
INTERNATIONAL JOURNAL OF SCIENTIFIC & TECHNOLOGY RESEARCH VOLUME 8, ISSUE 11, NOVEMBER 2019  ISSN 2277-8616 

523 
IJSTR©2019 
www.ijstr.org 

E-Banking Satisfaction and Post-Adoption 
Behavior in Saudi Arabia: An Empirical Study  

 
Najmul Hoda, Naim Ahmad 

 
Abstract:The internet-based electronic banking (e-banking) has brought strategic changes in the traditional modus operandi of banks. All the 
stakeholders benefit from e-banking including customers, companies and regulatory organizations. It helps banking companies to reduce the operational 
costs, increase the reach and offer flexibility. Similarly, customers receive services in the most convenient ways through various channels (mobile, 
computer, ATMs, etc.) at all times. Nonetheless, the retention and continued usage of the services are imperative for the banks to attain the desired 
benefits of e-banking. Therefore, satisfaction level of users is important especially in Gulf Cooperation Countries (GCC) where the rate of adoption of e-
banking is still slow. Further, the behavior and reactions of customers who have used e-banking services determine their intention to continue as well as 
recommend to others. This study focuses on the post-adoption (usage) behavior including satisfaction of consumers who have already used the services 
in the Saudi Arabian context. A survey questionnaire with 5-point Likert scale was used to collect responses on variables of satisfaction and post-
adoption behavior. Factor analysis is applied for grouping of items of satisfaction and post-transaction. Further statistical analysis was carried out to 
study the relationships between demographics, internet and e-banking usage behavior with satisfaction and post-adoption behavior. Total of 137 
responses were received through Google survey. Descriptive statistics shows that sample of respondents are good representative of university 
population. The factor analysis on satisfaction has grouped items into two constructs service quality and security, and savings and convenience. 
Similarly, post-transaction actions into factors of positive and negative actions. Further, statistical tests reveal that gender, age and education has 
association with e-banking purpose. Similarly, all demographic variables including internet access have association with e-banking frequency. Further, 
most males are satisfied for savings and convenience and high internet access cause more satisfaction for service quality and security. Further, people 
with doctoral degree are likely to take positive actions and high internet access is associated with negative actions. Finally, e-banking consumption 
pattern also has association with satisfaction and post-transaction actions. The research would be helpful to banks in Saudi Arabia to understand the 
satisfaction level of e-banking users and also the factors affecting post-transaction action. Further, the research contributes to the existing literature on e-
banking especially focusing on post adoption behavior and in an important GCC country.  
 
Index Terms: Electronic Banking; Customer Satisfaction; Saudi Arabia; Post-adoption Behavior, Demographics, Service Quality, Post-transaction Action  

———————————————————— 

 
1. INTRODUCTION 
Internet-based technologies have resulted in a paradigm shift 
in customer service operations across industries. Banking and 
financial companies have been at the forefront of this change. 
As a result of the adoption of internet-based technologies by 
banks, the services are no longer bound by time or geography; 
increasing the ease of access for the customers. On the other 
hand, banks too have been benefited in the form of reduced 
costs and flexibility.  Banking services provided via internet 
have been called by many names like Electronic banking 
(Izogoet al, 2012;Shih and Fang, 2004), Internet banking 
(Bhattacharjee 2001), Online banking (Shah, 2011). Electronic 
banking or e-banking is a more comprehensive term than 
online or Internet banking that includes various types of 
services (distribution channels) like mobile banking, WAP 
banking, etc. (Daniel, 1999; Baraghani, 2007). Electronic 
banking is defined as, “the delivery of banks‘ information and 
services by banks to customers via different delivery platforms 
that can be used with different terminal devices such as 
personal computer and mobile phone with browser or desktop  
software, telephone or digital television” (Nimako, 2013). The 
adoption of e-banking will further increase as the cost of 
information technology decreases with adoption of cloud 
computing (Ahmad, 2017) by the financial institutions. 
Similarly the features of e-banking services will improve as the 
financial institutions incorporate Big Data (Khan et al, 2018) 
and Internet of Things (Irfan and Ahmad, 2018). 

 

E-banking is now a competitive necessity for banks and they 
are bound to offer these services to customers to have an 
edge (Zakaria and Nidal, 2010). Parasuraman et al.(2005) and 
Turban et al.(2000) highlighted several benefits of e-banking 
like retained customers, financial performance, cost savings, 
improved services. E-banking adoption is still low in the GCC 
countries. As per the report by A T Kearney (2012a), e-banking 
has been adopted by just 20% bank customers in GCC 
countries whereas the percentage in developed countries and 
other developing countries range from 40 -70%. It is important 
for the banks to not only understand the factors that lead to 
the adoption of e-banking service but also the satisfaction 
level of the customers. In a study (Sujana et al 2009), it has 
been pointed out that beyond initial adoption, the use of e-
banking should also be continued. Further, banks should also 
try to understand the reasons for non-adoption (Kuisma et al., 
2007). In nutshell, banks must try to understand the level of 
customer satisfaction for the e-banking services to be easily 
adopted and continued by the customers (WaiChing, 2008a). 
E-banking provides a lot of opportunity for the banks in Saudi 
Arabia to increase their competitiveness and provide 
enhanced services to their customers. However, their success 
mainly depends upon the usage and satisfaction of the current 
users. Many studies have found a strong relationship between 
e-banking customer retention and customer satisfaction (Chan 
and Lu, 2004; Han and Baek, 2004; Santouridis, et al 2009). It 
is also reported that satisfied consumers may be more likely to 
adopt e-banking as the primary channel (Karjaluoto et al., 
2002; Mattila et al., 2003).  This study focuses on the post 
adoption behavior of customers as proposed by Shao (2007), 
Lindgaard and Dudek (2003). The next section presents the 
review of literature; section three explains the research 
methodology; section four provides the findings and 
discussions and section five is the conclusion and limitations.  
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2 LITERATURE REVIEW 
Customer satisfaction and post transaction behaviour with e-
banking have been studied from various perspectives in 
different countries. There are studies focusing on the factors 
affecting the adoption; satisfaction; and experience of users 
with e-banking.  
 
2.1 DEMOGRAPHIC FACTORS AND E-BANKING CONSUMPTION 

PATTERN 
Polatoglu and Ekin (2001a) examined the factors affecting 
adoption of e-banking among Turkish bank consumers. They 
included consumer related factors as well as the 
organizational factors. The study also focused on the 
demographic factors of the consumers. Laukkanen and 
Pasanen (2008) conducted a survey in a Scandinavian bank in 
Finland. The study revealed the differences between the 
adoption rates between innovators, early adopters and other 
users. Fawzy and Esawai (2017) used technology acceptance 
model to investigate the factors affecting adoption of E-
banking in public and private banks in Egypt. Nasri (2011) 
studied the factors affecting adoption of e-banking in Tunisia. 
The test of their model revealed that convenience, risk, 
security and prior internet knowledge influence adoption. They 
also considered demographic factors affecting consumer e-
bankingbehavior. Akinci et al. (2004a) focused their research 
on the academicians and their behavior in adoption of e-
banking services. They explored the demographic, attitudinal 
and behavioral characteristics. Supathanish (2010) 
investigated the barriers to adoption of e-banking. The study 
based in Thailand found factors like lack of awareness, lack of 
trust and lack of perception for E-banking. Wai-Ching (2008b) 
tested ten attributes of e-banking adoption in Malaysia and 
found all of them to be significant. These attributes are 
convenience of usage, accessibility, features availability, bank 
management and image, security, privacy, design, content, 
speed, and fees and charges. Familiarity with computers and 
technology is also an important factor that affects the adoption 
of e-banking (Karjaluoto et al., 2002a;Ghazinoory&Afshari-
Mofrad, 2012;Igbaria et al., 1995;Servon and Kaestner; 2008). 
 
It has been found that demographic factors affect the e-
banking consumption pattern. Therefore the following 
hypotheses are formulated to study the relationship between 
demographic factors (gender, age, occupation, monthly 
income and access to internet) and e-banking consumption 
pattern (e-banking purpose and e-banking frequency). 

H1: Gender has a significant association with e-banking 
purpose 
H2: Age has a significant association with e-banking 
purpose 
H3: Education has a significant association with e-banking 
purpose 
H4: Access to internet has a significant association with e-
banking purpose 
H5: Gender has a significant association with e-banking 
frequency 
H6: Age has a significant association with e-banking 
frequency 
H7: Education has a significant association with e-banking 
frequency 
H8: Access to internet has a significant association with e-
banking frequency 

2.2 DETERMINANTS OF SATISFACTION WITH E-BANKING 
Jayawardhena and Foley (2000) studied the influencers of 
satisfaction among e-banking users in UK. They found factors 
related to website as significant. Jun and Cai (2001) also 
found website features to be affecting service quality. 
Broderick and Vachirapornpuk (2002) discovered the customer 
related factors like participation, comfort, emotional response 
to be significantly affecting the perceived service quality that is 
a determinant of satisfaction. Yang and Fang (2004) identified 
ease of use and usefulness as significant in the service quality 
whereas Doll and Torkzadeh (1988) had found content, 
accuracy, format, ease of use and timeliness.  Wan et 
al.(2005) included ease of use, transaction security, 
transaction accuracy, speed, convenience, time utility, 
provision of different personal services, social desirability, 
usefulness, economic benefits and user involvement in 
understanding the determinant of e-banking service. 
Chiemeke et al. (2006) studied the barriers to adoption of e-
banking in Nigeria and found insecurity, inadequate 
operational facilities including telecommunications facilities 
and electricity supply as the main factors. Risk perception or 
threat has been also found to be a determinant of e-banking 
service quality  (Kesharwani and Bisht, 2012). Perceived ease 
of use is also a factor that affects the adoption of e-banking 
(Kasheir et al., 2009).  Convenience is also a significant 
attribute of technology (Yurcan, 2012). Familiarity with 
computers and technology is also an important factor that 
affects the adoption of e-banking (Karjaluoto et al., 
2002b;Ghazinoory&Afshari-Mofrad, 2012b;Igbaria et al., 
1995b; andServon and Kaestner, 2008).  Security has been 
idenitified as a major feature of E-banking that affects its 
adoption and satisfaction (Tan and Teo, 2000b; Howcroft et al., 
2002). Potaloglu and Ekin (2001b) explain security in three 
dimensions namely reliability, safety and privacy. Susanto et 
al. (2016) added privacy dimension too. Website design has 
been also considered an important determinant of e-banking 
service (Ortega et al., 2007). 
 
2.3POST TRANSACTION ACTION 
Parthasarthy and Bhattacharjee (1998) used innovation 
diffusion theory to understand the post adoption behavior of 
online service users. Potaloglu and Ekin (2001c) identified six 
actions that a user may take subsequent to the usage of e-
banking.  

i. Saying positive things about the service 
ii. Recommending the service  
iii. Encouraging friends and family to use the service  
iv. Switching to a competitor when face a problem  
v. Complain to bank authorities when face a problem  
vi. Complain to other customers when face a problem 

 
2.4 DEMOGRAPHIC FACTORS AND POST ADOPTION BEHAVIOR 

It has been widely recognised that demographic factors 
have a great impact on consumer attitudes and behaviour 
regarding online banking (Daniel, 1999; Sathye, 1999; 
Jayawardhena and Foley, 2000b; Karjaluoto et al., 
2002c).Nimako et al. (2013) examined the influence of gender, 
age, education, income and marital status on the satisfaction 
ratings with e-banking.  Seyal et al. (2000) considered five 
demographic factors namely gender, age, income, educational 
level and internet experience. Many studies found that males 
tend to adopt and use technology more than females (Seyal et 
al., 2000b;Venkatesh and Morris, 2003; Teo and Lim, 1999; 
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Dahlan et al., 2002).   In context of an Arab country, 
Fernandes and Awamleh (2005) found that gender does not 
affect e-banking behavior in UAE. Akinci et al., (2004b) found 
significant influence of age on the adoption of e-banking. 
Trocchia and Janda (2000) found a tendency of resistance to 
technology among older consumers. Zeithaml and Gilly (1987) 
found age to be significant influencers of adoption of retailing 
technologies.  Izogo et al. (2012b) examined six demographic 
factors that included gender, marital status, religion, income, 
age and education level on the adoption of e-banking in 
Nigeria. Gan et al. (2006) also studied the impact of gender, 
age, education, income and occupation on e-banking 
behavior. Wang et al. (2003) reported that age influences 
adoption of e-banking. Sarel and Marmorstein (2003) found 
significant influence of income and education on the adoption 
of e-banking.  

In light of above, the following hypotheses are formulated to 
study the relationship between demographic factors and post 
adoption behavior of e-banking customers. 

H9: Gender has a significant association with e-banking 
customer satisfaction 

H10: Age has a significant association with e-banking 
customer satisfaction 

H11: Education has a significant association with e-banking 
customer satisfaction  

H12: Access to internet has a significant association with e-
banking customer satisfaction 

H13: Gender has a significant association withpost 
transaction action of e-banking customers 

H14: Age has a significant association withpost transaction 
action of e-banking customers 

H15: Education has a significant association withpost 
transaction action of e-banking customers 

H16: Access to internet has a significant association 
withpost transaction action of e-banking customers 

 
2.4 E-BANKING CONSUMPTION PATTERN AND POST ADOPTION 

BEHAVIOR 
This study intends to understand the impact ofe-banking 

consumption pattern (frequency and purpose) on customer 
satisfaction and post transaction action. However, a study 
revealing this dimension of e-banking was not found in the 
literature survey by the researchers. In order to study the 
relationship between e-banking consumption pattern and post 
adoption behavior (satisfaction and post transaction action), 
the following hypotheses are formulated. 

H17: E-banking frequency significantly affects e-banking 
customer satisfaction 
H18: E-banking purpose significantly affects e-banking 
customer satisfaction 
H19: E-banking frequency significantly affects post 
transaction action of e-banking customers 
H20: E-banking purpose significantly affects post transaction 
action of e-banking customers  
 

3 RESEARCH METHODOLOGY 
The main objectives of the study were: 

i. to understand the factors affecting satisfaction among e-
banking customers,  

ii. to study the relationships between demographic 
variables and e-banking consumption pattern 

iii. to study the relationships between e-banking 
consumption pattern and its relationship with post 
transaction action 

iv. to study the relationships between demographic 
variables and post adoption behavior of e-banking 
customers. 

 
3.1 SAMPLE OF THE STUDY 
The population of the study consisted of the Internet banking 
users in Kingdom of Saudi Arabia. As per a report published 
by A T Kearney (2012b), the penetration of Internet banking in 
the GCC countries was 20 percent. Majority of the banks in 
Saudi Arabia are providing e-banking services to their 
consumers.  
 
3.2 RESEARCH INSTRUMENT 
A structured questionnaire was used to collect the responses 
from the respondents. The satisfaction variables were adopted 
mainly from the study by Potaloglu and Ekin (2001c). All the 
variables identified in this research have been corroborated by 
the literature review in the above section. The questionnaire 
comprised of a section for collecting respondent’s profile, 
another for understanding the familiarity with technology 
(Internet access and Internet banking usage) and the final 
section to collect the 5-point Likert scale rating on 5 variables 
of purpose of E-banking, 12 variables of satisfaction and 6 
variables of post-transaction actions.  
 
3.3 DATA COLLECTION 
The data for the study was collected from students and 
teachers of a university in Saudi Arabia. The survey was 
published on Google and the link was shared through 
snowball method to the Internet banking users. As the links 
were mainly forwarded to the members of the university of the 
researchers, the responses were mainly received from the 
users who are associated with universities. However, these 
users might represent the behavior of users from cross section 
as these users come from different backgrounds and contexts. 
In total, 137 valid responses were received at the end of the 
survey.  Some respondents didn’t provide valid input to the 
variables of last factor of post-transactions actions therefore 
the analysis of this factor has 104 valid responses.  
 
3.4 DEMOGRAPHIC PROFILE OF RESPONDENTS 
The demographic profile of the respondents is summarized in 
Table 1. Majority of the respondents are female (72.3%), in the 
age group 21-30 years (51.8%), and studying at 
undergraduate level (52.6%). As far as the sample distribution 
is concerned, this represents the real population in the 
Universities where females (students and staff) are 
significantly more in number than the male counterparts. 
Income details have not been provided by 32.8% of the 
respondent therefore income variables are dropped from 
further analysis. 
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Table 1. Demographic Profile of respondents 
 

Variables Category Frequency % 

Gender 
 

Male 38 27.7 
Female 99 72.3 

Age Below 20 years 18 13.1 

21-30 Years 71 51.8 

31-40 Years 26 19.0 

41-50 Years 17 12.4 

More than 50 Years 5 3.6 

Education High School or Less 38 27.7 

Bachelor Degree 72 52.6 

PG Degree 6 4.4 

Doctoral Degree 21 15.3 

Monthly 
Income (in 
Saudi 
Riyals) 

Below 5000 39 28.5 

5001-10000 28 20.4 

10001 - 15000 12 8.8 

15001 - 20000 11 8.0 

20001 and above 2 1.5 

Prefer Not to Say 45 32.8 

 
4 FINDINGS AND DISCUSSIONS 
 
4.1 FACTOR ANALYSIS OF SATISFACTION VARIABLE 
The factor analysis was applied to examine underline patterns 
or relationships for large number of variables (inter-dependent 
in nature) aiming to determine whether the information can be 
summarized or extracted in smaller set of factors or 
components. There were 12 variables under ‘Satisfaction’ 
section.  The variables were measured using 5-point Likert 
scale (1= Not at all satisfied to 5=Very satisfied).  For the 
factor analysis purpose, these variables are treated as 
continuous scale type variables. As a first step, the inter-
correlation among the 12 attributes which belong to 
‘Satisfaction’ section is examined.  There exists some level of 
correlation among these 12 attributes. It is observed that the 
internal correlation values among these 12 variables positively 
and all are significant at 95% (and some are significant at 
99%). This indicates that the variables are closer to each 
other. KMO value was found to be 0.903 implying that sample 
selected for the analysis is adequate for applying factor 
analysis and can be used for statistical inferences.  The factor 
analysis is based on Principal component analysis in which 
the factors are based on the total variance. By setting Eigen 
value > 1, two factors are arrived as shown in Table 2 . The 
first factor explains around 55.8% variance and second factor 
explains 10.78%. It is observed that the total variance 
explained by these two factors is around 66.6%.  It is 
concluded that factor analysis reduces the 12 variables into 2 
factors. After examining the factor matrix it is understood that 
items of first factor point towards service quality and security, 
and items of second factor point towards savings and 
convenience and hence named accordingly. The internal 
consistency reliability of each of the factor holds good as 
Cronbach’s alpha has come out to be 0.925 and 0.728.  
 

Table 2 Factor Matrix for the Satisfaction variables 

  

Factors 

Service 
quality and 
security 

Savings and 
convenience 

Privacy is maintained 0.87 0.14 

IB services are secure 0.85 0.14 

IB services are reliable 0.84 0.23 

The transactions are done quickly 0.82 0.22 

It is self-service 0.74 0.21 
I can get instant feedback for my 
transactions 

0.69 0.31 

Satisfies all my banking needs 0.69 0.25 

Easy to use 0.63 0.51 

The transactions have low or no cost -0.03 0.80 

It provides time savings 0.46 0.70 

Available 7 days and 24 hours 0.24 0.68 

I can access from anywhere 0.58 0.65 

 
4.2 FACTOR ANALYSIS OF POST TRANSACTION ACTION VARIABLE 
The six variables identified as the action a user may post 
transaction were also subjected to Factor Analysis. These 
variables are measured using 5-point Likert scale (1= Very 
Unlikely  to 5=Very Likely) and were treated as continuous 
scale type variables. It was observed that the internal 
correlation existed among some of the variables were 
significant. The KMO value was found to be 0.71 implying that 
sample selected for the analysis is adequate for applying 
factor analysis and can be used for statistical inferences.  By 
setting Eigen value > 1, two factors were arrived. The first 
factor explains around 46.2% variance, second factor explains 
26.4% so on. It is observed that the total variance explained 
by these five factors is around 72.63%.  After examining the 
factor matrix in Table 3, it is understood that items of first factor 
point towards positive actions, and items of second factor 
point towards negative actions hence named accordingly. The 
internal consistency reliability of each of the factor holds good 
as Cronbach’s alpha has come out to be 0.834 and 0.742. 
 
Table 3 Factor matrix for the post-transaction variables 
  Factors 

Positive 
Action 

Negative 
Action 

 I say positive things about the service to 
other people  

0.87 -0.21 

  I recommend the service to someone who 
seeks my advice  

0.87 -0.16 

 I encourage friends and family to use the 
service  

0.84 0.06 

 I complain to bank authorities if I experience 
a problem  

0.67 0.06 

  I complain to other customers if I 
experience a problem 

0.17 0.87 

 I switch to a competitor if I have a problem 
with the service  

0.23 0.86 

 
4.3 RESULTS OF HYPOTHESES TESTING  
All the hypotheses have been tested using Chi-square tests. 
There are five demographic variables (gender, age, education 
and internet access), two E-banking behavior variables 
(frequency of e-banking and purpose of e-banking), two 
factors for E-banking satisfaction (service quality and security, 
and savings and convenience), and two factors for post-
transaction behavior (positive actions and negative actions). In 
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order run Chi-square test to see relationships between these 
variables 5-point Likert scale has been converted into 3-point 
scale by taking values (averaged values if multi-item scale 
such as positive actions) from 1 to 2 into 1, greater than 2 and 
less than 4 into 2, and from 4 to 5 into 3 and named 
accordingly such as for positive actions: unlikely, likely and 
very likely. In SPSS, firstly Pearson Chi-Square Test (χ2) is 
used to test the hypothesis and secondly Fisher’s Exact Test 
(FET) is used if the minimum expected count is less than 1 or 
more than 20% of the cells have expected count less than 5. 
 
i)  Demographic variables versus e-banking purpose (H1-H4) 
 
H1 is accepted (χ2 (2) = 10.35, p = .006), hence gender has a 
significant association with e-banking purpose. It can be seen 

from Table 4 that higher number of females find e-banking not 
purposeful as compared to males.  
H2 is accepted (FET = 17.324, p = .014), hence age has a 
significant association with e-banking purpose. It can be seen 
from Table 4 that people of ages 41 and above don’t find e-
banking not purposeful as compared to that of lower ages.  
H3 is accepted (FET = 12.351, p = .037), hence education has 
a significant association with e-banking purpose. It can be 
seen from Table 4 that people with higher education 
postdoctoral and doctoral don’t find e-banking not purposeful 
as compared to those with lower education.  
H4 is rejected (FET = 1.517, p = .842), hence internet access 
has no significant association with e-banking purpose.  
 

 
Table 4 Cross-tabulation of demographic variables with e-banking purpose 

 

  

Purpose 

Total 
Not purposefull Purpose full Very purpose full 

Gender 
Female 27 60 12 99 

Male 1 30 7 38 

Age 

Below 20 4 12 2 18 

21-30 21 41 9 71 

31-40 3 22 1 26 

41-50 0 11 6 17 

Above 50 0 4 1 5 

Education 

High school or less 13 19 6 38 

Bachelor 14 48 10 72 

Postgraduate 1 5 0 6 

Doctoral 0 18 3 21 

Internet Access 

Low 2 4 1 7 

Medium 6 15 4 25 

High 20 71 14 105 

Total 28 90 19 137 

 
ii)  Demographic variables versus frequency of E-banking(H5-
H8) 
H5 is accepted (χ2 (2) = 12.815, p = .002), hence gender has 
a significant association with e-banking frequency. It can be 
seen from Table 5 that males are much more frequent to the e-
banking than females.  
H6 is accepted (FET = 23.767, p = .001), hence age has a 
significant association with e-banking frequency. It can be 
seen from Table 5 that people of ages 31 and above are much 
more frequent as compared to that of lower ages.  
H7 is accepted (FET = 27.979, p < .001), hence education has 
a significant association with e-banking frequency. It can be 
seen from Table 5 that people with higher education 
postdoctoral and doctoral are more frequent compared to 
those with lower education.  
H8 is accepted (FET = 26.000, p < .001), hence internet 

access has a significant association with e-banking frequency. 
It can be seen from Table 5 that people with high internet 
access are more frequent to the e-banking that that of low 
internet access. 
 
iii)  Demographic variables versus e-banking customer 
satisfaction (service quality and security, and savings and 
convenience) (H9-H12) 
 
H9 is partially accepted, since gender has no significant 
association with service quality and security (FET= 2.954, p = 
.193), but has significant association with savings and 
convenience (χ2 (2) = 12.225, p = .002). It can be seen from 
Table 6 that most males are very satisfied with e-banking for  
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Table 5 Cross-tabulation of demographic variables with e-banking frequency 
 

  
e-banking frequency 

Total 
Low Medium High 

Gender 
Female 26 31 42 99 

Male 5 4 29 38 

Age 

Below 20 6 6 6 18 

21-30 22 22 27 71 

31-40 3 4 19 26 

41-50 0 3 14 17 

Above 50 0 0 5 5 

Education 

High school or less 8 14 16 38 

Bachelor 22 20 30 72 

Postgraduate 1 1 4 6 

Doctoral 0 0 21 21 

Internet Access 

Low 6 0 1 7 

Medium 5 14 6 25 

High 20 21 64 105 

Total 31 35 71 137 

 
savings and convenience.  
H10 is rejected, since age has no significant association with 
service quality and security (FET = 7.442, p = .450), and 
savings and convenience (FET = 12.354, p = .087).  
H11 is rejected, since education has no significant association 
with service quality and security (FET = 4.373, p =.616), and 
savings and convenience (FET = 7.724, p =.215).  
H12 is partially accepted, since internet access has significant 
association with service quality and security (FET = 14.515, p 
= .003), but has no significant association with savings and 
convenience (FET = 7.410, p = .084). It can be seen from 
Table 6 that people with high internet access are more 
satisfied for service quality and convenience.  
 
iv)  Demographic variables versus post transaction action of e-
banking customers (positive and negative) (H13-H16) 

H13 is rejected, since gender has no significant association 
with positive actions (FET= 2.903, p = .202), and negative 
actions (χ2 (2) = .854, p = .663).  
H14 is rejected, since age has no significant association with 
positive actions (FET = 8.444, p = .329), and negative actions 
(FET = 6.281, p = .605).  
H15 is partially accepted, since education has significant 
association with positive actions (FET = 12.341, p =.031), and 
no significant association with negative actions (FET = 5.329, 
p =.483). It can be seen from the Table 7 that people with 
doctoral degree are very likely to take positive actions, 
followed by people with less qualifications.  
H16 is partially accepted, since internet access has no 
significant association with positive actions (FET = 8.068, p =  
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Table 6 Cross-tabulation of demographic variables with e-banking customer satisfaction 

 
  Service Quality and Security 

Total 
Saving and Convenience 

Total Not 
satisfied 

Satisfied 
Very 

satisfied 
Not 

satisfied 
Satisfied 

Very 
satisfied 

Gender Female 3 36 60 99 8 39 52 99 
Male 0 9 29 38 0 6 32 38 

Age Below 20 0 8 10 18 2 6 10 18 
21-30 2 26 43 71 6 28 37 71 
31-40 1 8 17 26 0 9 17 26 
41-50 0 2 15 17 0 2 15 17 
Above 50 0 1 4 5 0 0 5 5 

Education High school 
or less 0 16 22 38 4 12 22 38 

Bachelor 3 22 47 72 4 28 40 72 
Postgraduate 

0 2 4 6 0 2 4 6 

Doctoral 0 5 16 21 0 3 18 21 
Internet 
Access 

Low 1 3 3 7 1 3 3 7 
Medium 0 15 10 25 1 13 11 25 
High 2 27 76 105 6 29 70 105 

Total 3 45 89 137 8 45 84 137 

 
Table 7 Cross-tabulation of demographic variables with post-transaction actions 

 
  Positive Actions Total Negative Actions Total 

Very 
unlikely 

Likely Very likely Very 
unlikely 

Likely Very likely 

Gender Female 6 33 36 75 16 42 17 75 

Male 0 11 18 29 4 17 8 29 

Age Below 20 1 7 7 15 2 11 2 15 

21-30 5 24 20 49 8 28 13 49 

31-40 0 9 14 23 7 9 7 23 

41-50 0 3 10 13 3 8 2 13 

Above 50 0 1 3 4 0 3 1 4 

Education High school or 
less 

2 10 10 22 2 14 6 22 

Bachelor 4 25 29 58 11 35 12 58 

Postgraduate 0 5 0 5 1 2 2 5 

Doctoral 0 4 15 19 6 8 5 19 

Internet 
Access 

Low 1 2 2 5 1 3 1 5 

Medium 1 12 5 18 1 16 1 18 

High 4 30 47 81 18 40 23 81 

Total 6 44 54 104 20 59 25 104 
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Table 8 Cross-tabulation of e-banking consumption pattern with customer satisfaction 
 
  Service Quality and Security Total Saving and Convenience Total 

Not 
satisfied 

Satisfied Very 
satisfied 

Not 
satisfied 

Satisfied Very 
satisfied 

e-banking 
frequency 

Low 2 15 14 31 4 15 12 31 

Medium 0 13 22 35 3 18 14 35 

High 1 17 53 71 1 12 58 71 

e-banking 
purpose 

Not 
purposeful 

2 14 12 28 7 16 5 28 

Purposeful 1 27 62 90 1 28 61 90 

Very 
purposeful 

0 4 15 19 0 1 18 19 

Total 3 45 89 137 8 45 84 137 

 
Table 9 Cross-tabulation of e-banking consumption pattern with post-transaction actions 

 
  Positive actions 

Total 

Negative actions 

Total Very 
unlikely 

Likely Very likely 
Very 

unlikely 
Likely Very likely 

e-banking 
frequency 

Low 3 16 9 28 8 18 2 28 

Medium 0 14 9 23 1 15 7 23 

High 3 14 36 53 11 26 16 53 

e-banking 
purpose 

Not 
purposeful 4 14 2 20 5 13 2 20 

Purposeful 2 27 41 70 13 39 18 70 

Very 
purposeful 0 3 11 14 2 7 5 14 

Total 6 44 54 104 20 59 25 104 

 
 

.065), but has significant association with negative actions 
(FET = 9.274, p = .035). It can be seen from Table 7 that 
people with high internet access are more very likely to take 
negative actions as compared to others.  
 
v)  E-banking consumption pattern (frequency and purpose) 
versus e-banking customer satisfaction (service quality and 
security, and savings and convenience) (H17-H18) 
H17 is accepted, since e-banking frequency has significant 
association with service quality and security (FET= 9.839, p = 
.022), and with savings and convenience (FET = 27.512, p < 
.001). It can be seen from Table 8 that people with high 
frequency are more in very satisfied category for both service 
quality and security, savings and convenience.  
H18 is accepted, since e-banking purpose has significant 
association with service quality and security (FET = 9.345, p = 
.033), and with savings and convenience (FET = 39.803, p < 
.001). It can be seen from Table 8 that people with higher 
purposeful ratings are more in in very satisfied category for 
both service quality and security, savings and convenience.  
 
vi) E-banking consumption pattern (frequency and purpose) 
versus post transaction action of e-banking customers 
(positive and negative) (H19-H20) 
H19 is accepted, since e-banking frequency has significant 
association with positive actions (FET= 14.149, p = .004), and 

negative actions (χ2 (4) = 9.658, p = .045). It can be seen from 
Table 9 that people with high frequency are very likely to take 
positive actions and less likely to take negative actions. 
H20 is partially accepted, since e-banking purpose has no 
significant association with positive actions (FET = 3.528, p = 
.481), but has significant association with negative actions 
(FET = 22.342, p <.001). It can be seen from Table 9 that more 
purposeful people are more likely to take negative actions. 
 
5 CONCLUSION AND LIMITATIONS 
The main objective of this research was to explore the post 
adoption behavior of E-banking users. As discussed in the 
literature review, most of the studies have concentrated mainly 
on the factors of adoption, researchers have pointed to the 
need for understanding the satisfaction and action a user 
takes post adoption. The results of this study are significant as 
banks in Saudi Arabia are rapidly upgrading their technology 
and adopting E-services. Further, many government services 
are synchronized with E-banking. The financial sector 
development program under the Saudi Vision 2030 relies very 
much on the adoption of technology by the financial system. 
E-banking adoption and usage is critical to achieve the goals 
of financial sector development. The findings E-banking 
usage, satisfaction and post transaction behavior in this study 
reveal facts that should be of immediate concern for the 
banks. Further given the scarcity of study based in Saudi 
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Arabia, this study aims to fill that gap. Any study in Saudi 
Arabia can have reasonable generalizations in GCC countries 
and also to MENA region. The results prove that the banks 
need to take into account the demographic factors, familiarity 
with E-banking and their Internet usage behavior. Both 
satisfaction level and post transaction action are influenced by 
these factors. Convenience sampling is a limitation of this 
study as has been in other studies. It is difficult to generalize 
results when convenience sampling is applied. Other 
demographic factors could not be included because the 
sample happened to just include university users. 
Confirmatory tests may be performed to explore further 
dimensions of the data, which could not be performed in this 
study. Since the research was self-sponsored, it proved to be 
a limitation for the researchers to increase the scope and 
reach. The findings of this study should facilitate in procuring 
funds for a study at a higher scale. 
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