. Equity theory which given by (john, 1963) explain 
relationship satisfaction in term of perception of fair/unfair distribution of recourses with in 
interpersonal relationship. 
Literature review 
E-Service Quality 
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E-service stands for electronic services means services provided through electronic 
channels and e-Service quality is defined as being ‘‘the extent to which a website facilitates 
efficient and effective shopping, purchasing ,and delivery of products and services’’ (Zeithaml, 
Parasurman, &Malhotra, 2002, p. 363). Electronic service can be define as an interactive, content-
centered, and internet-based customer service that is driven by customers and integrated with the 
support of technologies and systems offered by service providers, which aim at strengthening the 
customer-provider relationship (Ruyter, 2001). It is a web-based service or an interactive service 
that is delivered on the internet, such as internet banking. Many researchers made valuable 
contribution to measure the e-service quality and to elaborate the attributes of e-service quality. 
The exploration of antecedents to customer satisfaction with online banking is still in its infancy.  

Pikkarainen et al, (2004) describe internet banking as an "internet gateway through which 
customers can use different kinds of banking services range from bill payment to making 
savings". With the exception of cash withdrawals, internet banking gives customers access to 
almost any type of banking transaction at the click of a mouse (De Young, 2001).Recently, some 
researchers (e.g., Liao & Cheung 2008) have started to investigate the determinants of customer 
satisfaction with online banking. Yet, there is no current consensus on the antecedents or 
determinants of customer satisfaction with online banking. Given that online banking deals with 
information systems, e-commerce, and marketing activities, we propose conducting a literature 
review of the antecedents of customer satisfaction with online banking. Research differentiates 
between transaction-specific satisfaction and cumulative satisfaction. Cumulative satisfaction is 
defined as “a channel member's positive affective response to the non-economic, psychosocial 
aspects of its relationship, in that the interactions with the exchange partner are fulfilling, 
gratifying, and easy” (Shankar et al, 2003). 

An extensive literature explored different dimensions to measure the impact of service 
quality on customer satisfaction. Many of those researchers used SERVQUAL scale measures but 
with the passage of time and advancement in technology revealed that online services quality can 
not be measured through using the model which leaded towards the development of e-
SERVQUAL scale.  
  As the Internet retailing market grows at an increasing rate, those who use the Internet as a 
retailing channel have realized that service delivery and service quality are as important for the 
Internet environment as for the bricks-and-mortar environment. The absence of a valid and 
reliable instrument to measure service quality in this new environment has, however, bedeviled 
the endeavors of both scholars and practitioners to effectively measure and thus manage service-
quality strategies.  In this study on the basis of existing current literature the e-SERVQUAL scale 
dimensions are taken to measure the e-service quality and its impact on e-customer satisfaction as 
well as to test the mediating role of customer trust in relationship of e-SQ with e-CS. 
Determinants of E- services  
Ease of use 
   Ease of use is referred as the effort of user to access the web site to transact. Ease of use is 
an essential part of online banking in Iranian banking sector and it has positive impact on e-CS 
(Zavareha et al, 2012). In another study (Shoki et al, 2013) stated ease of use as convenience an 
important constituent of service quality in jonardian commercial banks it has a proved positive 
relationship between e-SQ and e-CS. Ease of use has a positive significant relationship between 
online banking service quality in china with e-CS   (Yoon, 2010). 
Transaction speed 



Kuwait Chapter of Arabian Journal of Business and Management Review    Vol. 4, No.11; July. 2015 
 

37 
 

Transaction speed referred as the time taken to response by website for a specific 
transaction. (Yoon, 2010) argued that  “transaction speed, as a time-saving feature – is an 
essential consideration for customers’ satisfaction with self service technologies and is expected 
to have a positive influence on customer satisfaction with online banking”. In another study 
(Shoki et al, 2013) stated the positive significant relationship between e-SQ and e-CS.   
 Security 

In e-services provision security is of much importance aspect which should be cared for. 
There will be no misuse of customers personal Information so that customer Feel safe in internet 
banking transactions and has Confidence in the internet banking service. Security /privacy is an 
important antecedent of e-SQ and has a positive impact on e-CS (Shoki et al, 2013),( Zavareha et 
al, 2012) and ( Dwivedi and  Johnson 2013)   
Customer support 
  According to Joseph & Stone (2003), customer support services may be defined as the 
ability to provide feedback on problems about the purchased goods and services, or the purchase 
process itself, and to the ability to solve customer problems and concerns. Thus, customer support 
services can be regarded as the responsiveness dimension of service quality. Several studies have 
empirically tested responsiveness as a determinant of service quality or customer satisfaction with 
online banking (Liao & Cheung, 2008). 

Information content 
Content refers to the information offered in the web site. The contents play an important 

role in influencing the behaviors of consumers. (Yoon, 2010) argued that information content and 
security play a critical role in customer satisfaction with online banking. Recently, most online 
banking web sites provide a variety of information areas such as investment, real estate, and 
personal financial planning. These additional information services can provide a way to gain 
competitive advantage in online banking through customer satisfaction.(Zavareha et al, 2012 
),(Shoki et al, 2012)  and (Subramanian et al, 2014) all in their studies found information content 
or website aesthetic plays a vital role in measuring e-SQ and positively contribute towards the e-
CS.  
Design 

Good web site design enhances usability, thus affecting the success of the websites. 
(Ranganathan, 2002) argued that a web site’s design plays an important role in attracting, 
sustaining and retaining the interest of a consumer in the site. Also, several studies have 
empirically verified that the design of a web affects users’ satisfaction (Liu et al., 2008). Hence, 
the design of the online banking web site may also have a positive influence on customer 
satisfaction 
Customer Satisfaction 

Satisfaction has been considered as one of the most important theoretical as well as 
practical issues for most marketers and customer researchers (Jamal, 2004). (Oliver, 1981, p. 29) 
firstly defined it in the consumption context as “the summary psychological state resulting when 
the emotion surrounding disconfirmed expectations is coupled with the customer's prior feelings 
about the consumption experience”. The concept of customer satisfaction occupies a central 
position in marketing thought and practice (Churchill & Surprenant, 1982).Customer satisfaction 
is an important because when a customer will be happy from the services of the any company so 
company will get the huge profit. 
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Brand Trust  
Trust is built up by believing in the reliability and honesty of one side to the other. Brand 

trust is expressed as the belief of consumers that the brand will fulfill certain functions. Suh and 
Han (2003) qualified the factors such as adequacy, philanthropy and honesty as the characteristics 
that indicate trust. “The willingness of the average consumer to rely on the ability of the brand to 
perform its stated function” (Sung & Kim, 2010). 
Relationship between brand trust E-service quality and customer’s 
satisfaction. 

Previous studies shows positive relationship between E-service quality and customer 
satisfaction and also brand trust contribute positively towards customer satisfaction. (Dwivedi and 
Johnson, 2013) stated in their study that brand trust plays a mediating role between endorser 
credibility and relationship commitment, brand equity and relationship continuity expectation. 
Based on the literature, it can be assumed that a strong brand reputation and positive brand 
predictability reflect brand trust. Past research on brand trust have supported that a high level of 
trust in a brand leads to brand repurchase, brand satisfaction, brand loyalty and brand 
commitment (Lau and Lee, 1999).  

Martínez and Bosque, (2013) found significant and positive direct effects in the model 
confirm that the influence of CSR associations on loyalty is mediated not only by customer trust, 
but also by C-C identification and customer satisfaction. (Karjaluoto et al, 2012) perceived value 
and trust exhibit both direct and indirect associations with loyalty in a continuous service setting. 
Specifically, the current research shows that perceived value is a strong predictor of loyalty, and 
that trust mediates this process.( Aysel Ercis et all, 2012) considered customer satisfaction and 
trust relationship, it was found out that there was a positive relationship between these two 
variables. Accordingly as the trust consumers feel for the brand increases, their satisfaction also 
increases. 
Research Model and Hypothesis for Future Studies  

 
Independent variable: E- services quality 
Dependent variable: Customer satisfaction 
Mediating variable: Brand trust 
 In light of these directions hypotheses tested here is stated as follows;  
H1: E-Service quality has positive effect on customer satisfaction     
H2: E-Service quality has positive impact on brand trust. 
H3: Brand trust positively relates to customer satisfaction. 
H4: Brand trust is mediating the relation between E-service quality and e-customer satisfaction  
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Conclusion  
Market rivalry is growing day by day and with this augmentation every organization 

trying to put on competitive advantage greater than its rivals. So the best services quality 
provision acquired a significant place in marketing practices which is previously well addressed 
by number of research scholars.  

This study shows positive relationship between E-service quality and customer 
satisfaction and also brand trust contribute positively towards customer satisfaction. Brand trust 
plays an important role between endorser credibility and relationship commitment, brand equity 
and relationship continuity expectation. Based on the literature, it can be assumed that a strong 
brand reputation and positive brand predictability reflect brand trust. Past research on brand trust 
have supported that a high level of trust in a brand leads to brand repurchase, brand satisfaction, 
brand loyalty and brand commitment. 

Customer satisfaction is an issue that discussed in every organization whether it is service 
or manufacturing of business. With the information technology progress every organization is 
trying to facilitate its customers through electronic services, But which aspects to be considered as 
worth of taking care for of e-service still is the question.  Different antecedents of e-service 
quality are explored in widespread research but this study will travel around their impact on 
electronic customer satisfaction provided by Pakistani banks as well as it will explore the 
mediating consequence of brand trust which is un explored in prior research. 
 
References 

 
Anderson, E. W., Fornell, C., & Lehmann, D. R. (1994). Customer satisfaction, market share, and 

profitability: Findings from Sweden. The Journal of Marketing, 53-66.  
Anderson, E. W., & Sullivan, M. W. (1993). The antecedents and consequences of customer 

satisfaction for firms. Marketing science, 12(2), 125-143.  
Berardi, D., Calvanese, D., De Giacomo, G., Lenzerini, M., & Mecella, M. (2003). Automatic 

composition of e-services that export their behavior Service-Oriented Computing-ICSOC 
2003 (pp. 43-58): Springer. 

Boyer, K. K., Hallowell, R., & Roth, A. V. (2002). E-services: operating strategy—a case study 
and a method for analyzing operational benefits. Journal of Operations Management, 
20(2), 175-188.  

Casati, F., & Shan, M.-C. (2001). Dynamic and adaptive composition of e-services. Information 
systems, 26(3), 143-163.  

Center for, H., & New, M. Zotero Quick Start Guide. from 
http://zotero.org/support/quick_start_guide 

Chaudhuri, A., & Holbrook, M. B. (2001). The chain of effects from brand trust and brand affect 
to brand performance: the role of brand loyalty. Journal of marketing, 65(2), 81-93.  

Chaudhuri, A., & Holbrook, M. B. (2002). Product-class effects on brand commitment and brand 
outcomes: The role of brand trust and brand affect. The Journal of Brand Management, 
10(1), 33-58.  

Churchill Jr, G. A., & Surprenant, C. (1982). An investigation into the determinants of customer 
satisfaction. Journal of marketing research, 491-504.  

Cronin, J. J., Brady, M. K., & Hult, G. T. M. (2000). Assessing the effects of quality, value, and 
customer satisfaction on consumer behavioral intentions in service environments. Journal 
of retailing, 76(2), 193-218.  



Kuwait Chapter of Arabian Journal of Business and Management Review    Vol. 4, No.11; July. 2015 
 

40 
 

Delgado-Ballester, E. (2004). Applicability of a brand trust scale across product categories: A 
multigroup invariance analysis. European Journal of Marketing, 38(5/6), 573-592.  

Delgado-Ballester, E., & Luis Munuera-Alemán, J. (2001). Brand trust in the context of consumer 
loyalty. European Journal of Marketing, 35(11/12), 1238-1258.  

Delgado-Ballester, E., & Luis Munuera-Alemán, J. (2005). Does brand trust matter to brand 
equity? Journal of Product & Brand Management, 14(3), 187-196.  

Delgado-Ballester, E., Munuera-Aleman, J. L., & Yague-Guillen, M. J. (2003). Development and 
validation of a brand trust scale. International Journal of Market Research, 45(1), 35-54.  

Featherman, M. S., & Pavlou, P. A. (2003). Predicting e-services adoption: a perceived risk facets 
perspective. International journal of human-computer studies, 59(4), 451-474.  

Fornell, C. (1992). A national customer satisfaction barometer: The Swedish experience. The 
Journal of Marketing, 6-21.  

Fornell, C., Johnson, M. D., Anderson, E. W., Cha, J., & Bryant, B. E. (1996). The American 
customer satisfaction index: nature, purpose, and findings. The Journal of Marketing, 7-
18.  

Gefen, D., & Straub, D. W. (2003). Managing user trust in B2C e-services. E-service Journal, 
2(2), 7-24.  

Gefen, D., & Straub, D. W. (2004). Consumer trust in B2C e-Commerce and the importance of 
social presence: experiments in e-Products and e-Services. Omega, 32(6), 407-424.  

Gerede, Ç. E., Hull, R., Ibarra, O. H., & Su, J. (2004, 2004). Automated composition of e-
services: Lookaheads. 

Ha, H.-Y. (2004). Factors influencing consumer perceptions of brand trust online. Journal of 
Product & Brand Management, 13(5), 329-342.  

Ha, H.-Y., & Perks, H. (2005). Effects of consumer perceptions of brand experience on the web: 
Brand familiarity, satisfaction and brand trust. Journal of Consumer Behaviour, 4(6), 438-
452.  

Hennig-Thurau, T., & Klee, A. (1997). The impact of customer satisfaction and relationship 
quality on customer retention: A critical reassessment and model development. 
Psychology & Marketing, 14(8), 737-764.  

Hofacker, C. F., Goldsmith, R. E., Bridges, E., & Swilley, E. (2007). E-services: a synthesis and 
research agenda E-Services (pp. 13-44): Springer. 

Horst, M., Kuttschreuter, M., & Gutteling, J. M. (2007). Perceived usefulness, personal 
experiences, risk perception and trust as determinants of adoption of e-government 
services in The Netherlands. Computers in Human Behavior, 23(4), 1838-1852.  

Meuter, M. L., Ostrom, A. L., Roundtree, R. I., & Bitner, M. J. (2000). Self-service technologies: 
understanding customer satisfaction with technology-based service encounters. Journal of 
marketing, 64(3), 50-64.  

Mittal, V., & Kamakura, W. A. (2001). Satisfaction, repurchase intent, and repurchase behavior: 
Investigating the moderating effect of customer characteristics. Journal of marketing 
research, 38(1), 131-142.  

Reast, J. D. (2005). Brand trust and brand extension acceptance: the relationship. Journal of 
Product & Brand Management, 14(1), 4-13.  

Rust, R. T., & Zahorik, A. J. (1993). Customer satisfaction, customer retention, and market share. 
Journal of retailing, 69(2), 193-215.  



Kuwait Chapter of Arabian Journal of Business and Management Review    Vol. 4, No.11; July. 2015 
 

41 
 

Van Riel, A. C. R., Liljander, V., & Jurriens, P. (2001). Exploring consumer evaluations of e-
services: a portal site. International Journal of Service Industry Management, 12(4), 359-
377.  

Zboja, J. J., & Voorhees, C. M. (2006). The impact of brand trust and satisfaction on retailer 
repurchase intentions. Journal of Services Marketing, 20(6), 381-390. 


