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Abstract 

 
As a result of the intense competition that characterizes the Nigerian banking industry, banks have embraced the 
adoption of E-distribution channels as a strategic stance for building desirable customer satisfaction and competitive 
positioning. However, there seems to be a lack of the existence of any empirical evidence regarding the ability of this 
adoption to achieve these feats.This study examined the impact of e-distribution channels on customer satisfaction is 
examined. Primary data were elicited from a total of one hundredseventy-five customers of Polaris Bank Limited, Kano. 
Furthermore, through statistical analysis, it was found that the three major E-distribution channels: ATM services, online 
banking services, and mobile banking services have a positive and significant impact on customer satisfaction. Since 
these electronic channels can be employed as drivers for fostering customer satisfaction, it was recommended that 
banks should strive to put more effortinto improving the quality inherent in them while also doing this by being customer-
centered.  
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INTRODUCTION 
 
      The rapid advancement of information and 
communication technologies has tremendously impacted 
people's lives, behaviours, and social events. Moreover, 
this advancement is also bringing numerous successes to 
human society (Shree, Pratap, Saroy, & Dhal, 2021). One 
of the most significant developments that has raised 
society's awareness is the ability to acquire a large 
amount of diverse information (Simon, Thomas, & Senaji, 
2016). Information technology has broken the intellectual 
and pragmatic boundaries in traditional societies and 
created a favourable environment for the development of 
innovation and the dynamic nature of business (Singh, 
Supriya, & Joshna, 2013). It is now impossible to optimise 
corporate affairs for all current and long-term vocations 
and activities without the use of information technology 
(Santos, 2003). Time, speed, place, and distance all have  

 
 
new connotations in this era of technology-driven 
communication, and the world has become a small, 
intimate virtual community (Oney, Guven, & Rizvi, 2017). 
In this new community, information and communication 
technology has greatly merged with social and economic 
activity, creating a digitalised community (Hassan et al., 
2020). Digital economy, electronic business and 
commerce, and electronic banking are examples of 
modern uses of new technology and the expanded global 
network (Okifo & Igbunu, 2015a). 
      The rapid changes in business operations in 
contemporary times in the form of technological 
improvement and the intense competition in the banking 
sector in the 21st century and the need to cut down the 
personnel overhead and provide efficient services to 
catch up with global changes have necessitated a radical  
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transformation from the tedious traditional way of banking 
to a more efficient modern electronic system (Fatonah & 
Wibowo, 2018). Electronic banking services, also referred 
to as electronic banking operations, have become a 
popular way of conducting banking operations (Gholami 
et al., 2010). The fundamental change in business 
activities globally today is mainly due to the emergence of 
electronic banking operations (Fatonah et al., 2018; 
Oyelami, Adebiyi & Adekunle, 2020). Financial 
transactions become easy due to the use of electronic 
payments. Customers, financial institutions, people, and 
businesses can all benefit from Internet banking, as it 
provides access to account information needed to do 
business over a public or private network (Yu, Hsi & Kuo, 
2002). The implementation of electronic payment 
methods minimises the significant danger associated with 
carrying physical currency or paper checks by using 
mobile devices or the internet to conduct financial 
transactions (Ladhari, 2009). Compared to cash-in-hand 
procedures, electronic banking ensures transactions are 
quick, fair, efficient, and well secured (Abrazhevich, 
2004). Customers can select any electronic payment 
method thanks to the abundance of available options and 
today's knowledge of information and communication 
technology (ICT), which enables them to select any 
platform (Okifo & Igbunu, 2015a; Wang, Lo & Hui, 2003). 
      Nigerian banks' performance was incredibly slow and 
inefficient due to manual processes, like manually 
maintaining records of transactions and customers’ 
information and data sheets (Patience, 2013; Ugwuanyi, 
Ugwunta, & Ugwuanyi, 2013). The implementation of the 
Electronic Payment System has improved the provision of 
services in the banking sector and significantly advanced 
the Nigerian banking sector (Chukwu, Ubah & Njideka, 
2021). However, several issues have arisen since the 
adoption of this electronic payment system, among them 
being low internet penetration, money laundering, high 
maintenance costs for e-payment devices, incorrect 
customer identification and account verification for online 
purchases, concerns about risks, and literacy issues 
(Gholami, Ogun & Koh, 2010). 
      The confidence and contentment of bank clients with 
the products and services provided by the banks 
determine the performance of the Nigerian banking 
system (Chukwu et al., 2021). The expectations and 
perceptions of the services provided serve as the 
foundation for customer happiness (Ololade & Ogbeide, 
2017). With the number of services that financial 
institutions offer to their clients, electronic payment 
systems have improved customer satisfaction. Because 
most tasks can now be completed at the customer's 
convenience and the banking hall no longer has a queue, 
customers find operating in contemporary banking to be 
highly simple and satisfying (Rabiu, Ladan, Usman, & 
Garba, 2019). 
      The E-banking system enables the customer to carry 
out banking activities through electronic devices such as 
Automated Teller Machines (ATMs), debit cards, Point of 

Sale Terminals (POS), and mobile phones (mobile 
banking & mobile money), amongst others. In the present 
world, customers are also concerned about the 
satisfaction derived from e-banking through efficient, fast, 
and convenient banking services. Given this, Polaris Bank 
Limited embraced the use of information and 
communication technologies in their service provision. 
Huge amounts of money have been invested in 
implementing self- and virtual banking services to improve 
the quality of service (Ayo & Adewoye, 2010). 
      The main objective of the study is to examine the 
impact of e-distribution channels on customers’ 
satisfaction; however, the research has the following 
specific objectives: to identify the most used electronic 
banking services offered by Polaris Bank and to examine 
the impact of electronic banking on service delivery. 
 
 
LITERATURE REVIEW 
 
      Akbarian and Vakili (2011) emphasise the pivotal role 
of electronic payment systems in fostering economic 
development, particularly in emerging economies, by 
enhancing access to financial services. These systems 
facilitate seamless money transfers between accounts. 
According to Abrazhevich (2004) and Havinga, Smit, & 
Helme (1996), e-payment systems are broadly classified 
into three categories: traditional monetary transactions, 
digital currency, and credit-based payments. These 
systems must fulfil various criteria, including robust 
security measures, user-friendly interfaces, cost-
effectiveness, strict control mechanisms, traceability, and 
advanced encryption protocols. 
      Electronic banking, as articulated by Daniel (1999), 
entails banks providing a spectrum of services and 
information to customers through diverse delivery 
platforms such as personal computers, mobile devices, 
telephones, and digital television. Magemhe and Shemi 
(2002) characterise electronic banking as a subset of e-
business, specifically within the banking domain. 
      E-banking serves as the umbrella term encompassing 
the delivery of banking services and products through 
electronic channels like telephone, Internet, and mobile 
devices (Bhosale, 2015). This mode of banking, identified 
by Santos (2003) as a substitute provision channel, 
presents numerous opportunities for the growth and 
advancement of financial institutions. By offering financial 
services over the Internet, e-banking caters to the 
evolving needs of customers (Santos, 2003). Research by 
Wang, Lo & Hui (2003) focusses on the importance of 
providing high-quality services and products to customers 
in today's competitive banking landscape. Customer 
satisfaction, intricately linked with service quality, hinges 
on customers' perceptions of the online banking 
experience. Therefore, it's crucial for online banks to 
prioritise the quality of their services to not only retain 
existing customers but also attract new ones and enhance  
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their competitive edge (Wang, Lo, & Hui, 2003; Ladhari, 
2009). 
      Moreover, the study by Dulaimi, Stewart, and Fenn 
(2006) emphasises the value of cultivating trust among 
customers in electronic banking channels. Gaining the 
trust of customers is identified as a critical factor in the 
success of electronic banking initiatives, ultimately 
contributing to the endurance and profitability of financial 
institutions. 
 
Theoretical literature 
 
       The Theory of Reasoned Action, initially formulated 
by Ajzen and Fishbein (2000) and further explored by 
Fatonah et al. (2018), seeks to elucidate the connection 
between attitudes and behaviours in human actions. 
Altawallbeh et al. (2015) have concluded that individuals' 
behavioural intention to adopt technology is influenced by 
their attitudes towards the behaviour and subjective 
norms. In response to intensified competition and 
deregulation, businesses in various sectors, including 
services and retail, are striving to differentiate themselves 
profitably, with a focus on delivering high service quality 
(Whah & Guan, 2017). 
      In contrast, Everett Rogers' Innovation Diffusion 
Theory (1983) posits that innovation diffusion is the 
process through which a new idea spreads among 
members of a social system over time through specific 
channels. Dopfer (2012) further argues that not all 
innovations, even if beneficial, are readily adopted; the 
adoption process may take time. Rogers identifies four 
key elements influencing the spread of new ideas: the 
innovation itself, communication channels, time, and the 
social system. This theory primarily concerns the 
trajectory of a new technological idea, technique, or 
application as it transitions from conception to widespread 
use.  
 
Empirical Literature 
 
      The impact of e-distribution channels, particularly 
electronic banking services, on customer satisfaction has 
been an area of interest for researchers and practitioners 
alike. E-banking services offer customers convenience 
and accessibility, which can enhance their overall 
satisfaction with the banking experience (Akbarian & 
Vakili, 2011). Identifying the most widely used e-banking 
services is crucial to understanding customer preferences 
and tailoring them accordingly. 
      Several studies have explored the adoption and 
usage of various e-banking channels. For instance, Tan 
& Teo (2000) highlighted the growing popularity of internet 
banking, particularly among younger demographics. 
Understanding customer preferences for specific e-
banking services can help banks prioritise their offerings 
and improve customer satisfaction (Magemhe & Shemi, 
2002). Hoehle, Scornavacca, & Huff (2012) and Maduku 
(2014) found that ATMs and mobile banking apps were 

the most commonly used e-banking services among 
customers. 
      Moreover, the impact of electronic banking on service 
delivery has been extensively studied. (Firdous Farooqi, 
2017; Odhiambo & Ngaba, 2019) argued that e-banking 
services have revolutionised the banking industry, 
enabling faster transactions, improved accessibility, and 
enhanced customer convenience. However, Magutu, 
Ogoro & Nyamwange (2010) cautioned that technical 
glitches, security concerns, and lack of user-friendliness 
can negatively impact the quality of e-banking service 
delivery, leading to customer dissatisfaction. 
      Service quality has been identified as a key 
determinant of customer satisfaction in the e-banking 
context (Santos, 2003). Udo, Bagchi & Kirs (2010); 
Zeglat, Shrafat & Al-Smadi (2016); and Zehir & Narcıkara 
(2016) emphasised the importance of factors such as 
website design, ease of use, and responsiveness in 
influencing customers' perceptions of e-service quality. 
Wang et al. (2003) suggested that providing top-notch e-
banking services can enhance customer satisfaction and 
loyalty, ultimately contributing to the bank's competitive 
advantage. 
      Furthermore, Ladhari (2009) highlighted the 
significance of delivering quality e-banking services to 
retain existing customers and attract new ones, while also 
improving the bank's corporate image and profitability. 
Building customer trust in e-banking channels has also 
been recognised as a critical factor for successful e-
banking adoption and customer satisfaction (Dulaimi et 
al., 2006). 
      It can be seen that the literature underscores the 
importance of understanding customer preferences for e-
banking services, ensuring high-quality service delivery 
through e-channels, and fostering customer trust to 
enhance overall satisfaction with e-banking experiences. 
 
 
METHODOLOGY 
 
      The study is primarily based on a field survey of the 
five branches of Polaris Bank Limited, Nigeria. The 
purposive sampling method has been used to collect the 
data from different branches of the bank. The population 
of this study is the retail customers of Polaris Bank Nigeria 
Limited Kano, who are active users of the e-distribution 
channels made available by the bank. Due to the 
unavailability of data on the total number of customers in 
this category, this study assumes that they are infinite in 
terms of numerical strength. Because of the time and 
financial limitations imposed on the researcher, the total 
number of samples collected from each branch is thirty-
five, and hence the total sample size is one hundred 
seventy-five. A scheduled interview has been conducted 
with those customers who are using e-banking services. 
After the interview and recordings of respondents’ 
responses, the questionnaires are appropriately used for  
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statistical analysis. Descriptive statistics was employed 
for the analysis of the study. 
 
  
RESULTS AND DISCUSSIONS 
 
      Table 1 reveals that 67 percent of the respondents are 
males and 33 percent are females. More than 50 percent, 
i.e., 52 percent, of the total respondents are in the age 
group of 20–25, and 17 percent are in the age group of 

26–31, whereas only 9 percent of the respondents fall in 
the age group of 32–37. The table reveals that most of the 
respondents, i.e., 37 percent, are graduates, 21 percent 
are postgraduates, and 30 percent have senior secondary 
school certificates. It can be seen from the table that the 
majority (i.e., 47 percent) of the respondents are from the 
northwestern part of the country, followed by the 
northeastern, north-central, and south-south parts of the 
country. 

 
                 Table 1: Demographic Characteristics of Respondents 
 

Social Factors Categories Frequency Percentage 

Gender Distribution 
Male 118 67% 
Female 57 33% 
Total 175 100% 

Age Distribution 

20 – 25 90 52% 
26 – 31 30 17% 
32 – 37 16 9% 
38 – 43 19 11% 
44 and above 20 11% 
Total 175 100% 

Education Qualification 

SSCE 52 30% 
OND/NCE 21 12% 
Graduate 65 37% 
Postgraduate 37 21% 
Total 175 100% 

Region of the 
Respondents 

North West 82 47% 
North East 31 18% 
South West 22 13% 
South East 6 3% 
North Central 26 15% 
South- South 8 4% 
Total 175 100% 

 
             Source: Field Survey, 2020. 
 
      It can be seen from the table 2 that more than 52 
percent of the customers are only ATM cardusers among 
the available e-distributions provided by the bank. While 
9 percentuse ATMcards, USSD, and Polaris experience. 

17 percent of the total respondents use Polaris mobile, 
Polaris experience USSD, ATM, and POS, and 11 
percent of the total respondents use only Polaris mobile. 

 
                                         Table 2: Types of E-distribution Facility utilized by Customer 
 

E-Distribution Frequency Percentage 

Polaris Mobile, Polaris experience, 
USSD, and ATM 

10 6% 

ATM and POS 8 5% 

Polaris mobile only 20 11% 

Polaris Mobile, Polaris experience, 
USSD, ATM and POS 

30 17% 

ATM, USSD, and Polaris 
Experience 

15 9% 

ATM only 92 52% 

Total 175 100% 
 

                                        Source: Field Survey, 2020. 
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     The first dimension for the effectiveness of E-
distribution, entitled “Influence of Banking Services on 
Ease of Doing Business,” is represented in Table 3, which 
shows that around 61 percent of the respondents agreed 
and 23 percent strongly agreed with the statement that 
banking services ease their businesses, whereas 6 
percent disagree and 3 percent firmly disagree with the 
assertion. The second dimension for the effectiveness of 
E-distribution is titled “Influence of ATM Machine on 
Convenience.” The table reveals that 58 percent agree 
and 25 percent strongly agree with the assertion that 
ATMs are convenient to use, whereas 5 percent disagree 
and 5 percent strongly disagree with this assertion. 55 
percent of respondents agree and 28 percent of 
respondents strongly agree with the assertion that there 
is guaranteed security at ATM centres. The fourth 
dimension of the effectiveness of E-distribution, entitled 
“The Reliability of Mobile Banking Services,” has been 
shown in the table. The table reveals that 47 percent of 
the respondents agreed and 41 percent strongly agreed 
with the assertion that the mobile banking services 
provided by the bank are reliable, whereas 6 percent of 
respondents disagree with the same. 49 percent of the 
respondents agreed with the assertion that the website of 
the bank is customer-orientated, and 3 percent of the total 
respondents disagreed with the assertion. It can be seen 

from the table that 44 percent of respondents agree, and 
12 percent strongly agree with the statement that a 
website has a constructive impact on cash transactions. 
54 percent of the respondents agreed that there is a good 
internet network when accomplishing transactions across 
e-distribution channels provided by the bank, while 13 
percent of the total respondents strongly agreed with the 
assertion. 
     For the eighth dimension for the effectiveness of e-
distribution, entitled “Issue of service failure on the 
website of the bank,” 34 percent of the respondents 
agreed that there is no service failure when using the 
website of the bank, while 11 percent disagreed with the 
statement. 45 percent of the total respondents agreed that 
the bank's website could be easily accessed via mobile 
phones, while 4 percent disagreed with this statement. 
The tenth dimension for the effectiveness of e-distribution, 
entitled “Bank operates their E-Distribution as per 
customer’s expectation,” is presented in Table 3. There 
are 55 percent of respondents who agree and 3 percent 
of respondents who disagree with this assertion. 42 
percent of the total respondents agree and 25 percent 
strongly agree with the statement that using bank e-
distributions is cost-effective, while 6 percent disagree 
with this assertion. 

 
  
Table 3: Assessment of E-distribution Facility Offered by Banks in Nigeria 
 

Sr.No. Dimensions Responses Frequencies Percentages 

1 
Influence of e-Banking 

Services in ease of 
doing Business 

Strongly disagree 6 3% 
Disagree 10 6% 
Not-sure 13 7% 

Agree 106 61% 
Strongly agree 40 23% 

Total 175 100% 

2 
Influence of ATM 

Machines on 
convenience 

Strongly disagree 8 5% 
Disagree 8 5% 
Not-sure 13 7% 

Agree 102 58% 
Strongly agree 44 25% 

Total 175 100% 

3 
Guaranteed security at 

ATM centres 

Strongly disagree 4 2% 
Disagree 9 5% 
Not-sure 16 10% 

Agree 97 55% 
Strongly agree 49 28% 

Total 175 100% 

4 
The Reliability of 
Mobile Banking 

services 

Strongly disagree 6 3% 
Disagree 11 6% 
Not-sure 34 20% 

Agree 83 47% 
Strongly agree 41 24% 

Total 175 100% 

5 
Costumer-oriented 

Bank’s Website 

Strongly disagree 7 4.00% 
Disagree 5 3% 
Not-sure 50 29% 
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Agree 86 49% 
Strongly agree 27 15% 

Total 175 100% 

6 
The constructive 

impact of the website 
on cash transaction 

Strongly disagree 9 5% 
Disagree 9 5% 
Not-sure 59 34% 

Agree 76 44% 
Strongly agree 22 12% 

Total 175 100% 

7 
Responsiveness of 
Internet network in 

proceeding transaction 

Strongly disagree 8 5% 
Disagree 10 6% 
Not-sure 39 22% 

Agree 95 54% 
Strongly agree 23 13% 

Total 175 100% 

8 
Issue of service failure 
on the website of the 

bank 

Strongly disagree 10 6% 
Disagree 20 11% 
Not-sure 58 33% 

Agree 60 34% 
Strongly agree 27 16% 

Total 175 100% 

9 
Easy to access the 

website via Mobile App 

Strongly disagree 4 2% 
Disagree 7 4% 
Not-sure 34 19% 

Agree 78 45% 
Strongly agree 52 30% 

Total 175 100% 

10 
Bank operates their E- 

Distribution as per 
customer’s expectation 

Strongly disagree 6 3% 
Disagree 10 6% 
Not-sure 18 10% 

Agree 96 55% 
Strongly agree 45 26% 

Total 175 100% 

11 
Satisfaction with the 

overall product/service 
quality 

Strongly disagree 7 4% 
Disagree 12 7% 
Not-sure 22 13% 

Agree 88 50% 
Strongly agree 46 26% 

Total 175 100% 

12 
Cost-effectiveness 

follows in the provision 
of banking services 

Strongly disagree 18 10% 
Disagree 11 6% 
Not-sure 30 17% 

Agree 74 42% 
Strongly agree 42 25% 

Total 175 100% 

 
Source: Field Survey, 2020. 
 
      When looking at the research and the existing 
literature, it shows that all banks in Nigeria provide some 
type of e-banking services, which is supported by survey 
results indicating that customers use different e-banking 
options like ATMs, mobile banking, USSD, and internet 
banking (Table 2). According to the literature, e-banking 
was introduced in Nigeria to provide efficient and quality 
services (Abaenewe et al., 2013; Me, 2017). The survey 
findings corroborate this, as a majority of respondents 
(61% agreed, 23% strongly agreed) stated that e-banking 
services ease their business operations (Table 3). The 

literature mentions challenges like inadequate security, 
network connectivity, and power supply issues hindering 
the maximum use of e-banking (Chemtai et al., 2019). 
The survey findings reflect these concerns, with only 55% 
agreeing and 28% strongly agreeing that there is 
guaranteed security at ATM centres (Table 3). 
Furthermore, only 54% agreed and 13% strongly agreed 
that the internet network is responsive for transactions 
(Table 3). 
      Moreover, the literature highlights the importance of 
technological innovation for performance improvement  
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(Chemtai et al., 2019). The survey results support this, 
showing that many respondents felt mobile banking 
services were reliable (47% agreed, 24% strongly agreed) 
and that bank websites were focused on customer needs 
(49% agreed, 15% strongly agreed) (Table 3). The 
literature does not explicitly discuss the cost-
effectiveness aspect, but the survey findings reveal mixed 
responses on this, with 42% agreeing and 25% strongly 
agreeing that using e-banking services is cost-effective, 
while 10% strongly disagreed and 6% disagreed (Table 
3). 
 
 
Summary 
 
      Electronic payment systems are regarded as one of 
the key mechanisms of economic development, 
especially in developing countries, and they help 
immensely to strengthen the provision of financial 
services. The electronic payment system is a mechanism 
that facilitates the transfer of money from one account to 
another account. In this study the most used electronic 
banking services offered by Polaris Bank are identified, 
and the impact of electronic banking on service delivery 
has been examined. Descriptive analysis has been done 
to achieve the objectives, and the study found that the 
majority of the customers are ATM card users. Most of the 
customers believed that e-banking has positively affected 
the ease of doing business, and it is more convenient for 
them to use the ATM cards for cash withdrawals rather 
than go to banks and wait in queues. Moreover, the 
customers believe that it is easier to access the website 
via mobile app, and the majority of the sampled 
customers are satisfied with the quality of service 
provided to them by the banks. 
 
 
Conclusion 
 
      The research indicates that electronic payment 
systems, particularly those offered by Polaris Bank, play 
a significant role in facilitating economic development, 
especially in developing countries. The study highlights 
that electronic banking services, such as ATM cards and 
mobile apps, are widely used by customers and are 
perceived positively in terms of convenience and ease of 
access. Most customers prefer using ATM cards for cash 
withdrawals over traditional bank visits, indicating a shift 
towards digital banking channels. Additionally, customers 
are satisfied with the quality of service provided by the 
bank through electronic channels. 
 
 
Recommendation 
 
1. Investment in Electronic Banking Infrastructure: Polaris 
Bank should continue investing in and improving its 
electronic banking infrastructure to meet the increasing 

demand and expectations of customers. This could 
involve enhancing mobile app features, improving 
website accessibility, and ensuring the reliability and 
security of electronic payment systems. 
2. Customer Education and Awareness: While the 
majority of customers are already using electronic 
banking services, there may still be a segment of the 
customer base that is hesitant or unfamiliar with digital 
channels. Polaris Bank could focus on educational 
campaigns and initiatives to raise awareness about the 
benefits and functionalities of electronic banking services, 
thereby encouraging more customers to adopt them. 
3. Continuous Improvement in Service Quality: Customer 
satisfaction with electronic banking services is crucial for 
retaining existing customers and attracting new ones. 
Polaris Bank should continuously monitor customer 
feedback and strive to address any issues or concerns 
raised promptly. This could involve regular updates to 
improve user experience, faster resolution of technical 
issues, and providing personalised support to customers 
when needed. 
4. Promotion of Cashless Transactions: Given the positive 
perception of electronic payment systems by customers, 
Polaris Bank could actively promote cashless 
transactions to further drive the adoption of digital banking 
channels. This could include incentives such as cashback 
rewards, discounts, or exclusive offers for customers who 
frequently use electronic payment methods. 
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