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ABSTRACT

Theextensivedevelopmentofelectronicgadgetsalongwithtechnology-orientedcommunicationtools
hascreatedasignificantimpactontherealmofonlineretailbankingtransactions.InBangladesh,
onlineretailbankingcanstrengthenthefinancialframeworksbyestablishingassociationsbetween
bothfinancialinstitutionsandcustomers.Theevaluationofe-servicequality,trust,andcustomer’s
adoption of advanced technology are still unexplored within the retail banking context. Thus,
thisresearchpaperfillsaspecificresearchgapviaempiricallytestingtheroleoftrustinbetween
therelationshipofe-servicequalityandcustomers’patronage intentions in thecontextofonline
retailbanking.Moreover,theresearchalsoexaminesthemoderationroleofadoptionofadvanced
technologyinbetweentherelationshipamongtrustandcustomers’patronageintentions.Structural
equationmodelling(SEM)wasappliedtoanalyzetheproposedhypotheses.Theresultsconfirmed
thatcustomer’strustplaysasignificantroleinmediatingtherelationshipbetweene-servicequality
andcustomers’patronageintentions.Adoptionofadvancedtechnologyhasalsoprovedassignificant
moderatorinexplainingtrustandcustomer’spatronageintentioninonlineretailbankingsetting.
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INTRodUCTIoN

Theevolutionofinformationandcommunicationtechnologies(ICT)hasbecomeafundamentalpart
ofthedevelopmentinthefinancialsectors,creatingampleopportunityforretailbankstofurther
improvee-servicequalitytowardsbothexistingandfuturecustomers.Asaresult,severalbanking
institutions have implemented various information technology (IT) enabled projects to develop
financialmodernizations(Jun&Cai,2001,Oruç&Tatar,2017;Chernikovaetal.,2015;Reydetand
Carsana,2017)intheirrespectiveinstitutions;i.e.onlineretailbanking.Thereareseveraladvantages
ofusingonlineretailbanking;i.e.customersgettheadvantageoftheconvenience,availability,and
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thespeedfromtheonlinebankingservices.Consequently,banksalsogaintheadvantagebymanaging
operatingcostinlowbyofferingtheservicethroughvariousonlineapplications(Xueetal.,2011,
Adapa&Roy,2017).

AspointedoutbyauthorsJabnounandAl-Tamimi(2003),superiortransactionefficiencyis
achievedbyreducingphysicalfacilitiesandreducingthenumberofemployee(insupportofonline
servicedelivery),however,itmaycreatealackofinteractionbetweenproviderandcustomers;thus
adverselyinfluencingcustomer’sperception.Toreduceadditionalfeesorthetensionfeltbycustomers
whiledealingwithhumaninteraction,banksnowadaysofferonlineservices.Thisendeavourrelieves
customer’sconcernsbyprovidingvariousonlineserviceswhichareefficientingeneratingongoing
loyaltyandcustomer’spatronageintentionoftargetcustomers(Adapa&Roy,2017).Researchersagree
thatduetotheriseandsuccessofonlineretailbankinginvestigationshouldnotonlybeconcentrated
onstakeholdersbuttocustomersandthepolicymakersalike(Dada,2017;Al-dweerietal.,2017;
Yapetal.,Pikkarainenetal.,2004;Sathye,1999,Devlin,1995).

The utilization and adoption of online retail banking have also been the focus of current
researches.Researchoninternetbankingandcausalconnectionsofdifferentvariablestowardsthe
patronage intention are being investigated and suggested in various experimental models based
literature (Reydet&Carsana, 2016; Lee, 2009; Martins et al., 2014; Liébana-Cabanillas, 2016).
Despitetheimportanceoftechnologyadoptioninretailbankingservices,therearegapsinliterature
onthesystematicapproachofadaptionofadvancedtechnologyofaleastdevelopingcountrysuch
asBangladeshhasnotbeeninvestigated(Siddiqi,2011;Muyeed,2012).

Thelimitedliteraturemaybeduetothecompetitivenatureofthebankingindustryservices
inBangladesh itself.Thereportof InternationalFinanceCorporation- IFC(2009) revealed that
thesegmententailsoffourstate-ownedbanks,fivegovernmentregulatedspecializedbanks,thirty
domestic private commercial Banks, nine foreign-commercial banks, and twenty-nine non-bank
financial institutions (NBFI). Furthermore, among the 48 banks operated in 2006, a total 6,562
branchesareoperatinginthecountry(BangladeshBank,2006).Infact,oneofthemostprominent
sectors in Bangladesh is reported to be the retail banking industry (Siddiqi, 2011). Therefore,
explorationoftheinter-relationshipsamongtheconstructssuchase-servicequality,customer’strust,
adoptionofnewtechnologyandcustomer’spatronageintentionmayhelptoimprovethesector.For
example,researchontheaboveconstructsmayhelpmanagerstoimproveuponexistingservicesand
gainadistinctadvantageintheirrespectiveretailbanks(Andaleebet.al.,2016).

Mostimportantly,thisresearchplaysasignificantroleincontributingtotheonlineretailbanking
literaturebyinvestigatingthenatureofe-servicequality,trust,technologicaladoptionandcustomer’s
patronageintentionundertheperspectiveofaleastdevelopingcountry.Whilethemajorityofprevious
researchwasfocusedonthetraditionalaspectofretailbanking(JamalandNaser,2002;Eroland
El-Bdour,1989,JamalandNaser,2003),thisstudyontheotherhand,aimstoinvestigatecustomer’s
patronageintentionviae-servicequality,trust,andadoptionofnewtechnologyinBangladeshonline
retailbankingservices.Theresearchersalsoexaminethemediationroleoftrustinbetweene-service
qualityandcustomer’spatronageintentionalongwithanalyzingtheroleofadvancedtechnology
adoption (by the customers) in between trust and customer’s patronage intention. The research,
therefore,hasemphasizedtheeffectsofbothmoderatingandmediatingvariablestounderstandthe
customer’spatronage intentions from theperspectiveofonline retailbanking. It alsoanticipates
improvingthetheoreticalunderstandingandinsightofthesophisticationofe-servicequalityandits
measurementontheonlineretailbankingsector.

THEoRETICAL BACKGRoUNd ANd HyPoTHESES dEVELoPMENT

Thecustomsofinteractionsbetweenfirmsandcustomershavebeenchangingsincetheriseofinternet-
basedservices(Rowley,2006).AdoptioninE-serviceprovidesaninteractivecommunicationthrough
onlineandalsodifferentiatestheserviceofferingsthathelptobuildfirm’scompetitiveadvantage
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(Santos,2003).Withtheemergenceofadvancedservicequalityandcustomer’sintentiontowards
E-service,thisstudywasgroundedaliteraturereviewtoidentifyandevaluatethecurrentknowledge
onelectronicservicequality,trust,customer’spatronageintentionandtheadoptionofnewtechnology
onaparticularservicesuchasonlineretailbanking.

E-Service Quality
The web experience, the satisfaction of customers, trusts, and patronages are the significant
determinantswithinthedimensionoftheliteratureofe-servicequality(Rowley,2006).Traditional
servicequalityfrequentlydependsontheinvolvementofhumanwhereasE-servicequalitydependson
thetechnologicaladvancement(JabnounandAl-Tamimi,2003).Previousresearchrelatedtoe-service
qualityhasdrawncriticismsforadoptingParasuraman’setal.,(1985)SERVQUALmeasurements
(traditionalservicequalityinstrument)ontheinternet-baseddigitalenvironment,whereresearchers
developed the scaleswithout anyadequate experimental confirmation.Researchers concentrated
onthequalityofwebsiteevaluationwithoutconsideringtheoverallconstructsofe-servicequality
(Parasuramanetal.,2005,LeeandLin,2005).Forexample,SzymanskiandHise(2000)investigated
onlythesatisfactionofcustomerswithoutconsideringtheserviceconvenienceofcustomers,quality
designofthewebsite,merchandisingandcustomer’sprivacyinthecontextoftheonlinetransaction.
YooandDonthu(2001)builtupaSITEQUALincludesfoursignificantdimensionsconcentrating
mainlyonwebsiteconvenience,stylishoutline,speed,andsecurity.Inthatstudy,researchersmeasured
theperceivedqualityofanInternetshoppingsitethroughtheunderstandingqualityofanInternet
shoppingsiteviewedbytheconsumers.ThustheresearchershaveemphasizedthreeaspectsofInternet
shoppingsites’toassesstheperceivedquality.Firstly,consumer’sperceivedqualityofanInternet
shoppingwasassessed.Secondly,theresearchersexplainedthattheconsumersunderstandInternet
sitequalityinthecommonvernacularlanguage.Thirdly,Internetsitesmaydevelopwithoutshopping
featuresthatreflectadifferentdefinitionofqualitywhichwasnotincludedintheproposedSITEQUAL
framework.However,BarnesandVidgen’s(2002)failedtoprovetheeffectofSITEQUALempirically
whereasresearchersconcludedthatthedimensionofSITEQUALdoesnotcapturealltheaspects
ofsiteservicequality.Onrevealingtheseinsufficiencies,Zeithamletal.(2002)buildupaquality
measureofe-service(e-SQ),comprisingoffive(5)measurements:(1)dataaccessibility/availability
ofinformation;(2)easeofuse;(3)protection/privacy;(4)layoutgraphicalstyle;and(5)reliability.
Variousexaminationshaveinspectedthesemeasures.Ariely(2000)hasfoundinformationanddata
accessibilityasanessentialdeterminantofe-SQthatcontroltheproduct-relevantinformation,order,
andcontent.Montoya-Weissetal.,(2003)foundtheeaseofuse(e.g.,easywaytomakeatransaction
throughtheinternet)andprotection/security(e.g.,theprivacyofpersonalinformation,reducetherisk
offraud)areessentialwhencustomerstakeservicesthroughonline.Udoetal.,(2010)alsomentioned
theimportanceofawebsite’slayoutdesignwhichincludesrightcolor,graphics,contentsize,and
type.However,WolfinbargerandGilly(2003)investigatedthatcustomer’ssatisfaction,andqualityof
serviceispredictedbythereliabilitycharacteristicsofafirm.InaconsequentresearchParasuraman
etal.,(2005)analyzedqualityofe-serviceininternet-basedtransaction,whereresearchersfocused
onfourmeasures:(1)efficiency(e.g.,easeofuse);(2)fulfillment/satisfaction(e.g.,reliableandgood
graphicalcontent);(3)availability/accessibility(dataaccessibility,availableinformation);and(4)
privacy/security(dataprotection).Momentously,wetakenoteofthatcurrentstudyine-servicequality
tobecontingentontheassessmentoftheexecutionofauthenticservicequality.Theprospectnow
subsiststoexpandthisideabyexaminingthedegreetowhichtheproceduresareentirelyillustrative
ofclients’onlinebankingdesires.

Trust
Trustisoneofthemostdominantconstructsinmanytransactionalinteractions.Inmanymarketing
worksofliterature,ithasobservedthatthetrustcueusuallygeneratewhenapartyestablishesassurance
inotherpartner’strustworthinessandhonesty(RanaweeraandPrabhu,2003).Halliday(2003)also
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statedthat‘Trust’isnotdefineduniformly,itistheconfidenceandpositiveexpectationsoftheother
partywhoeverisdeliveringservices.Thetwomostproductivedefinitionsoccupiedwithmarketingare
asgivenbyRousseauetal.(1998)whocharacterizetrustasa“spiritualstateinvolvingtheintention
toacknowledgesusceptibilityinviewofupliftingdesiresoftheexpectationsorpracticesofanother”,
andtheilluminationbyMoormanetal.(1993)whereresearchersacknowledged‘trust’as“theability
todependonotherswhenexchangingsomethingandinwhomonehasself-reliance.”Moreover,Al-
Ekametal.(2012)haveprovidedanewdefinitionoftrustwithparallelmeaningofbeliefasaphase
thatcannotbecreatedimmediatelyanditisexclusivelycontingentonbetweenthetwopartiesrelation.
Eventhoughtheeffectoftrustinclient-firmassociationshasbeendecisivelyset-up,thetrustcue
hasbeenappliedinratherdiverseways(RanaweeraandPrabhu,2003).Forinstance,Parasuramanet
al.(1985)explainedassurancealongwithtrustconstructasameasureofservicequality.However,
GremlerandBrown(1996)demonstratedtrustasoneofthecrucialantecedentsofcustomer’sloyalty,
andGwinneretal.(1998)establishedthecue‘trust’asahighlyratedcustomer’sconfidencebenefit
thatgeneratesthelong-termrelationshipwiththeparticularservicefirm.AccordingtoHungetal.,
(2007)excellentsupportandoutstandingservicequalityleadtobuildingcustomersatisfactionand
trust.Setó-Pamies(2012)alsoempiricallyvalidatedthatthecustomer’sdegreeofcomfortorhappiness
dependsonservicequalityandthatalsoleadstocustomer’strust.Furthermore,Academiciansand
practitioners’evenmarketersarealsokeentoknowthelevelofcustomer’sdesiredsatisfactionto
securecustomers’ loyaltyand trust. Inearlier research, Jayawardhena (2004)also identified that
customersplacemoreimportanceonE-servicequalitysuchassatisfactorydownloadingspeed,easy
navigation,andefficiencyinsearchingfeatures,security,andprivacy;consequently,thesebuildup
customer’strust.Otherresearchinvestigatedthatparticularelectronicallyvaluedeliverylinkages
(suchasinternetbankingandATMs)ensurebankingsuccess,buildingtrust,andcost-effectivenessas
beingreliantuponE-servicequality(Santos,2003;Al-HawariandWard,2006).Thus,thisresearch
proposesthefollowinghypothesis(H1).

H1:E-Service quality is positively related to customer’s trust in online retail banking usage.

Patronage Intention
Intherecentyears,servicesfirmsemphasizedmoreonunderstandingcustomer’spatronageintention
whichisanessentialelementtosecuresuccess(Reynoldsetal.,2002;Darianetal.,2005).Patronage
hastheoperationallypositiverelationshipwithactualbehaviorandbehavioralintention(Chandonet
al.,2005;Darleyetal.,2008).Thisideaisalsousedinthetheoryofreasonedaction(TRA)(Fishbein
andAjzen,1975;AjzenandFishbein,1980).Thisstudyhasconsideredpatronageintentionasthe
outcomevariable.Rustetal.(1999)pointedoutthatcustomer’spatronageintentionmainlydepends
ontheevaluationofservicequalityofaparticularserviceprovider(suchascustomer’sevaluation
ofonlinebankingtransaction).Sincethedifferentdegreeofservicequalitycontributesdifferently
totheformationofoverallservicequalityassessmentandconsequentlyleadtoaspecificpatronage
intention(GraceandO’Cass,2005).Therefore,serviceproviders(e.g.,Bank)shouldconcentrate
moreoneffectiveandefficientservicequalitytoinfluencethecustomers’patronageintention.Based
ontheabovediscussionthisstudyformulatesthefollowinghypothesis(H2)forfurtherempirical
investigation.

H2:E-Service quality is positively related to customer’s patronage intention of online retail banking 
usage.

Furthermore, Chen and Hitt (2002) established that system quality enhances customer’s
satisfaction,andcreateanimpactoncustomer’sswitchingbehaviorandretention.Moreover,Patronage
intentionsorpatronagebehaviordependsoncustomersatisfactionandtrust(GarbarinoandJohnson,
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1999;Sharma&Patterson,2000;YapandKew,2007).Otherresearchesalsoexploredtheconnection
betweentrustandpatronageintentionintheonlinebasedtransactioncontext(Meyersonetal.,1996;
EverardandGalletta,2005).Thus,thisresearchproposesthefollowinghypothesis(H3).

H3:Customer’s trust is positively related to customer patronage intention of using online retail 
banking.

Hence,previousresearchhasinvestigatedtheassociationamongservicequality,satisfaction,trust
andpatronageintentioninthecontextofe-commercesettings(KassimandAsiahAbdullah,2010;
AndersonandSrinivasan,2003;LeeandLin,2005;Eid,2011;Kimetal.,2009).However,therole
oftrustasamediatorbetweenthetiesofE-servicequalityandpatronageintentionisrarelybeing
discoveredinthecontextofonlineretailbanking.Thus,theresearchersextendtherelationshipthat
offersafurtherunderstandingonhowE-servicequalityinfluencestocustomerspatronageintention.
Thediscussionsleadtothefollowinghypothesis(H4)forfurtherempiricalinvestigation.

H4:Trust mediates the relationship between E-service quality and customer’s Patronage intentions 
towards online retail banking.

Adoption of Advanced Technology
Researchonconsumerbehaviorinhigh-technologyhasbecomeanessentialpartofmarketingliterature
inthelastdecade(NortonandBass,1987;GatignonandRobertson,1989;WeissandHeide,1993).
Thisliteraturegeneratesvaluableinsightsintoparticularconsumptionoutcomessuchasproductand
serviceadoptionorrejection(GatignonandRobertson,1989;NortonandBass,1987).Numerous
theorieswereestablishedtoclarifythecustomer’sproductandserviceadoption.Amongstthem,the
diffusionofinnovationsmethodproposedbyRogers(1962),theapproachofresistancetochange
proposedbyRamandSheth(1989),thetheoryofplannedbehaviorproposedbyAjzen(1991)andthe
theoryofacceptancemodelproposedbyDavisetal.,(1989)arethemostimportantones.Researchers
reportafewadoptionenablersand inhibitors thataremainly identifiedwithclients’/non-clients’
qualities(e.g.,inventivenessandinnovationavailability),impressionofinnovationattributes(e.g.,
executionanticipation,perceivedusefulnessandeaseofuse),socialimpacts(e.g.,socialnormsand
socialmedia),andenvironmentalissues(e.g.,perceivedrisk)(Al-AjamandMdNor,2015;Andrews
andBianchi,2013;KaushikandRahman,2015).Inthe21stcentury,everycompanytriestoprovide
themostadvancedversionofcompetitivehightechnologyorientedproductandservices.Thebenefit
ofservicesandproductsdependsonthenumberofvarietiesandcompatiblegoodsandservices(for
instanceATMsandATMcard;computerhardwareandsoftwareforbankingtransaction)(Katzand
Shapiro,1994).Compatibletechnologyinonlinebankingservicesbecomesafactorwhenusually
consumersevaluatetheendservices.

Moreover,fromthecustomerperspective,serviceimprovementisanecessityduetotherapid
evolutionofinformationcommunicationtechnology(ICT)(Lowson,2001).However,theremaybe
adifferentopinionfromanyparticularconsumersegmentwhoconsiderstechnologyfromtheservice
provider as a causeofdissatisfaction (SnellmanandVihtkari, 2003).Furthermore, fromservice
providersperspective,adoptsthemostsophisticatedtechnologyenhancetheoverallefficiencyahead
ofcompetitors inprovidingclarifications to theircustomers(Wuetal.,2006).By implementing
advancedtechnology,retailers(suchasabank)canenhanceconsumerpreferencesandvalues(Grewal
etal.,2012).Eventhoughconsumersarenotworriedabouttheretailer’s(e.g.,Bank)utilizationof
advancedtechnologies,theymightbereceptivetohowtheseadvancedtechnologiescanmakenew
proficienciesandcreatevalueforthem(Linetal.,2013).
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Association of Adoption of Advanced Technologies, Trust and Patronage Intention
Duringthelastdecade,asteadytrendofadoptingtechnologyhasbeensetbytheserviceindustries,as
serviceprovidersaresubsequentlyinvestingmoreforfurthertechnologicaladvancement(Australian
CoalitionofServices IndustriesAnnualReview,1997).The termTrusthasalsobeenprovenas
anessentialcomponentofonlinetransactionandhasasubstantialconnectionwiththecustomer’s
patronageintention(Kauletal.,2010)whereasinthepresenceofadoptionofadvancedtechnology
theroleoftrustandpatronageintentionisyettobeestablished.Infavorofadoption,the‘theoryof
trying’recommendsathreedimensionalconceptualizationofattitude,whichislikenedtothethree
conceivablereactionstothepotentialyieldsofbehavioralportrayalwhichareattemptingandensuing,
attemptingyetfizzling,andfiguringouthowtoutilizetheinnovationandtechnology(Bagozzietal.,
1992).Alongtheselines,thestateofattitudetowardinnovationappropriationcomesaboutbecause
ofthejoinedimpactsofI)attitudetowardattemptingandsucceedingii)attitudetowardattempting
yetfizzling,andiii)attitudetowardfiguringouthowtoutilizetheinnovation(Bagozzietal.,1992;
Xieetal.,2008).Forinstance,bankswithadvancedtechnologycanimpactpositivelyoncustomer’s
patronageintention(attitudetowardtryingandsucceeding)andalsoabletobuilduptrust.Therefore,
thisparticularinstrument‘adoptionofadvancedtechnology’isconsideredtomoderatetherelationship
betweentrustandpatronageintentioninthecontextofonlineretailbanking.Thusthefollowing
hypothesis(H5)issuggested.

H5: Adoption of advanced technology moderates the relationship between trust and customer’s 
patronage intention towards online retail banking usage.

METHodoLoGy

Datawasgatheredthroughself-administeredinstrumentswhichwereadaptedfrompreviousliterature
andappliedaconveniencesamplingprocedurewhilecollectingthedata(i.e.,retailbankingcustomers
in Bangladesh). Using undergraduate research assistants, the researchers developed a structured
questionnaireandcirculatedtheinstrumentsamongvariousconsumersofretailbanks.Theresearchers
alsoensuredconfidentialityandanonymityoftherespondentsduringthedatacollectionandreporting
phase(s).Alltherespondentswereknowledgeablebankaccountholderswhouseddifferentonline
retailbankingservices.

Atotalof300instrumentswerecirculated,ofwhich,250respondent’sresponsewasusedfor
furtheranalysis.Thedescriptivestatisticsofthedatarevealedthatmost(70percent)oftherespondents
wereavailingservicesfromlargerbanks,while20percentoperatedtheiraccountsfrommedium-
sizedbanks,andremaining10percentusedtheservicesofsmallerbanks.Thesurveyrespondents
includedbothmaleandfemaleconsumers;i.e.63and37percent,respectiveconsumers.Morethan
70percentofthesurveyparticipantswerebetweentheagesof25to35yearsandmostrespondents
attainedhighereducation;i.e.,60percentoftherespondentshaduniversitydegrees.Moreover,the

Figure 1. Conceptual model of e-service quality and trust on customer’s patronage intention and the moderating role of adoption 
of advanced technologies
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dataalsorevealedthat60percentoftherespondentswereemployed(i.e.servingasserviceholders)
while40percentoftherespondentshadtheirownbusiness.Theaveragemonthlyincomesofthe
respondentsweremorethanBDT25,000permonth.

Respondentswererequestedtopointouttheirlevelofperceptionwiththestatements(items)using
afive-pointLikertscale(i.e.rangingfrom1=stronglydisagree,to5=stronglyagree)consisting
of twenty-two (22) items to measure all the variables. The researchers also tested the internal
consistencyofthecollecteddataviausingCronbach’salphaforeachofthevariables.Allvariables
hadaCronbach’salphavalueabove0.70andthusallitemswereconsideredforthisresearch.This
researchappliedaconfirmatoryfactoranalysis(CFA)toassesstheadequacyofthemeasurement
modelandthehypothesesweretestedbyusingstructuralequationmodelling(SEM)inAMOS20.0.

Thee-servicequalityvariablewasmeasuredusing10itemsadaptedfromParasuraman(2005);
i.e.(1)Serviceefficiency(3items),(2)customer’ssatisfaction(3items),(3)Serviceavailability
(2items);and(4)customer’sprivacyandsecurity(2items).Alltheconstructswereadequateand
reliablehavingalphavalue(s)equaltoandabove0.853.TheTrustconstructwasoperationalized
byusingeight(8)itemsadaptedfromMadjid,(2013);KassimandNorAsiah(2010)researchwith
analphavalueof0.851.Inmeasuringcustomer’spatronageintention,theitemswereadaptedfrom
Grewaletal.,(2003)havingfour(4)items(alpha=0.796).

Totestthemoderatingeffectoftheadoptionofadvancedtechnologies(inbetweentrustand
customer’spatronageintentionofusingonlineretailbankingservices), itemswereadaptedfrom
Karthik(2014).Besides,theresearchersappliedmethodsrecommendedbyLittleetal.,(2007)totest
themoderationeffect.Theresearchersusedtwo-group(highperceptionofadoptionofnewtechnology
versus lowperceptionofadoptionofnewtechnology)models that tested themoderatingroleof
adoptionofnewtechnologybetweenthecustomer’strustandpatronageintention.Thetwogroups
weredifferentiatedbycalculatingthemeanscoresofadoptionoftechnologyamongsttherespondent’s
responses.UsingAMOSsoftware,thecriticalcontrastbetweenthenecessaryparametersofthehigh
andlowview(orperceptionofadoptionofnewtechnology)betweenthegroupswasidentified.

dATA ANALySIS ANd dISCUSSIoN

Theresultofconfirmatoryfactoranalysis(CFA)estimation(ormeasurementitems)regardingthe
construct’sdimensionalityaregiveninTable1.Thestudyalsoexaminedtheconstructsincluding
individualreliability,averagevarianceextracted(AVE)andcompositereliability(CR)suggestedby
Hairetal.,(2010).Theoutcomesdemonstratedinternalconsistency(orreliability)andwereready
toproceedforfurtherdataanalysis(SeeTable1).Thesinglefactorloadings(andtheirrelativeAVE
values)haveindicatedexcellentqualitiesthataffirmedtheconvergentvalidityofthescales.Also,the
valuesofthecorrespondingconstruct’sAVEweremorethan0.70,portrayingsufficientdiscriminant
validityoftheconstructs(FornellandLarcker,1981).Theresearchersadditionallyassessedthemodel
fitscriteriathroughanalyzingtheestimationofthechi-square(X2),comparativefitindex(CFI),the
goodnessoffitindex(GFI),andtherootmeansquareerrorofapproximation(RMSEA)asstrongly
proposedbyHairetal.,(2010).

AfteranalyzingdatathroughCFA,theresearchersexaminedthehypotheses(mentionedabove)
byutilizingstructuralequationmodelling(SEM).SEMtechniqueswereappliedforassessingthe
differentrelianceconnectionsamongthefactors.Todemonstratethemodelfit,theanalystssurveyed
themodelbyutilizingtheconsequenceofX2,GFI,CFI,andtheRMSEA.

Aboveall,theresultofthestructuralmodel(Table2)explainstherespectivestandardizedpath
coefficientamongthevariables thatrepresent therelationshipsamongtheconstructs.According
toCohen(1992)standardizedpathcoefficient(β)withestimationsof<0.10mayindicate“little”
impact;whileestimationsof0.30indicatea‘’medium’’impactandvalueswithβ>0.50(ormore)
indicatesa“vast”impact.
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TheoutcomefromtheSEMinvestigationuncoveredthatallthestandardizedpathcoefficients
(β)fore-Servicequalityispositiveandsignificanttowardstrust(i.e.,β=.671;tvalue=2.781and
p-value=0.01).Similarlytheresultofthepatronageintentionofcustomersconstructissignificant
(i.e.,β=.572;tvalue=2.761andpvalue=0.01).However,thecoefficientoftrustwiththepatronage

Table 1. The result evaluation of the measurement model

Constructs Factor 
Loading

α CR AVE

E-Service Quality (SQ) 
(X2=435; df=158 (p = 0.00); (RMSEA=0.05; GFI=0.91; CFI =0.92)

TheonlineretailbankingsitemakesiteasytofindwhatIneed(SQ1) 0.925 0.853 0.962 0.721

Thesitesenablemetocompleteatransactionquickly(SQ2) 0.847

Informationatthissiteiswellorganized(SQ3) 0.811

Thissitemakesfinancialtransactionavailablewithinasuitabletimeframe
(SQ4)

0.768

Theretailbankdeliversservicesasitispromised(SQ5) 0.874

Banksmakeaccuratepromisesaboutthedeliveryofonlineretailbanking
services(SQ6)

0.831

Thesiteissuitablyavailablefortheonlinetransaction(SQ7) 0.821

Pagesofthesiteusuallydonotfreezeduringthetransaction(SQ8) 0.911

Ibelievethesitedoesnotsharemypersonalinformationwithanothersite
(SQ9)

0.774

Ibelievethesiteprotectsinformationaboutmycreditcard.(SQ10) 0.717

Customer’s Trust (CT)
(X2=7.80; df = 2 (p=0.02); RMSEA= 0.02; GFI= 0.95; CFI = 0.96)

Ibelieveintheemployeesbanksareprofessionalworkers(T1) 0.873 0.851 0.917 0.734

I’mconvincedintheservicespresentbytheretailbank(T2) 0.932

ItrustthereisnoproblemwhilemaketransactionwiththeretailbankIam
dealingwith(T3)

0.842

I’mconfidentthattheretailbankwillfulfillalltheirstatedpromise(T4) 0.779

Theretailbankistrustworthy(T5) 0.850

Itrusttheretailbanktodeliveraccurateanswerstomyqueries(T6) 0.752

Overall,thereismutualtrustbetweenretailbankandtheircustomers(T7) 0.763

Ithinktheretailbankistrustworthyforitsclients(T8) 0.821

Customer’s Patronage Intention (CPI)
(X2=13.50; df=8 (p=0.01); RMSEA=0.06; GFI=0.91; CFI =0.92)

Theonlinesiteoftheretailbankisapleasantplaceforconducting
transaction(CPI1)

0.738 0.796 0.869 0.622

Theaspectoftheonlineretailbank(i.e.websitedesign)isattractive(CPI2) 0.781

ThelikelihoodthatIwouldusetheonlinebankingtransactionapplication
serviceisveryhigh.(CPI3)

0.749

Iamwillingtorecommendthebanktomyfriendsforonlinebanking
transaction(CPI4)

0.895

observations: X2= chi square; df = degree of freedom; RMSEA= root mean square error of approximation; GFI= goodness of fit index; 
CFI=comparative fit index; Cronbach alpha (value > 0.70); AVE=Variance extracted (value > 0.50); CR=Composite Reliability (value > 0.70).
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intention(ofcustomers)failedtoproveanysignificantresult(i.e.β=0.30;tvalue=0.825andp
value=0.81).ThereforeH1andH2aresupported,whereasH3isnotsupported(seetable2).Thisis
possiblythemostsurprisingempiricalevidenceoftheresearchresults;contrarytoexistingliterature,
theroleoftrustdidnotinfluencepatronageintentions(inthecontextofonlineretailbanking).

Toexaminethehypothesisfour(H4),researchersperformedbootstrappingtechniquestotestthe
mediationeffectoftrustbetweene-servicequalityandcustomer’spatronageintention.Theresultfrom
SEMpathanalysisrevealedthate-servicequalityinfluencescustomer’spatronageintentionofusing
onlineretailbanking;wherethedirecteffectisminimum(0.019).However,theaggregateimpact
ofe-servicequalitytopatronageintentionofcustomers(ofutilizingonlineretailbankingservices)
is0.591,withanindirectinfluenceof0.572andadirectresultis0.019.Inthisway,theresearchers
presumedthattheindirectimpactismoreestablishedthanthedirecteffect;i.e.,theeffectoftrust
towardspatronageintentionofcustomers(inonlineretailbanking).

Groundedontheaboveoutcomes,theresearchersreachedtheconclusionthattrust(asamediating
variable)hasasignificantandpositiveinfluenceinbetweentherelationshipofe-servicequalityand
customerpatronageintention(foronlineretailbankingservices).Thereforehypothesisfour(H4)is
accepted.

Besides,theresearchersappliedmulti-groupSEManalysistoexaminethemoderatingeffectof
adoptionofnewtechnologyintheconnectionamongsttrustandpatronageintentionofthecustomers
(i.e.usingbankingactivitiesthroughonline).Theoutcomeuncoveredthatthemoderatingimpactof
advancedtechnologyissignificantasthedifferenceinchi-square(betweentheunconstrainedand
constrainedmodel)wasover19.675at11degreesoffreedom(DF).

Thedistinctioninthechi-squaretestwas(342.107-322.013)=20.094,whilethecontrastbetween
inDFis11(117–106).Forthetesttobecritical,thedistinctioninthechi-squaretestmustbemore
thantheestimationofchi-square(with11degreesoffreedom);theresultwas19.675.Table3shows
theresultsforhypothesis5,indicatingthemoderatingimpactofadoptionofadvancedtechnologies
issignificant;thushypothesis5isaccepted.Therefore,thefindingsconcludethattheroleofthe
adoptionofnewtechnologyissignificantinestablishingtherelationshipbetweencustomer’strust
andtheirpatronageintention(foronlineretailbanking).

Earlyretailbankingpatronageresearchesconcentratedonbank’satmosphericstimuli.Whereas
recentstudieshaveexaminedhowthetransformationoftheonlineservicesmayaffectacustomer’s
patronageintention(ofusingtheservicesofthebankthroughonline).Theresearchersempirically
establishtherelativeimportanceofe-servicequality,trust,adoptionofnewtechnologyandcustomer’s
patronageintentionswithinthecontextofBangladeshretailbankingsector.Aboveall,thisresearch
investigatestheinfluenceofe-servicequalityandtrusttowardscustomerpatronageintention(ofusing

Table 2. Result of structural equation modeling

Hypo 
theses

Independent 
variable (IV)

Dependent 
variable (DV)

Estimate 
β

t value P 
value

Result

H1 E-ServiceQuality Trust .671 2.781 0.01 Supported

H2 E-ServiceQuality Customer’spatronageintention .572 2.761 0.01 Supported

H3 Trust Customer’spatronageintention .030 0.825 0.81 Rejected

Fit indices Statistics Degrees of Freedom (DF) P

X2 579.86 206 0.01

GFI .819

CFI .828

RMSEA .041
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onlineretailbankingservices).Besides,theresearchersappliedSEMandalsotestedmoderating
effectsofadoptionofnewtechnologyinbetweentrustandpatronageintentionofthecustomer.

Thisresearchpresumesthatthereisasignificantconnectionbetweene-servicequalityandtrust;
i.e.,e-servicequalityandcustomer’spatronageintentioninusingonlineretailbanking.Thestudy
alsouncoveredtheroleofadoptionofnewtechnologyasanactivemoderatorinbetweentrustand
patronageintention(forthecustomer).Moreover,theassessmentlikewiseconcludesthattherole
oftrustinthemiddleofe-servicequalityandcustomer’spatronageintention(inregardstousing
onlineretailbankingservices)isfullymediated.Therefore,basedonthefindingsfromtheresearch,
wecanpostulatethattheapplicabilityofe-servicequalityandtrustarebothsignificantwithregards
totheonlineretailbankingindustryinBangladesh.Thehypothesestestconfirmsthattheadoption
ofnewtechnologyisrequiredforstrengtheningtherelationshipbetweencustomer’strustandtheir
patronageintentionofusingonlineretailbankingservices.

Theresearchrevealsthate-servicequalityisoneofthemostsignificantdeterminantsoftrust.
E-servicequalityalsoleadstoincreasedcustomer’spatronageintentionbyusingonlineretailbanking
services.Thecustomersofretailbanksexpecttheirdesiredservicestoenhancethefeelingoftrust,
developingbondingandestablishingalong-termassociativerelationshipwithbanks.Consequently,
thisleadstothestartingpointoftrust.Therefore,toestablishatrust-basedrelationship,theretail
banksmustofferservicesthatstrivetowardspromotingaculturewhichprotectscustomer’sprivacy,
security,andethics.Besides,adoptionofnewtechnology(bythecustomer’sofonlineretailbanks)is
alsofoundamoderatingroleinbuildingabank-customerstrustandpatronagerelationship.Therefore,
onlineretailbanksshouldensuredeliveringproperserviceinformationtothetargetuserstoavoid
anynegativeimageoftherespectivebank.

CoNCLUSIoN

Thecurrentresearchisapioneerattemptintheonlineretailbankingsector(undertheperspectiveof
Bangladesh).Consumersavailingonlineretailbankingserviceareselectingtheirpreferredservices
basedontheirindividualneeds;whichareinfluencedbytheirlevelofadoptionofnewtechnology.
Thus, thisresearchwillundoubtedlyassist theretailbankingserviceproviderstounderstandthe
importance (and measure) of e-service quality and fulfill the requirements of both current and
potentialcustomers.Thisinvestigationuncoveredthattocompeteinthehighlycompetitivebusiness
environment, managers of retail banks need to concentrate their e-service quality by enhancing
customer’strusttoinfluencecustomer’spatronageintention.

Table 3. Testing moderating variable (adoption of advanced technology)

Fit Index Constrained Model Unconstrained 
Model

Chi-Square 
difference

Hypothesis result

Chi-Square 342.107 322.013 20.094 Supported

DF 117 106 11

GFI 0.842 0.872

AGFI 0.836 0.860

CFI 0.802 0.720

RMSEA 0.043 0.055

Chi-Square/ DF 2.920 3.030

H5:Adoption of advanced technology moderates the relationship between trust and customer’s 
patronage intention towards online retail banking usage.
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Aboveall,onlineadoptionofnewtechnologyaffectscustomer’strusttowillinglyengageinonline
transactions.The findingsdemonstrate thatmultiple antecedents influence customer’spatronage
intentiontowardsonlineserviceswhenintroducingnewtechnologyintotheserviceencounter(inthe
contextofBangladesh).Thus,marketersshouldgatherinformationaboutthecustomerswiththeaim
toredesignthetechnologytobeeasiertouse,ortoeducatethetargetcustomers.Thereisnodoubt
thatinternettechnologyprovidesanopportunityforbankstomaintainthecontinuousrelationship
withcustomers.Therefore,customersofonlineretailbanksexpectthesystemtobeuser-friendly
anduseful;whileprovidersexpecttheusageoftheservicestobefrequent.Aboveall,theresearchers
believethatonlinebanksalsorequireintegrationwithtraditionalbankingmethodsinformulating
theirstrategicintentionstomaximizepatronageintention(oftargetcustomers).

MANAGERIAL IMPLICATIoNS

Thetrustconstructisvitalasanenablingfactorforonlineretailbankingenvironmentsuccessfor
acountrylikeBangladesh.Tofacilitatethisconstruct,policymakersshouldimplementmarketing
strategiesviadesigninghigh-qualitywebsites, targetingappropriatemarketsegments,facilitating
electroniccommerceandsoon.Ontheotherhand,arrangingprogramsforeducatingtargetcustomers
toadoptnewtechnologyandInternetretailbankingstrategies(oftherespectivebanks)shouldalso
beemphasized.Conceptualizingandmodellingtheconstruct‘trust’asamediatingvariableandthe
construct‘adoptionoftechnology’asamoderatingvariabletoexplaincustomer’spatronageintention
(ofonlinebanking)theoreticallyhelpstoexpandresearcher’sknowledgeofconsumerbehaviorwithin
theonlineretailbankingdiscipline.

Thestudyshowsthattrustmediatestherelationshipbetweene-servicequalityandcustomer’s
patronageintention.Therefore,onlinebanksneedtoenhanceconfidenceamongcustomersoftheir
servicesbyintroducinga‘customer-orientedinformationprivacyparameter’thatallowscustomers
tocontrolpartsoftheirpersonalinformation.Theuseofinformationsecuritysoftwareanddifferent
privacyprograms(adoptedbytheretailbanks)willassistcustomerstobuildconfidenceinprivacy-
relatedisues.Moreover,thewebsite’sreliabilityandtrustworthinessofthewebsitemayalsoenhance
confidenceofthebank’ssystems.

dIRECTIoNS FoR FURTHER RESEARCH

Thereareafewlimitationsofthecurrentstudy,similartootherresearch.First,althoughonlyfour
variableswereusedtheywereallbasedontheonlineretailbankingindustryinBangladesh.This
limitsthegeneralizabilityofourfindingstoothersectors.Additionalstudiesusingotherconstructs
andvarious sectors shouldbepursued toprovide further support of the theories.Secondly, this
researchusedcross-sectionaldatafromBangladesh(i.e.Dhakacityonly),ratherthanconductinga
longitudinalstudy.Therefore,theresearcherssuggestconductingalongitudinalstudytounderstand
howcustomerspatronageintentionevolvesovertime;duetotimeandcostconstraints,thecurrent
researchdidnotadoptsuchanapproach.
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