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ABSTRACT

The study titled Enhancing Customer Satisfaction through Online Financial Services in
Rwanda utilized a questionnaire survey to collect data from a target population of 72,000
Sigma Credit and Savings Bank members. The sample size of 99 was determined using
Slovene’s formula. Data were acquired through self-administered questionnaires and
presented via tables and pie charts. The questionnaire design ensured accurate
measurement, consistency, and reliability of the gathered information. Regarding the first
research objective focusing on the benefits of online banking at Zigama Credit and Savings
Bank, out of 93 respondents, the study discovered that various factors contributed to the
appeal of online banking. Specifically, 10.4% preferred the accessibility and abundance of
smartphone applications, 7.3% valued money management control, 6% appreciated the
convenience and time-saving aspect, 12.5% checked their account balance, 6.2% utilized fund
transfers, bill payments, and ATM locating services, and 13.5% managed investments through
online platforms. Additionally, respondents highlighted aspects such as a speedy loan
process, simplified documentation, low processing fees, competitive interest rates, minimal
repayment charges, transparent feedback, easy disbursement, and access to insurance
facilities as crucial for their satisfaction. The study indicated a direct correlation between
the increase in online services (by 75%) and a parallel increase (75.0%) in customer
satisfaction. Regression analysis established an equation: Customer Satisfaction = 0.656 +
1.134. Online Banking, suggesting that a unit increase in online banking services
corresponded to a 1.134 increase in customer satisfaction within ZIGAMA CSS.

Keywords: Online financial services, Customer satisfaction, Zigama Credit and Savings Bank,
Internet banking, Transparency feedback.

INTRODUCTION
For the past two decades, the banking fostered by the developments of
sector has chosen a new service information technology since Information
channel based on the progress of technology enabled electronic channels to
information technology in different perform many banking functions that
countries all over the world. This has led would traditionally be carried out over the
to the development of banks, and the counter [1]. One of the most recent
utilisation of new alternative distribution channels of distribution to be used in
channels (credit card, Automatic Teller financial service organizations is online
Machine (ATM) and the ATM networks; banking; this method was established in
telephone banking; and Personal Computer the mid-1990s, thereafter steadily
(PC) banking to reach their customers. In becoming more important. The term
addition, customers’ transaction and electronic banking refers to "the provision
communication abilities have been of information or services by a bank to its
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customers, via a computer or
television"[2]. A more developed service
provides customers with the opportunity
to gain access to their accounts and
execute transactions or buy products
online via the Internet [3]. Access is fast,
convenient, and available round the clock,
whatever the customer’s location.
consequently, banks can provide services
more efficiently and at substantially lower
costs” Online banking also makes it easier
for customer to banks’ services and
products, can increase competition among
banks, and allows banks to penetrate new
markets and thus expand their
geographical reach. Some even see online
banking as an opportunity for countries
with underdeveloped financial systems to
leapfrog developmental stages [4]. Online
banking has emerged as a significant and
rapidly growing component of the world
economic exchange. Through online
Banking, the world economic exchange
has been reduced to a tiny global village in
terms of its information capacity and the
sources it holds which can be accessed by
anybody from anywhere in the globe
through the use of the medium of online
commerce namely the internet and some
other electronic devices. Online Banking
does not only encompass the way you shop
over the Internet but also the ways you
carry out banking transactions [5]. A few
years ago, banks started to offer their
service on the Internet, in addition to the
traditional services in the branch. This
allowed customers, more independence in
the choice of where and when to bank, as
they were not bound to opening hours.
Electronic Banking has revolutionized the
way business is transacted by globalizing
the business enterprise. Multinationals,
small and medium-scale industries no
matter their geographical locations are
all beneficiaries of online banking. It
encompasses all kind of commercial
transaction that is conducted on an
electronic medium, mostly through the
Internet [6]. Online banking links
businesses to customers no matter their
geographical location. It allows companies
to make new business contacts from
different global business alliances, test
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near products and services, and make
market research and other enquiries all at
a minimal cost both financial and
otherwise. As an increasing number of
Rwandan banks look at innovative ways,

such as Online banking, to make a
customer's banking experience more
convenient, efficient, and effective, it

becomes even more important to ascertain
the customers’ perception of the overall
service quality and their satisfaction with
the current online banking services.
Measuring customer satisfaction can
provide banks with useful information
about customer loyalty and retention, and
also help them devise effective strategies
to use efficient customer service as a
distinguishing factor in this heavily
customer-oriented service industry.
Financial services are increasingly using
technology in their transactions to be more
competitive, convenient to customers and
reduce costs [7]. Furthermore, the banking
industry tends to develop and foster
longer-term relationships compared with
many other industries and therefore is
appropriate to be examined from a
relationship marketing perspective.
Electronic banking has opened a new
avenue to make a distinction between
banks and deliver a superior service
compared to competitors. It involves the
use of the Internet by customers to get in
touch with their banks check their
accounts and carry out banking
transactions anywhere they are [8]. The
migration to Internet banking has greatly
influenced the distribution policies of
banks and the mode of interaction with the
banking and service experience for
customers.

Human beings when they are offered a
good and quick service, they feel satisfied.
Traditional banking systems had
inconveniences like transactional errors
while recording in their books, time to be
spent in the queue waiting to be served,
theft done to some of the customers after
withdrawal, unfriendly communication
between bank employees and customers,
and the frontline staff being too slow.
Therefore, electronic banking provides a
better way of solving such problems that
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could affect the satisfaction of customers.
In Rwanda banking services are still a
challenge for a large part of the
population; electronic banking will help
banks improve the quality of their service
delivery by speeding up transactions and
this will be a better way to attract new
customers and retain existing ones hence
online banking is a competitive advantage.

Therefore, this research was conducted at
Zigama Credit and Savings Bank as a
sample of all other banks aimed at
measuring the impact of Internet banking
on customer satisfaction. Based on the
research topic this study intends to give
evidence that customer satisfaction is a
result of online banking.

METHODOLOGY

Design of the study
According to [9], research is a careful
systematic study or investigation in some
field of knowledge, undertaken to
establish some facts or principles.
According to [10], a case study is an
intensive description and analysis of a
single individual, organization or event
based on information obtained from a
variety of sources such as interviews,
documents, tests and archival records.
Financial institutions in Rwanda which use
online banking are many and the study of
this whole population is not possible
hence a need to adopt a case study which
is Zigama css was required.
Target population
The population under this study consists
of all branches which use electronic
banking. The researcher assumes that
electronic banking in the whole of Zigama
CSS branches is offered in the same
manner and that deduction from this study
can apply to all those branches. The study
population targeted is Zigama Savings
Bank staff at the head office and branches
that use electronic channels. The targeted
number is 72000. Source Zigama Savings
Bank personnel database.
Sampling Design
The researcher used judgmental sampling
techniques; these sampling techniques are
applied when the researcher decides
without the use of any scientific technique
to select certain items for the sample
which agree with the population in regards
to particular characteristics. This was done
to enable the researcher to select only
respondents that would meet the purpose
of the study.
Sample Size Determination
For these reasons of necessity and
convenience, this study considered a
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sample size of 99 persons. This is found in
the Slovene formula:

N
n= ——
(1+ Ne?)

Where n: The sample size of the study
N: The total population of the study
e: The margin of error (equal to 0.1)
Then, n = 72000/[1+72000(0.13)]= 99
Sampling Techniques

In this study, the researcher wused
stratified- simple random sampling
techniques, where the researcher

classified the population under study
according to the department of BPR and
selected the head office to get the sample
size.
Data Collection Method
This study focuses on primary data as one
in which they are going to be collected for
the first time by the investigators. The
primary data are those which are collected
as flesh and for the first time and thus to
be original.
Data Collection Instruments

Once the process of sampling is
completed, the researcher selects the
methods to be used in data collection. To
obtain useful and accurate data and
ultimately come up with valid results, the
researcher used the following methods of
data collection: The questions for this
research were related to online financial
services and their impact on the customer
satisfaction process. Questions were both
opened and closed to provide respondents
with the opportunity to freely give their
points of view. It was another technique of
collecting data and it was useful with
respondents who have reading and
language difficulties. It was also used
when the respondents claimed not to have
time to fill out the questionnaire. This
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technique was used to observe the
emotions and feelings of online financial
service users while or after using the
channel of electronic banking. It was a very
economical technique and it gave a direct
impression.

Reliability and Validity of Data Collection
Instruments

The concept of reliability means the extent

to which the same measurement of
individuals obtained under different
conditions yields similar results

(Cambridge Dictionary of Statistics). A
questionnaire was used to collect data,
which was a powerful method when
information about people’s attitudes and
opinions was sought. The other benefit of
the questionnaire to this research was the
confidentiality it offered to the
respondents  which  contributed to
provision of the true information Validity
means the success of a method in
assessing what it sets out to assess. This
research assessed the influence of
electronic banking on the satisfaction of
customers and questions were set to
assess related practices. The study tested
reliability through 10 people in a pilot
study, where the study determined the
Chronbach coefficient and found that it
was 0.842.
Data analysis and interpretations

quantitative analysis were used to
organize and analyze the answers gathered
from the respondents using the tables and
statistics that show the real situation
which was compared and interpreted for
further recommendation. After editing,
coding, and tabulating; the researcher
analyzed data by utilizing computer
software for data analysis well known as

Statistical Package for Social Science
(SPSS).

Ethical considerations
[11] identifies the following ethical
concerns to be considered when
conducting survey research. These
guidelines deal with voluntary

participation, no harm to respondents,
anonymity and confidentiality, identifying
purpose and sponsor, and analysis and
reporting. Each guideline was addressed
individually with explanations to help
eliminate or control any ethical concerns.
First, researchers need to make sure the
participation is completely voluntary. The
researcher protected the respondents’
identities [12]. This was accomplished by
exercising anonymity and confidentiality.
The prospective respondents were told the
purpose of the study and the organization
sponsoring it. Therefore, the researcher
informed the respondents that research is
only carried out for academic purposes.

After collecting opinions from
questionnaires, both qualitative and
RESULTS

The researcher presents the respondents’ profiles about education and experience. This was
done to form a basis for making conclusions on the views that respondents gave on online

banking services and customer satisfaction.

Table 1: Distribution of respondents by gender

Frequency Per cent
Male 50 53.8
Female 43 46.2
Total 93 100.0

Source: Field data, 2015

Table 1 indicates the distribution of
respondents by gender. This study
revealed that the majority of contacted
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respondents were male. Hence, this study
found that there was a dominance for
those businesses financed by ZIGAMA CSS.
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Table 2: Distribution of respondents by working experience

Frequency Percent

Less than one year 7 7.5

1 to 3 years 10 10.8

4 to 6 years 55 59.1

7 to 10 years 21 22.6

Total 93 100.0
Source: Field data, 2015
Table 2 indicates the distribution of years. Hence, the study got accurate and
respondents by working experience. The useful information from the respondents
study revealed that the majority of as well and they had enough experience in
respondents were experienced from 4 to 6 their day-to-day business.

Table 3: Access to online banking from ZIGAMA
Frequency Per cent
Yes 93 100.0
Source: Field data, 2015
Table 3 and Figure 1 present the responses in ZIGAMA CSS. Therefore, the study
of contacted people who have access to shows, that contacted customers gave
online banking from ZIGAMA. The study information concerning our research
found that all respondents had got account objectives.
Table 4: Education level
Frequency Per cent

Masters level 5 5.4

Bachelors' degree 20 21.5

Secondary level 62 66.7

Primary level 6 6.5

Total 93 100.0

Source: Field data, 2015

Table 4 elaborates on the level of education for the contracted customers financed by
ZIGAMA CSS. The study found that all respondents contacted were educated. This implies
that the respondents were able to understand and analyse the research question asked by
the researcher. Hence, this study used valid and reliable information concerning the research
objectives.

Table 5: Type of business activity

Frequency Per cent
Trade 13 14
Agriculture 32 34.4
Welfare and Health Services 20 21.5
Construction 28 30.1
Total 93 100.0
Source: Field data, 2015
Table 5 indicates the types of business and trade. This implies that the businesses
activities customers of ZIGAMA CSS are financed by ZIGAMA CSS are in high-risk
involved in. The study revealed that the zone failure because the level of forecast
majority of the businesses financed by on agriculture and trade is low. Hence,
ZIGAMA CSS are involved in agriculture ZIGAMA CSS and customers of ZIGAMA CSS
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should think out of the box, so that they
innovate other types of business with low
risks.
Presentation of findings

This subsection focuses on the findings
related to the objectives of the study such
as online banking system methods
employed by Zigama Credit and Savings

Bank, factors that enhance electronic
banking at Zigama Credit and Savings
Bank, challenges of online banking at
Zigama Credit and Savings bank and the
relationship between online banking and
customer satisfaction in Zigama Credit and
savings bank.

Benefits of online banking system methods employed by Zigama Credit and savings bank
Table 6: The benefits of using mobile banking in Zigama Credit and Savings Bank

Frequency Percent
Access and plentiful applications for 10 10.4
smart phones
Control of money 7 7.3
Convenience and time saved 6 6.2
Check your account balance 12 12.5
Transfer funds, pay bills locate ATMs 6 6.2
Manage investments 13 13.5
All of the above 35 43.8
Total 93 100.0
Source: Primary data
Table 6 shows that out of 93 respondents, saved, 12.5% chose check account

this study found that 10.4 % chose to
access and plentiful applications for
smartphones, 7.3% chose Control of
money, 6% chose Convenience and time

balance,6.2 chose Transfer funds, pay bills
to locate ATMs, 13.5 chose to manage
investments and 43.8% chose all of the
above.

Table 7: The benefits of using Internet banking and ATMs in Zigama Credit and Savings

Bank
Frequency Per cent
Immediate access 24/7 5 5.2
Safe and secure 14 14.6
Payments and transfers 12 12.5
Fast track of applications 6 6.2
All of the above 52 56.2
Total 93 100.0
Source: Primary data
Table 7 indicates that out of 93 statements. This increase in comparability

respondents, 5.2% chose immediate access
24/7,14.6% chose Safe and secure, 12.5%
chose payments and transfers, 6.2% chose
fast track of applications and 56.2% chose
all of the above benefits. This is especially
important when comparing companies
located in different countries, as they
might otherwise be using different rules
and methodologies to prepare their
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has helped investors better determine
where to invest their money. It is believed
that investors and other users of Zigama
Credit and Savings Bank’s automated
services benefit from automated services
by reducing the cost of investments and
increasing the quality of the information
provided.
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Table 8: Benefits of using automated services towards Zigama Credit And Savings Bank

profitability

Frequency Percent
Easier for Stakeholders to make a 66 70.0
comparison of automated services
Among competitors
Cross-border investment is facilitated 9 10.0
Useful inefficient presentation of 18 20.0
financial statements
Total 93 100.0
Source: Primary data
As indicated by Table 8, this study services because it is useful in efficient

revealed that 70% of respondents replied
that with automated services it’s easier for
Stakeholders to make comparisons of
automated services among competitors;
hence it helps Zigama Credit and Savings
Bank to perform well. 20% of respondents
believe that there are benefits of using
automated services towards Zigama Credit
and savings bank performance as it
facilitates cross-border investment. The
remaining 10% of respondents replied that
there is a huge benefit in using automated

service delivery. As the business world
becomes closer in its financial and trade
ties, many companies are moving towards
automated services, and common
accounting rules that define how
transactions should be reported and what
information should be disclosed in
financial statements. Companies that use
the same standards to prepare their
automated services can be compared to
each other more accurately.

Table 9: Importance of Automated services towards customer satisfaction

Frequency Per cent
Accessibility of financial information to 14 15.0
stakeholders
Useful in decision-making 75 81.0
Automated services help the bank trade 4 4.0
its capital instruments
Total 93 100.0

Source: Primary data

Table 9 describes that 81% of respondents
believe that the information from
automated services was very useful in
decision making and this leads to the
Zigama Credit and savings bank customer
satisfaction. 15% of respondents agree that
accessibility of financial information to
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stakeholders was among the important of
automated services towards Zigama Credit
and Savings Bank profitability; whereas
only 4% of respondents revealed that
automated services help the Zigama Credit
and Savings Bank to trade its capital
instruments.
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Factors that enhance electronic banking at Zigama Credit and Savings Bank

100
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 Total

Source: Field data, 2015

Figure 1: The factors that facilitate online banking

Figure 1 present the benefits that
customers get from online service. The
study shows that most respondents said
that the Speedy process of the loan, One-
time document, Simple process, Low
processing fees, low-interest rate, Low
repayment charge, transparency feedback,

Easy disbursement process and insurance
facility. Therefore, the services offered by
ZIGAMA  CSS  have a  significant
contribution to the success of the business
through the above benefits, that the
customers get from ZIGAMA services.

Table 10: Satisfaction of customers from the online services applied for

Frequency

Per cent

Valid Yes 93

100.0

Source: Field data, 2015

Table 10 indicates the application of
services from ZIGAMA CSS. The study
revealed that all respondents (100%)
applied for services from ZIGAMA CSS.
This implies that the information from

contacted customers of ZIGAMA CSS was
able to be used in this study so that the
research got adequate information from
respondents.

Table 11: Number of times customers apply for those services

Frequency Per cent
Often 12 12.9
Sometimes 81 87.1
Total 93 100.0

Source: Field data, 2015

Table 11 indicates the time that the
customers of ZIGAMA CSS applied for the
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services. The majority of respondents said
that, sometimes they apply for services
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from ZIGAMA CSS. This implies that the
application of services depends on the
needs of applicants.

Table 12: ZIGAMA CSS online banking contributed a lot to the satisfaction of customers

Frequency Per cent
Strongly agree 71 76.3
Agree 22 23.7
Total 93 100.0

Source: Field data, 2015

Figure 12 presents the contribution of
ZIGAMA CSS to the satisfaction of
customers. The majority of respondents
(76.35) confirmed that the services offered
by ZIGAMA CSS contribute a lot to the
success of the business. Therefore, the

study revealed that services offered by
ZIGAMA CSS are useful tools for the
success of the business. Hence, ZIGAMA
CSS should expand its services, so that the
number of business fail should be reduced.

Challenges of online banking at Zigama Credit and savings bank
Table 13: Challenges of online banking at Zigama Credit and Savings Bank

Frequency

Per cent

I\
oo

Skills of using Machines

System offline

Customers’ claims

Low technology

Bank expenditures
Language

Level of customers’ literacy
Technological skills

All of the above

ul
(=}

NN WWWWwWN

no
er
(@)

Q= NN W ww

W G0

Total

100.0

Source: Field data, 2015

Table 13 indicates the challenges of online
banking at Zigama Credit and Savings
Bank, out of 93 respondents, 48% focused
on Skills of using Machines, 7% focused on
System breakdown, 3% on Customers’
claims, 3% Low technology, 3% Bank
expenditures, 3%Language 2% Level of

customers’ literacy,2% Technological skills
and 26% chose all of the above challenges.
Hence, Zigama CSS speed up the
sensitization campaign of the Rwandan
people to contribute to the promotion of
using online banking.

Table 14: Application for online services from ZIGAMA CSS in the last year

Frequency

Per cent

Yes 93

100.0

Source: Field data, 2015

Table 14 indicates the customers of
ZIGAMA CSS applied for service in ZIGMA
CSS. The study found that all contacted
respondents said that they applied for
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services in the last year. This implies that
the contacted respondents had
information concerning financial
institutions' services.
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Table 15: Services applied from ZIGAMA CSS

Frequency Per cent
Short-term loans 61 65.6
Long-term loans 22 23.7
Saving services 6 6.5
Transaction services 4 4.3
Total 93 100.0

Source: Field data, 2015

Table 15 shows the services applied in
ZIGAMA CSS by customers. The study
found that the majority of respondents
chose short-term loan and long-term loans.
This implies that the customers need
external financial support to run their
business. Therefore, ZIGAMA CSS has a
task to manage and monitor both short and
long-term loans offered to the customers
of ZIGAMA CSS, so that the business should
succeed.

Relationship between Online Banking and
customer satisfaction in Zigama Credit and
savings bank.

This  subsection focuses on the
relationship between variables under
study, such as online banking and

customer satisfaction in Zigama Credit.
This relationship has been according to the
research objectives and variables. The
study used both the Pearson correlation
coefficient and regression analysis.

Table 16: Pearson Correlation coefficient

customer
satisfaction in
Zigama Credit and
savings bank

Online banking

Online banking

Sig. (2-tailed)
N
Customer satisfaction
in Zigama Credit and

Savings Bank Sig. (2-tailed)

N

Pearson Correlation

Pearson Correlation

1 750"
.000

93 93

.7507 1

.000

93 93

**, Correlation is significant at the 0.01 level (2-tailed).

Source: Researcher developed

Findings in Table 16 indicate a relationship
between online Banking and customer
satisfaction in Zigama Credit. The
researcher used SPSS and found that the
Pearson correlation coefficient (r) equals
750, this implies that correlation
coefficient r = .750. Also, the P-value
equals 0.00, the correlation is significant
at the 0.01 level and r is positive, this
confirms that there is a significant and
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positive relationship between online
Banking and customer satisfaction in
Zigama Credit. Therefore, from the above
information, the researcher found that as
long as online Banking is done, it affects
customer satisfaction on the rate of 75.0%.
Hence, if the level of online services
increased on the rate of 75%%, customer
satisfaction increased at the rate of 75.0.
%.
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Table 17: Effect of online banking on customer satisfaction using regression analysis

Model Unstandardized Standardize T Sig.
Coefficients d
Coefficients
B Std. Error Beta
1 (Constant) .656 .197 3.333 .001
Online banking 1.134 .105 .750 10.813 .000

a. Dependent Variable: customer satisfaction in Zigama Credit and

savings bank

Source: Researcher developed

Findings in Table 17 indicate the effect of
online banking on customer satisfaction
using regression analysis. The study
formulated an equation, whereby the level
of customer satisfaction = 0.656 + 1.134*

Online banking. This implies that if online
banking services increased by 1, the level
of customer satisfaction increased by
1.134 in ZIGAMA CSS.

DISCUSSION

This subsection focuses on the summary
of findings according to the research
objectives, such as benefits of online
banking system methods employed by
Zigama Credit and Savings Bank, factors
that enhance electronic banking at Zigama
Credit and Savings Bank, challenges of
online banking at Zigama Credit and
savings bank and the relationship between
online banking and customer satisfaction
in Zigama Credit and savings bank.
Benefits of online banking system
methods employed by Zigama Credit and
Savings Bank

According to the first research objective,
the Benefits of online banking system
methods employed by Zigama Credit and
Savings Bank, out of 93 respondents, this
study found that 10.4 % chose to access
and plentiful applications for
smartphones, 7.3% chose Control of
money, 6% chose Convenience and time
saved, 12.5% chose check account
balance,6.2 chose Transfer funds, pay bills
locate ATMs, 13.5 chose manage
investments and 43.8% chose all of the
above. Out of 93 respondents, 5.2% chose
immediate access 24/7,14.6% chose Safe
and secure, 12.5% chose payments and
transfers, 6.2% chose fast track of
applications and 56.2% chose all of the
above benefits. 70% of respondents replied
that with automated services it’s easier for
Stakeholders to make comparisons of
automated services among competitors;
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hence it helps Zigama Credit and Savings
Bank to perform well. 20% of respondents
believe that there are benefits of using
automated services towards Zigama Credit
and savings bank performance as it
facilitates cross-border investment. The
remaining 10% of respondents replied that
there is a huge benefit in using automated
services because it is useful in efficient
service delivery. The study describes that
81% of respondents believe that the
information from automated services is
very useful in decision making and this
leads to the Zigama Credit and savings
bank profitability. 15% of respondents
agree that accessibility of financial
information to stakeholders is among the
important of automated services towards
Zigama Credit and Savings Bank's
profitability; whereas only 4% of
respondents revealed that automated
services help the Zigama Credit and
Savings Bank to trade its capital
instruments.

Factors that enhance electronic banking
at Zigama Credit and Savings Bank

The study shows that most respondents
said that the Speedy process of the loan,
One-time document, Simple process, Low
processing fees, low interest rate, Low
repayment charge, transparency feedback,
Easy disbursement process and insurance
facility. Therefore, the services offered by
ZIGAMA CSS have a  significant
contribution to the success of the business
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through the above benefits, that the
customers get from ZIGAMA services. The
study revealed that all respondents
applied for services from ZIGAMA CSS.
This implies that the information from
contacted customers of ZIGAMA CSS was
able to be used in this study so that the
research got adequate information from
respondents. The majority of respondents
said that sometimes they apply for
services from ZIGAMA CSS. This implies
that the application of services depends on
the needs of applicants. The majority of
respondents (76.35%) confirmed that the
services offered by ZIGAMA CSS contribute
a lot to the success of the business.
Therefore, the study revealed that services
offered by ZIGAMA CSS are useful tools for
the success of the business. Hence,
ZIGAMA CSS should expand its services, so
that the number of business fail should be
reduced.

Challenges of online banking at Zigama
Credit and savings bank

About the third research objective, the
study indicated the challenges of online
banking at Zigama Credit and Savings
Bank, out of 93 respondents, 48% focused
on Skills of using Machines, 7% focused on
System breakdown, 3% Customers’ claims,
3% Low technology, 3% Bank expenditures,
3%Language 2% Level of customers’
literacy,2% Technological skills and 26%
chose all of the above challenges. The
study found that all contacted respondents
said that they applied for services in the
last year. This implies that the contacted
respondents had information concerning
financial institutions' services. The study
found that the majority of respondents

chose short-term loans and long-term
loans. This implies that the customers
need external financial support to run their
business. Therefore, ZIGAMA CSS has a
task to manage and monitor both short and
long-term loans offered to the customers
of ZIGAMA CSS, so that the business should
succeed.

Relationship between online banking
and customer satisfaction in Zigama
Credit and Savings Bank

The study indicates the relationship
between online Banking and customer
satisfaction in Zigama Credit. The
researcher used SPSS and found that the
Pearson correlation coefficient (r) equals
750, this implies that correlation
coefficient r = .750. As well as the P-value
equal to 0.00, the correlation is significant
at the 0.01 level and r is positive, this
confirms that there is a significant and
positive relationship between online
Banking and customer satisfaction in
Zigama Credit. Therefore, from the above
information, the researcher found that as
long as online Banking is done, it affects
customer satisfaction at the rate of 75.0%.
Hence, if the level of online services
increased at the rate of 75%%, customer
satisfaction increased at the rate of 75.0.
%. This study also revealed the effect of
online banking on customer satisfaction
using regression analysis. The study
formulated an equation, whereby the level
of customer satisfaction = 0.656 + 1.134*
Online banking. This implies that if online
banking services increased by 1, the level
of customer satisfaction increased by
1.134 in ZIGAMA CSS.

CONCLUSION

In relation to the first research question
the benefits of online banking system
methods employed by Zigama Credit and
Savings Bank. The benefits of using
Internet banking and ATMs in Zigama
Credit and Savings Bank are access and
plentiful applications for smartphones,
Control of money, convenience and time
saved, account balance,6.2 transfer funds,
pay bills locate ATMs and manage
investments. The benefits of using mobile
banking in Zigama Credit and Savings Bank
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are access and plentiful applications for
smartphones, Control of money,
Convenience and time saved, checking
account balance, Transfering funds,
paying bills locating ATMs and managing
investments. The benefits of using Internet
banking and ATMs in Zigama Credit and
Savings Bank are immediate access, safety
and security, payments and transfers, and
fast track of applications. This is especially
important when comparing companies
located in different countries, as they
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might otherwise be using different rules
and methodologies to prepare their
statements. This increase in comparability
has helped investors better determine
where to invest their money. It is believed
that investors and other users of Zigama
Credit and Savings Bank’s automated
services benefit from automated services
by reducing the cost of investments and
increasing the quality of the information
provided. The second research objective is
factors that enhance electronic banking at
Zigama Credit and Savings Bank. The
study shows that most respondents said
that the Speedy process of the loan, One-
time document, Simple process, Low
processing fees, Low-interest rate, Low
repayment charge, transparency feedback,
Easy disbursement process and insurance
facility. Therefore, the services offered by
ZIGAMA CSS have a  significant
contribution to the success of the business
through the above benefits, that the
customers get from ZIGAMA services. The
third research question, the challenges of
online banking at Zigama Credit and
savings bank. The study concluded that
Skills of wusing Machines, System
breakdown, Customers’ claims, Low
technology, Bank expenditures, Language,
Level of customers’ literacy and
Technological skills are among of
challenges of online banking at Zigama
Credit and Savings Bank. Hence, Zigama
CSS sped up the sensitization campaign of
the Rwandan people to contribute to the
promotion of using online banking.
Therefore, control, monitoring and
evaluation are needed so that the number
of challenges can be reduced. According to
the fourth research question, the study
used both the Pearson correlation
coefficient and regression analysis and
found that there is a positive relationship
between online banking and customer
satisfaction in ZIGAMA CSS. Therefore,
online banking is one of the main
dimensions of the performance of the
business and is widely seen to be
determined by other external factors. This
research concluded that online banking
services are key to the success of the
business and customer satisfaction. The
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online banking services have an important
influence on the priorities set by the
customers. Managers and customers have
different attitudes about particular types
of services.
Recommendations

According to the findings of the study,
satisfaction differences should exist
among different income groups and that,
generally, higher income groups tend to be
more satisfied with online banking than
lower income groups. One possible
explanation is that it might be that banking
staff tend to pay more and closer attention
to the needs and wants of higher-income
customers of the banks than those
customers who earn lower. To attain
sustainable customer satisfaction, ZIGAMA
CSS should continue to analyze the
challenges faced by customers in the use
of several online services delivered by
ZIGAMA CSS. ZIGAMA CSS should also
assess the drivers and mechanisms that
should influence the satisfaction of
customers.

Basing on the findings and interpretations
as well as the theoretical aspects presented
in the literature review this research
recommends ZIGAMA CSS to speed up the
sensitization campaign of the Rwandan
people to contribute to the promotion of a

reading  culture of its financial
information. This research also
recommended that individuals are

considered a very important requirement
to the operation and the procedures in
every information system, so ZIGAMA CSS
have to improve the skills of the
employees working in the department of
online banking.
Suggestions for further study

This study focused on online banking only,
hence the following areas are suggested
for further research; the role of automated
services in the development of financial
institutions, Access to online services and
performance of commercial banks, and the
role of automated services in reducing the
collapsing of financial institutions.
Therefore, future researchers should focus
on; commercial bank online services and
economic growth, commercial bank online
services and the welfare of citizens, and
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then commercial bank online services and
its performance.

1.
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