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Abstract

This study examines the influence of ease of use, security concerns and attitudes on South African consumers’ satisfac-
tion with ATM banking services. Participants of the study were solicited through electronic mailing list of ATM users
in South Africa. These participants were provided with a website link that directed them to an online survey hosted by
Qualtrics. A total of 224 participants from the various provinces of South Africa responded. This study confirms that
customer satisfaction is linked to security concerns, attitudes and ease of use. Overall, the results indicate that the re-
spondents were satisfied with ATM banking services. Since there is a shortage of research on customer satisfaction
with ATM banking services in South Africa, an area often neglected by South African researchers, this study contrib-

utes to knowledge available in the existing literature.
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Introduction

If there is one sector that uses technology more
than any other and that has more customer com-
plaints, it is the banking sector. This phenomenon
is observed globally. As such, the banking sector
has continually added new time saving technolo-
gies in their environments. One such technology is
the Automated Teller Machines (ATM). However,
even with these advancements, customers still
complain and are often angry and frustrated and, at
times, raising serious concerns that the technology
provided by banks might not take into considera-
tion their banking requirements (Jayawardhena &
Foley, 2000; Haron, Ahmad & Planisek, 1994).
Many of the frustrations stem from a number of
factors including long queues and waiting time
(Greenland, Coshall & Combe, 2006). Whether
these queues reflect inefficiencies in the ATM
technology itself or the failure of the banks to de-
liver satisfactory customer service, is unclear.
What appears to be a consensus among researchers,
however, is that customers’ experience with these
queues have been found to exert powerful influ-
ence on their satisfaction. Thus, when it comes to
services offered at the banking sector, customers
hope that banks would not only meet their expecta-
tions, but also would exceed such expectations. On
the basis of this statement, those organizations that
exceed customer expectations, will generally see a
reduction in customer complaints (Fornell &
Wernerfelt, 1987). Thus, well managed customer
expectations have been found to mitigate com-
plaints and, as a result, lead to customer satisfac-
tion (Shankar, Smith & Rangaswamy, 2003).
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On the surface, the concept of customer satisfaction
appears to be simple. Typically, customers use this
concept when they describe their approval of the
service. However, satisfaction is more complicated
with numerous definitions associated with it.
Oliver (1997) describes satisfaction as a pleasur-
able fulfilment of certain needs, desires and goals.
Anderson (1994) noted that satisfaction is based on
what the customer expects of a service and what is,
in fact, delivered. It is for this reason that Hallo-
well (1996) concluded that customer satisfaction
arises when customers perceive value from a par-
ticular exchange relationship or transaction.

What is noteworthy is that, in the banking sector,
literature identifies a number of variables influenc-
ing customer satisfaction depending on the banking
technology used. However, there are no specific
factors attributed to customer satisfaction in the
ATM banking environment. Previous research has
identified a myriad of factors such as systems
availability, fulfilment and efficiency, security and
responsiveness, easiness, cost effectiveness, social
benefits, functional benefits, ease of use, speed and
so forth. If the notion of the above-mentioned vari-
ables typifies the determinants of customer satis-
faction in the banking sector, as indicated in previ-
ous research, and if we want to address customer
satisfaction with ATM banking services, especially
in a country like South Africa, then, the question is:
what are the determinants of customer satisfaction
with ATM banking services in South Africa? The
country has seen a marked increase in ATMs. At
the end of 2015, there were 26 000 reported ATM
machines, 2 percent higher than 2011. With this
growth in ATMs, there appears to be limited
amount of research addressing customer satisfac-
tion with this technology. Therefore, the aim of this
study is to emphasize how attitudes towards
ATM banking, ease of use and security concerns
affect customer satisfaction.



1. Conceptual model and hypotheses develop-
ment

There are many ideas of what might cause cus-
tomer satisfaction with ATM banking services. Of
the many factors identified in literature, this study
focuses on ease of use, security concerns and atti-
tudes. Figure 1 presents the proposed conceptual
model of the factors affecting customer satisfac-
tion with ATM banking services.
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Fig. 1. Proposed factors influencing customer satisfaction
with ATM banking services
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Hypotheses formulation. In this paper, three hy-
potheses are formulated.

Ease of use. A customer’s perceptions of the effort
expended in a particular technology serves as a deci-
sion as to whether they will use that particular technol-
ogy or not. It is generally believed that customers may
choose to use banking technology if they believe it is
easy to use. Venkatesh (2000) refers to this notion as
ease of use and describes it as the extent in which one
believes that using a particular technology will be
without effort. In the present study, if a customer sug-
gests that an ATM might facilitate the performance of
transactions with minimum effort, then, they may
come to believe that it is easy to use. Therefore, the
following is hypothesized:

H;: There is a positive significant relationship be-
tween ease of use and customer satisfaction with
ATM banking services.

Security concerns. The security concerns that are
increasing rapidlyand are somewhat related to the use
of any technology in the banking sector. These con-
cerns, unless addressed, have been found to influence
customer satisfaction with the technology. Thus, cus-
tomers who report concerns on security issues report
lower levels of customer satisfaction. This notion was
supported by Murugiah and Akgam (2015) when they
observed a negative relationship between security and
customer satisfaction in their respondents. This meant
that their respondents had higher security concerns
which resulted in lower levels of customer satisfac-
tion. In the context of ATM banking services, securi-
ty may be described as customers’ perceptions of the
safety of the ATM when performing transactions
(Chang & Chen, 2009). The above arguments led to
the following hypothesis:
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H2: Security is negatively and significantly related
to customer satisfaction with ATM banking services.

Attitudes. Attitudes have been defined in many ways.
However, a person’s attitude is based on what they
expect the object, institution or another person would
do and links those expectations to what was actually
delivered (Zeithaml, Berry & Parasuraman, 1993). In
the context of technology, attitudes have been studied
by many authors, including Davis, Bagozzi and War-
shaw (1989), Venkatesh (2000), Koufaris and Hamp-
ton-Sosa (2002), Pikkarainen, Pikkarainen, Karjaluoto
and Pahnila (2004), among others, and have been
found to affect an individual’s evaluations and is a
predictor of the use of technology, especially in the
banking environment (Khawaja & Manarvi, 2009).
Also, attitudes serve as an indicator of the level of
satisfaction within that sector (Moutinho & Smith,
2000). Therefore, this paper hypothesizes that:

H3: There is a significant and positive relationship
between attitudes and customer satisfaction with
ATM banking services.

2. Method

Participants and procedure. Participants of the
study were solicited through an electronic mailing list
of ATM users in South Africa. These participants
were provided with a website link that directed them
to an online survey hosted by Qualtrics. Participants
were asked to answer questions that solicited their
demographics and questions with items measuring
ease of use, attitudes, security and customer satisfac-
tion. A total of 224 participants responded. Table 1
presents the demographic profile of respondents.

Table 1. Demographics of respondents (%)

Total
Gender Female 49
Male 51
Age 18-25 years 18
26-35 18
36-45 14
46-55 17
56+ 33
Education High school 39
FET qualification 34
Undergraduate degree 1
Postgraduate degree 16
Employment Full-time employment 58
Part-time employment 5
Self-employed 13
Unemployed 3
Housewife 4
Student 8
Pensioner 9
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Measuring instrument. The questionnaire was devel-
oped by using scales from previous studies. Perceived
ease of use and attitudes toward ATM usage were
adapted from the study by Davis (1989). The security
concerns scale was adapted from a scale developed by
Brown, Fuller and Vician (2004). To assess customer
satisfaction, items adapted from Sierra, Heiser and
McQuitty (2009) were used. The items of the measur-
ing instrument were measured in a 6-point Likert scale
from 1 (strongly disagree) to 6 (strongly agree). The
measuring instrument was then subjected to a reliabili-
ty test using Cronbach alpha. All the alpha scores were
above the suggested 0.70-0.90 (Nunnally & Bernstein,
1994) cut-off points. The security construct returned a
0.671 alpha value. Satisfaction, attitude and ease of use
returned 0.895, 0.946 and 0.840 alpha values, respec-
tively. Overall, the measuring scales of the instrument
of the current study were all reliable.

Data analysis and results. In this paper, the mean
values, standard deviations and correlation and re-
gression analysis were performed. Table 2 shows the
mean values, standard deviations and correlation
matrix of the factors influencing customer satisfaction
with ATM banking services.

p<0.01) was also observed, indicating that those re-
spondents who find ATM banking easy to use are
likely to have a positive attitude towards it. However,
the results show a negative relationship between se-
curity and satisfaction (r=-0.290, p<0.01), security
and attitudes (r=-0.217, p<0.01) and security and ease
of use (r=-0.162, p<0.05). This suggests that those
respondents who had high security concerns were
likely to be less satisfied with the services offered by
ATM banking. Also, those respondents who had high
security concerns were likely to find the use of ATMs
less easy to use and, consequently, develop negative
attitudes towards ATM banking. Therefore, the re-
sults of the correlation analysis confirm the existence
of a relationship among the constructs of ATM bank-
ing customer satisfaction.

Regression analysis. To test the hypothesized rela-
tionships among the constructs, regression analysis
was used. About 61 percent of total variance in cus-
tomer satisfaction is explained by ease of use, securi-
ty and attitudes (R2 = 0.61, F = 115493, p<0.05),
showing support for the hypothesized relationships.
Table 3 shows support for all the hypotheses.

Table 3. Regression analysis

Table 2. Mean, standard deviation and , , —
. . Predictor Standardized Tval Significance Decisi
correlation matrix variables Coefficients values level ecision
Security -1.33 -3.078 0.002 Supported
Standard . - . Ease of
Constructs | N | Mean deviation Security | Satisfaction | Attitudes Use Attitudes 0427 8.034 0.000 Supported
Security 224 | 355 | 154 1 -0.290* |-0.217** | -0.162* Ease of use 0.404 7.688 0.000 Supported
Satisfaction| 224 | 491 | 0.95 |-0.29 1 0.698** | 0.681 Significant at p<0.05 level,
Attitudes | 224 | 5.02 | 1.07 |-0.217*| 0.698** 1 0.600**
Ease  ofl 554 | 531 | 073 |-0.162| 0681 |0600% | 1 As shown in Table 3, ease of use showed a significant

use

Significant at *p<0.05, **p<0.01 (2-tailed).

From the table above, ease of use and attitudes had
the highest mean scores M=5.31, S=0.73 and
M=5.02, S=1.070 respectively, indicating that the
respondents of this study believe that ease of use
and attitudes are more important in determining
customer satisfaction with ATM banking services.
Security concerns recorded the lowest mean score
(M=3.55, S=1.54), indicating that the respondents
of this study slightly disagree that security plays a
role in customer satisfaction.

Correlations for the constructs of this study were also
computed. The results in Table 3 indicate that there is
a positive relationship between satisfaction and atti-
tudes (r=0.698, p<0.01), suggesting that respondents
who were satisfied with ATM banking services were
likely to have positive attitudes towards it. Also, there
was a positive relationship between ease of use and
satisfaction (r=0.681, p<0.01) indicating that those
respondents who found the ATM banking easy to use
are likely to be satisfied with it. A positive relation-
ship between ease of use and attitudes (r=0.600,
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relationship with customer satisfaction with ATM
banking services (=0.404, p<0.05). This was consis-
tent with hypothesis 1. On the other hand, respondents’
security concerns were negatively related (p=-1.33,
p<0.05) to their satisfaction with ATM banking ser-
vices. Thus, hypothesis 2 was supported. There was a
significant positive relationship between attitudes and
customer satisfaction ((f=0.427, p<0.05). Therefore,
hypothesis 3 was supported. Since all hypotheses were
accepted, this indicates that security concerns, attitudes
and ease of use are significant determinants of cus-
tomer satisfaction with ATM banking services among
the South African consumers.

Discussion and conclusion

The purpose of this study was to assess South African
consumers’ satisfaction with ATM banking services.
This study specifically looked at the associations
between customer satisfaction with ATM banking
services and security, attitudes and ease of use. The
results of the study are consistent with previous stud-
ies on the banking sector. The results indicate that the
respondents who believe ATM banking is easy to use
were more satisfied with the services offered by this



technology. Kadir, Rahmani and Masinaei (2011)
also found similar results when they showed that ease
of use, in their study referred to as ease of navigation,
influenced their respondents’ level of satisfaction
with ATM banking. The results of Moutinho and
Smith (2000) indicated that, in their study, those re-
spondents who had positive attitudes towards ATMs
were more likely to be satisfied with it. Our results
are similar to the findings of Moutinho and Smith
(2000). As in the findings of Kumbhar (2011) who
found a relationship between security and customer
satisfaction, our study also found such relationship
with customer satisfaction. Kumbhar (2011) further
suggested that banks should concentrate on security
to satisfy customers, which also stresses the impor-
tance of security to banks.

The study contributed to the existing body of litera-
ture by testing variables used in technology adoption
model (namely, ease of use and attitudes) and a vari-
able used in studying online technologies (security) to
assess South African consumers’ satisfaction with
ATM banking services. The results indicate that
South African consumers are satisfied with ATM
banking services. The findings suggest that custom-
ers, i.e., those respondents who were satisfied with
ATM banking found it easy to use; and that resulted
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in positive attitudes towards ATM banking services.
These respondents also indicated that they will be
more satisfied with ATMs when the security of the
ATMs is strengthened.

We have identified limitations to this study. The
study tested few factors influencing customer satis-
faction in the banking environment. It would be inter-
esting to understand whether customers would be
satisfied with ATM banking even if they perceive no
value derived from such technology. Therefore, fu-
ture research should test for a relationship between
perceived benefits and customer satisfaction. Lastly,
this study was conducted in South Africa. Therefore,
it is difficult to generalize the findings across cul-
tures. The South African banking environment pre-
sents its own unique challenges that might differ from
those of other countries.

There has been prevalence of ATM skimming, bomb-
ings leading Price Waterhouse Cooper (2016) and to
conclude that criminality and technology risk are of
huge concern for South African banks.

This study offers recommendations to South African
banks. We recommend stringent security measures.
Also, to protect the user’s pin from skimming devices
inserted in ATMs, biometric system is recommended.
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