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’?o&ticénﬂiétﬁaiﬂéhgeﬁﬁmmmﬁseXcIusive;kaizdﬁmﬁéheseppcﬁuﬁﬁes}fbrbankers -

tosell their services to the potential customers «who have returnéd to their habitual life. The
customers in the post conflict banking environment search for newinnovative services to
rebuild, and redevelop their buying. because of the experienced gained in the conflict
environment, consumers have become more knowledgeable, less naive, and lesseasily

influenced, in addition they have more choices in the market. Bankers who attempt o

penetrate their market into post conflict marketing environment should select the appropriate
. factor for improving customer satisfaction level. The purpose of the study is to showthe
impactofithe level of information technology and the level of customer satisfactioninthe
post conflict banking environment. The population of the present study consisted of local
bank branches, which have adopted technology for their banking services that have been
in operation in the post conflict banking environment, and the customers of those banks.
Sample size of pank branches were 50 and the number of customers were 500 selected

for the study. Multiple regression analysis; ANOVA, independent sample t-test, chi-square -

test, were used to test the conceptual mode] with hypotheses testing procedure. The finding
of this study shows that banks are implementing the moderm technology at moderate level

in the post conflict banking environment. Component of information technology suchas

ATM, online, mobile technology lead to improve the customer satisfaction. there are
* implications for practitioners, especially in local private commercial banking sectorin the
post conflict banking environment ; itisimportance to improve the usage ofinfannaﬁon
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technoiogy (ATM, onime ‘mobile technoiogy} because these pracaces unpmve their

" customer satisfaction.

Key word: Informaﬂon technoiogy, customer saﬁsfactxon post-conﬂxct bankmgv

 environment.

introductxon

Bankmg industry strives t0 succeed by puttmg the topic of rapld and. changmg

- customers’ needs to their agenda. This is achieved in form of good customer care and

offering attractive services or products that other competitors may not offer. Therefore,

. customer satisfaction is seen as akey performance indicator within business. Ina competitive
- marketplace where businesses compete for customers, customer satisfaction is seenas a
key differentiator and increasingly has become a key element of business strategy.

~ Post conflict bankmg environment is exclusive, and ﬁmshes opportunities for bankers ‘

- to sell their services to the potential customers who are returned to their habitual life. The
 customers in the post conflict banking environment search for new innovative services to
* rebuild, and redevelop their buying. Becauise of the experienced gaineé‘ in the conflict

envxronment consumers have become more knowledgeable, léss naive, and less easily
influenced, in addltmn they have more choices in the market. Bankers who attempt to
penetrate their marketinto post conflict marketing environment shmﬂd select the appropriate

. factorfori ﬁnpmvmg customer saﬁsfacﬁen Ievel

One ofthe chaﬁenges facmg bank managars ishow best aitract sustemegs in the pest :
conﬂmt banking environment. After the end of the civil war people have returned to their .

 normal life and searching fornew in every aspects, at the same time enterprises are moving
~ into the post conflict marketing environments for having opportunity of adding potential

customers. To match their solution with the consumers’ needs and wants organizations -
wants to offer better services which facilitate more customer satisfaction than other banks.

" Most banks are faced withthe challenge of delivering effective services ‘which can satisfy

their customers. In the effort to deliver effective services, the banking sector undertakes

‘numerous approaches and among them is the use of information technology. Information
technology is a medium that has revolutionized banking and everyday operations at the <
click of a button thus enabling sophisticated ‘product development, better market

infrastructure; and mplementatmn of reliable techniques for control of risks and reaching

* geographically distant and diversified markets. Thelevel of mxommﬁantechnelcgy&specmli}

the use of ATM; telephone banking and internet banking undertaken by the banking sector :
do influence and have an impact on customers which the sector directly or indirectly serves

inthe post conflict banking environment. The level of information technology implemented

by the banking sector has links to many outcomes. Banking sectors are attempting to

- implement new technology asa competitive advantage for customer satisfactioninthat




wsuswsss&mcmmoev e |
environment. Fmdmg out the influence of the level of technology on the levelof customer

satisfaction provide more benefit to the banks for creating better strategies, therefore the
 research problem focused here is that the use of Ievex cf ITin bankmg sector Ieads to
change the customer satlsfaction level. o e :

- Basedon ﬂnsbackgromd the studybuﬂdto mvmhgate Wheﬁxertheﬁ isany Eiaﬁenshxp s
between the information technology usages and the customer satisfactxonmthe post conflict
banking environment? A study addressing these issues is relevantand szgmﬁcaat Reszﬁts 3

can be of interest o bankers a.xmmg at the post coraﬂict bank market
Statements of the research prob!ems ' :

Whether the use oﬂT in banks leadste change the custemer saﬁsfaction ievei m the
post—conﬂlctbanlang environment : . it .

Doesthelevel of customer sahsfacuon dxﬁer across the level of technoiogy‘? .

Research ob;ectwes

1. Toexaminethe level Gf Informaﬁomechnologyusage mthepost conﬁlct bankmg :

: env:mnment ;

2 v ¥ 1dentzﬁfﬂ1ereiatiensth betweenﬁxe nfonnaﬁontechneiegyusagesmdemtamer ;

- safisfaction. : ‘
S 1den‘t1fyt‘ne xmpactof mfarmaﬁcntechnelogyencustemer sansiéctzon

0 '; To mvestigate the mﬂuence 0f the ieve} Qf IT on the ievc} of«¢ custemez satxsfac&om

To 1dent1fy the s;zeczﬁc dlmgnsmn of IT, Wh:ch mﬂﬁence more on the }eve} of
customer sansfastlon :

Hypotheses Gt

Hl:  Thereisa posmve relaﬁonship betw;:en mformatzon technoiagy and customer '

st saﬁsfacﬂonmﬂmepost-conﬂlctmarkeﬁngenvnomnent

H2: Thereisapositive impactof mfomaﬁon techmiogy on customer saﬁsfactmn mthe A

post-conﬁlct mm‘keﬁngenvrronment

Hi . There is a;;osmve asssc;atlon betwaen ievei ofIT usages and the 1evei of customer
' satmfazﬁon , :

Héa: Thereis apesmvs impact afATM on custemersaﬁsfacﬂen g
H4b: Thereis apesmve :mpact of online banking on cusmmersat:sfacm}n L
Hdc: Thereisapositive impact of Mobile banking on cﬁstﬁmer_saﬁsfacﬁen (el
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Methodology |

Y The popuiationofthe,presentstuéycénsisteéﬂﬂeé;al bank br_anchés,which.h.ave

adopted technology for their banking services that have been in operation in the post

conflict banking environment. The branches of the foreign banks are notincluded for the

‘study. There are several reasons that banking is the ideal sefting in whichto disentangle the -

; impaétofhfom&aﬁoﬁtechnelggyoneustomersaﬁsfat:ﬁanﬁist,remﬂbm employmultiple -

channels to serve their customers viadifferentlevel of technology. These channelsrange

* from full-service teller interactions 10 completely automated self-service channels such as

online banking, mobile banking and ATMs. As described above, these channels vary in. -

terms of the level of technology cantribuﬁgn;eachimpo ses. Second, banking customers

are a diverse group, with varying needs, preferences and experiences. This variability

creates a rich environment in which o analyze the impact of operational decisions on

»congmiar behavior. Moreover, the diverse customer base is common to awide variety of
consuimer service firms, broadening the relevance of analysis. Finally, banks capture and

 store a considerable amount of data about their customers.
 Research thiat studied the relationship between two or more variables isalso referred
' toas aco relational study. Thatis why acorrelational research design has been selected in

orderto find out the appropriate answers of the research questions and to testthe hypotheses. *
The model also suggests this type-of design. Here, customersatisfactionis consideredas -
the dependent variable, whereas level of technology considered as independent variable. -

" To gather data on the research questions, the researchers used questionnaire. In order to

increase the representativeness of the sample, stratified random sampling method which

comes under the probability sampling was employed to selecting the local bank branches -

in Jaffna district with branch networks two of these are state sector banks and while restis.

 privately owned banks. According, meaning full strata of the population were identified on

the basis of individual banks, each of which considered as stratum, sample of bank branches.

were drawn from each stratum using simple random sampling, the number of branches

was drawn from each stratum was proportionate to the number of branches in the stratum.
Sample element consisted of customer related to the unit of analysis, the customers dealing
with the respective bank branches wereideal to account for gathering information ofbank

~ branches and therefore 10 customers were interviewed form each bank branches. The
~ customers were selected from using 1inK systematic sampling technique, which is snitable
. technigue to sample the respondents even there is no knowledge about the elements/
composition of the sampling frame work (Malhotra, 2007). Sample size of bank branches
‘were 50 and the number of customers were 500 selected for the study. - e

Data analysis strategy in this study consists of both descriptive statistical analysisand

inferential statistical analysis in addition to testof: reliability and validity of the meastrement

scales. The statistical package for social science (SPSS) was used fordata analysis. Multiple
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- regression analysis; ANOVA, :ndepandantsamphM‘%t ch1~square test was used totest ..
the cenceph;a% model with hypciheses testmg pmcedurev e

Resutts and B!scuss;on

, Acc&}rdmg to ﬁleresglts aﬂ the h}fg}aﬁieses were accepted and the study feuné that
there is moderate level of IT usages in the banking sector in the post conflict banking
environment. i was feund that level effecimoiegy appliedin the Private commercial banking
sectorin Jaﬁnadxsmct ata m@dﬁﬁe level. Ona fivepoint scalethe Infonnatmn technology

* had scale of 3.1 8 out of five points. This re&zeals that banks have adﬁpted mfomnauon

technology at amederate - A : e
ATM is major cempﬁnent of’ mfonnaﬁon techﬁoiogx it has amean’ vaiue of 421 out

offive points. Application of ATM techneiegy banksin Jaffna district is at highlevel. Online -
- banking is major component of mfermatmﬁ techmiagy, it hasamean value of 2.15 out of

five points. Online banking service apphcaﬂan in private commercial barﬁcsmjaﬂxa district
is ata low level. Mobile banking is least component of information technoiczgy, ithasa
meanvalueof2.18 outoffive points. Mobile banking application in banks in Jaffna district -
isat very low level. All the components in the IT ceﬁstmc{ leadto Custamer saﬁsfacuoxi in
the post conflict banking environment. ~ :

Canemswns & Recemmeadamns ‘ - 2 -
The finding of this study shows thatbanks are xmplemnﬂng the madem technolagy at

moderate level i in'the post conflict banking environment. ‘Componént: of information -
- technology such as ATM, Online, M@bﬁe technology lead to improve the customer
satisfaction. It was seen that bank wise an&ys;s level of information  technology practices

- mcludmg ATM, Online, Mobile technology among all banks were in adifferentlevels.

The’re—are:ﬁnpﬁcaﬁonsffgr'praetitisners,espe(;«ially inlocalprivate commercialbanking
sector in the post.conflict banking environment ; it is importance to improve the usage of
information technology (ATM, Online, Mobile technology), because these practices improve
‘their customer satisfaction. Automated Teller Machines (ATMs) are the most frequently
used electronic distribution channel that allows bank clients to perform their main banking
transactions, such as access their bank accounts in order to make cash deposits and

- withdrawals, as well as purchasing mobile cell phone prepaid credit 24hoursa day. Most
- ATMs are connected to interbank netwotks; enabling people to withdraw and deposit
" money from machines. Therefore everybank should be extent ATM machines in'place to

place wise in the post conflict banking environment. Mobile phone banking representatives
areusuallytrained to do what was traditionally available only at the branch such as loan
applications, investment purchases and redemptions; .cheque book orders, debit card
replacements. Banking services industry, new products and services are. offered through
the Internet. The bar&mb sector has f;ﬂ:}e choice butto agpiemeﬁt some form of internet
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téchnology in order to remain both innovative and on the cutting edge of competitive -
 advantage. ATMs are more powerful channel for customer satisfaction. Therefore Managers
- should considerate more on ATM delivery and its design. Customer friendly technology
 such as ATMs, telephone and internet banking asa means to deliver traditional banking
~ services have been an important way to increase retention of customers and market share -

- inrecent years. This study was conducted in a banking setting. Althoughthe dimensions -
' identified werereally verified in this industry, it would be helpful to replicate thisstudyin
other industries. Because the level of IT usage i the other industry for enhancing satisfaction

" 1evel. Another further research direction is to include more number of relationship
~ underpinnings such as relationship between the demographic variables and customer
_ satisfaction not used this research. Further was limited in bank branches ina one particular

‘References - -

1. Malhothra N.K. (2007). Marketing Research, Person-Prentic Hall of India, New

(K., & Kinsella, R. (1996). Customer defection: Astudy of
student market in Ireland. International Journal of Bank Marketing, 14(3),23-29.

3. Gese,J,Cote,J. 2000, “Defining consumer safisfacfion”, Academy of Marketing.

Science, Vol. 1.

- ‘_ 4, - Hannan, T.(2002) “Retail fees of depository Ensntuﬁons, 1?97-2061”,’?&3&&& :

- Reserve Bulletin, September: 405-413.

5. Honry C. Lucas, IR (1997) Iformation Techmology for Management 6 Bdifor.




