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Abstract

This study seeks to evaluate the level of customer satisfaction with Internet-related banking services of First National Bank (FNB) and also to examine FNB’s customer service management strategies in dealing with customer complaints. To achieve these aims, the researcher used the mixed methods approach: qualitative and quantitative. In terms of the qualitative dimension of the study, interviews were conducted with two heads of the customer services department of FNB: Mega-City and Mafikeng Mall branches. The qualitative data collected guided the researcher in understanding FNB’s customer services management strategies, approaches and reactions to Internet-related banking service complaints of customers. With regard to the quantitative approach, the researcher conducted a survey among 100 members of the public who have and operate bank account(s) with FNB. The quantitative approach revealed how customers perceive the management of their complaints by the customer services Unit of FNB. The findings of this study revealed among others, that a large majority of the respondents (Bank Customers) use and appreciate FNB’s Internet-related banking services, some have had issues in the past and had lodged complaints with the banking institution. The study also revealed that FNB has properly defined and communication channels through which customers can lodge complaints. A substantial number of those who have had issues and reported them, expressed satisfaction with the manner in their problems were resolved. This category of respondents considers FNB customer service personnel friendly, helpful and considerate. They are of the opinion that FNB is doing its best to manage complaints lodged by customers.
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1. INTRODUCTION

1.1 Background to the Study

The difference between the customer and the consumer is both fundamental and negligible. The person who buys a product from a sales point is a customer, any person who uses a product, not minding where and how he/she gets it, is a consumer. Baby products such as diapers give a clear illustration. The parents are the customers while the baby is the consumer. It is however possible to be both a customer and a consumer in a business transaction, if you buy and use the product or service at the same time. Customer/consumer satisfaction is a transaction-specific affective response resulting from the customer’s/consumer’s comparison of product performance to some pre-purchase standard (Hunt, 1977 in Giese and Cote, 2000). Customer satisfaction is equally described by Oliver (1997:13) as the perceived fulfilment response and judgement of the customer, of the service or product features and promises. The level of consumption-related fulfilment – including levels of under or over-fulfilment.
From the above, the concept of customer satisfaction can be analysed through a fulfilment response or judgement of a product or service as well as the affective response of the customer to the product or service. It is the post-purchase evaluation of an offering which helps an organisation not only to determine the level of customers’ loyalty to their offering, but to also help them manage the image and relationship of their brand.
The explosive growth in digital technology has fundamentally changed people’s lives. The internet has transformed consumers’ behaviour; they now have access to vast amount of online information from a large and broad range of sources (Pulizzi and Barett, 2009). Hence, customers can find anything according to their needs and wants leading them to make an intelligent buying decision (Pulizzi and Barett, 2009). Armstrong and Kotler (2013:55) emphasized that the digital age has also provided marketers with exciting new ways and efficient strategies to learn about and track customers, to create products and services tailored to suit individual customers’ needs. One of the sectors where the new technology is growing significantly is the financial institutions, especially, the banking sector. “Financial institutions, more than in the past, are doing their best to be more competitive, seeking ways to increase their customer base, reduce transaction costs, improve the quality and timeliness of response, facilitate self-service and customization” (Shirzad, Beikzad and Jafar, 2014), and improve customer communication and customer relationship management (Nimako, Gyamfi and Wandaogou:2013:165).
With the significant growth of competition in the market place, satisfying customers with high quality service and sustaining responsive communication, remains critical in building and sustaining strong relationships with customers. According to Goosen, Pampallis, Van der Merwe and Mdluli (2008:187), the relationship between a bank and its clients is very important, both for the bank and the customer. The banks are entrusted with customers’ money and are obliged to manage it professionally. Today, banks and indeed financial institutions have come to understand and appreciate the principles of customer service and customer satisfaction; hence, they offer a variety of services to satisfy the financial needs of their customers.
With the emergence of the Internet, the hitherto distance between the buyer and seller became blurred. The internet technology now facilitates fast and accurate transactions. Internet, according to Panda (2008) is responsible for the considerable changes in the banking industry in recent years. The pace of change is likely to continue, although the future and the speed at which the changes will occur are difficult to predict. 
1.2 Statement of the Problem
Information and Communication Technologies (ICT) have changed the way businesses are conducted today. The Internet has impacted the business world at a multitude of levels (Strange, 2009). The Internet is more than a platform for information sharing. Today, customers can buy goods, make their order online, book holidays, transfer and receive money, check account balance and communicate with their bank via mobile or personal computer. As a matter of fact, businesses have become more available electronically. In order to keep pace with the customers, banks started developing diverse products and services that are aided by the Internet (Online electronic money transfer, Automated Teller Machine (ATM), Point of Sales (POS), and other Internet purchase and payment platforms). Peter and Olson (2005:275) insist that the Internet banking services offer to consumers a tremendous amount of freedom and independence. The idea of Internet banking is to personalize, simplify and ensure safety. Customers who subscribe to Internet/online banking need not go to the bank physically; they need not carry cash from point “A” to “B”, because with the press of a combination of keys on the computer or cell phone, banking services such as checking account balances, transfer of funds, purchase and payment for goods and services are made within little time.
Customers’ post-purchase evaluation of a service offering determines the level of satisfaction or dissatisfaction. Despite FNB’s huge investment in Information and Communication Technologies and the great benefits associated with online banking, both for the customer and the bank, customers’ complaints continue to be on the increase. As a matter of fact, the 2015 Rogers Bank Ombudsman’s annual report on banking complaints and other related issues reveal that South African banks drew the most customer complaints in 2015. The report states that a total of 5,021 cases were opened, of which, 4,899 were closed. The biggest portion of the closed cases were solved at the bank (3 431) while 1 468 were closed after the banking ombudsman’s investigations (Financial Ombudsman Report, 2015). The South African Reserve bank also reports that many of the reported cases of fraud are associated with electronic payment systems linked to Internet banking (Business Tech, 2016). 
The modern day business is customer-centric. The customer is the major reason for any business; hence customer relationship management/customer services have become a critical department or unit of any bank. Internet related banking services are also developed to ensure freedom, safety and independence. Yet, customers complain about quality of services, security issues, and the management of their complaints, these make a number of customers and prospective customers sceptical and reluctant to fully subscribe to Internet banking services. If this be the case, then what is the benefit of Internet related banking services to the customer, what is the relevance of customer service management and how  do customers perceive bank response to their complaints?
    1.3. Objective of the Study	
This study aims to:
(a)	Evaluate the level of customer satisfaction with Internet related banking services of FNB.
(b)	Examine the management of customers’ complaints regarding Internet Banking Services by FNB customer service Department
(c)	Examine customers’ perceptions of FNB management and treatment of complaints by customer service Department
1.4 Research Questions
In order to meet the above stated objectives, this study answers the following research questions: 
(a)	What is the level of usage of Internet related banking services of FNB by its customers?
(b)	What are the types and nature of the complaints of FNB customers in relation to Internet related banking services?
(c)	How are Internet related banking services complaints made, received and managed by FNB customer service unit?
(d)	How do customers of FNB perceive the complaint channels and treatment of their complaints?
[bookmark: _Toc479584616][bookmark: _Toc499544988]1.4 Research questions
In order to achieve the objectives of this study, the following research questions were asked:
1. What is the level of usage of Internet-related banking services of FNB by its customers?
1. What are the types and nature of complaints of FNB customers in relation to Internet-related banking services?
1. How are Internet-related banking services complaints made, received and managed by the customer service unit of FNB? and
How do customers of FNB perceive complaint channels and treatment of their complaints.
[bookmark: _Toc499545010][bookmark: _Toc479584624][bookmark: _Toc479584666][bookmark: _Toc479585316][bookmark: _Toc499207809][bookmark: _Toc499545011]2. RESEARCH  APPROACH AND METHODOLOGY
[bookmark: _Toc479584625][bookmark: _Toc499545012]2.1 Introduction
Thus, in order to respond to the research questions and achieve the objectives of the study, the researcher used a mixed method approach that tapped into qualitative and quantitative research. The qualitative research approach guided the researcher in understanding customer services management strategies and approaches of FNB: how complaints about Internet-related banking services are made, received and managed by FNB customer service unit. The quantitative approach, on the other hand, revealed the level of usage of Internet-related banking services of FNB by its customers and customers’ perception of complaint channels and treatment of such complaints.
Two categories of population provided answers to the research questions. The first category consisted of the heads of the customer service department/units of FNB (Mega City and Mafikeng Mall branches). The two heads of the customer services unit of each branch (Megacity and Mafikeng Mall) were interviewed and they provided answers to research questions ‘b’ and ‘c’. The qualitative data elicited from this group, equally assisted in designing the instrument for the quantitative dimension of the study.  The second population of the study comprised of customers of FNB (those who have, and run account(s) with the bank), who work or/and reside within Mafikeng municipality of the North-West Province.
[bookmark: _Toc479584632][bookmark: _Toc499545022]2.2 Qualitative data
Qualitative data collected from two customer service management personnel of FNB guided the researcher in understanding customer services management strategies, approaches and reactions to Internet-related banking service complaints of FNB customers how the complaints are received and managed by the customer service unit of FNB, the attitude of the bank towards the complaints and challenges faced by the customer service management personnel of the bank. More importantly, data collected through interviews were useful in designing the instrument used in conducting the survey. Thematic analysis of qualitative data revealed the following:
a) Customers of FNB experience some challenges with Internet-related banking services of the bank;
b) Many FNB customers lodge complaints in respect of Internet-related banking services rendered by the bank;
c) Many FNB customers complained about the long queues and attendant delays; the customer service personnel are usually slow; and there are insufficient customer service personnel in the branches to attend to customer complaints;
d) Some FNB customers complained of unauthorised withdrawals from their accounts; about ATM dispensing machines retaining their cards; and that some ATM deposit machines do reject their bank notes;
e) Some customers also complained about the delays experienced in online transfer of funds. They complained of the delay and the stress of downloading the FNB application on their phones or computer; 
f) The customer service management staff are well-trained to deal with all complaints of customers;
g) There are laid down procedures and channels through which customers’ complaints must pass through;
h) Though the bank is willing to assist and resolve every customer’s complaint, not every complaint is resolved in favour of the customer. As such, some customers leave dissatisfied; 
i) [bookmark: _Toc479584633][bookmark: _Toc499545023]Most customers are impatient to go through the procedure and waiting period.
2.3 Quantitative data
Below is the analysis and interpretation of the quantitative data collected through the use of a questionnaire.
[bookmark: _Toc479585428]Table4.1: Distribution of respondents according to age group
	Age
	Frequency
	Percentage

	18-30 years
	50
	50.0

	31-43 years
	33
	33.0

	44-56 years
	14
	14.0

	57-69 years
	3
	3.0

	Total
	100
	100


[bookmark: _Toc479585429]Table4.2: Distribution of respondents according to gender
	Sex
	Frequency
	Percentage

	Male
	56
	56.0

	Female
	44
	44.0

	Total
	100
	100


[bookmark: _Toc479585430]Table4.3: Distribution of respondents according to nationality
	Nationality
	Frequency
	Percentage

	South African
	70
	70.0

	Other
	30
	30.0

	Total
	100
	100


[bookmark: _Toc479585431]Table4.4: Distribution of respondents according to occupation
	Occupation
	Frequency
	Percentage

	Civil/public servant
	18
	18.0

	Professional
	21
	21.0

	Self-employed
	6
	6.0

	Student
	45
	45.0

	Trader
	5
	5.0

	Others
	4
	4.0

	Nil
	1
	1.0

	Total
	100
	100


[bookmark: _Toc479585432]Table4.5: Distribution of respondents according to level of education
	Education
	Frequency
	Percentage

	Post-tertiary
	26
	26.0

	Tertiary
	43
	43.0

	Secondary
	25
	25.0

	Technical/Vocational
	6
	6.0

	Total
	100
	100



[bookmark: _Toc479585433]Table4.6: Do you have a Bank account with FNB?
	Parameter
	Frequency
	Percentage

	Yes
	100
	100.0

	No
	-
	-

	Total
	100
	100


[bookmark: _Toc479585434]Table4.7: What type of Bank account do you have with FNB?
	Parameter
	Frequency
	Percentage

	Current
	19
	19.0

	Savings
	47
	47.0

	Both
	28
	28.0

	Others
	6
	6.0

	Total
	100
	100


[bookmark: _Toc479585435]Table4.8: Are any of your bank accounts linked to the Internet?
	Parameter
	Frequency
	Percentage

	Yes
	79
	79.0

	No
	19
	17.0

	Cannot say
	4
	4.0

	Total
	100
	100


[bookmark: _Toc479585436]Table 4.9: Type of Internet-related banking services used by respondents
	Parameter
	Frequency
	Percentage

	Automatic Teller Machine (ATM)
	39
	39.0

	Online banking
	18
	18.0

	Cell phone banking
	24
	24.0

	Multiple (more than one)
	17
	17.0

	None
	19
	19.0

	Total
	100
	100



[bookmark: _Toc479585437]Table 4.10: Have you ever experienced any challenge/problem with any FNB Internet-related banking services?
	Parameter
	Frequency
	Percentage

	Yes
	33
	33.0

	No
	48
	48.0

	Cannot say
	19
	19.0

	Total
	100
	100



[bookmark: _Toc479585438]Table 4.11: Challenges/problems experienced by Internet-related banking services customers of FNB 
	Parameter
	Frequency
	Percentage

	ATM
	19
	19.0

	Online banking
	5
	5.0

	Cell phone banking
	5
	5.0

	ATM deposit
	2
	5.0

	Transfer of funds
	2
	2.0

	Nil
	67
	67.0

	Total
	100
	100



[bookmark: _Toc479585439]Table 4.12: Have you ever made a formal complaint in relation to any FNB Internet-related banking services?
	Parameter
	Frequency
	Percentage

	Yes
	31
	31.0

	No
	59
	59.0

	Cannot say
	10
	10.0

	Total
	100
	100



[bookmark: _Toc479585440]Table 4.13: Medium through which formal complaints of FNB’s Internet-related banking services were made
	Parameter
	Frequency
	Percentage

	Phone call
	6
	6.0

	E-mail message
	16
	16.0

	Visit to the bank
	22
	22.0

	Nil
	69
	69.0

	Total
	113
	100



[bookmark: _Toc479585441]Table 4.14: Did you get a prompt response to your complaint?
	Parameter
	Frequency
	Percentage

	Yes
	18
	18.0

	No
	13
	13.0

	Nil
	69
	69.0

	Total
	100
	100


[bookmark: _Toc479585442]Table 4.15: Were you satisfied with the way your complaint was treated?
	Parameter
	Frequency
	Percentage

	Yes
	16
	16.0

	No
	12
	12.0

	Not sure
	3
	3.0

	Nil
	69
	69.0

	Total
	100
	100.0



[bookmark: _Toc479585443]Table 4.16: How would you describe the attitude of the bank staff who attended to your complaint?
	Parameter
	Frequency
	Percentage

	Friendly
	15
	15.0

	Helpful
	16
	16.0

	Considerate
	8
	8.0

	Bureaucratic
	8
	8.0

	Nonchalant
	5
	5.0

	Unhelpful
	6
	6.0

	Nil
	69
	69.0

	Total
	100
	100.0



[bookmark: _Toc479585444]Table 4.17: Extent to which respondents agree with the suggested attitudes of the personnel of the customer service of FNB to consumers’ complaints
	Services
	Strongly agree
	Agree
	Neutral
	Disagree
	Strongly disagree

	
	Freq.
	%
	Freq.
	%
	Freq.
	%
	Freq.
	%
	Freq.
	%

	The staff of the customer service of FNB are willing to listen and assist customers with complaints
	31
	31.0
	36
	36.0
	24
	24.0
	4
	4.0
	5
	5.0

	The level of knowledge of Internet – related banking services of the staff of the customers service of FNB is high
	21
	21.0
	35
	35.0
	34
	34.0
	5
	5.0
	5
	5.0

	The staff of the customer service of FNB respond to customers’ complaints promptly
	22
	22.0
	27
	27.0
	30
	30.0
	15
	15.0
	6
	6.0

	FNB consciously strives to solve customers’ complaints
	18
	18.0
	29
	29.0
	33
	33.0
	13
	13.0
	7
	7.0

	The staff of the customer service of FNB treat customers with respect and courtesy
	34
	34.0
	28
	28.0
	28
	28.0
	4
	4.0
	6
	6.0

	FNB Internet-related banking services are quite satisfactory
	19
	19.0
	26
	26.0
	34
	34.0
	15
	15.0
	6
	6.0



	The procedure for complaints is quite tedious
	12
	12.0
	11
	11.0
	61
	61.0
	13
	13.0
	3
	3.0

	After registering complaints, you are never sure whether your complaint is being attended to
	19
	19.0
	10
	10.0
	43
	43.0
	27
	17.0
	11
	11.0



3.  CONCLUSION
This study set out to evaluate the level of customer satisfaction with Internet related banking services of FNB and also to examine FNB’s customer service management strategies for dealing with customer complaints. To achieve these aims, two customer service management staff of FNB Mega-City and Mafikeng Mall branches were interviewed and 100 members of the public who have and operate bank account(s) with FNB were purposively selected and surveyed. After analysing the data, the following conclusions are drawn:
There is no doubt that the world has indeed become a global village. Internet and Information and Communication Technology (ICT) have revolutionised human lives; from education to health, military, entertainment, governance and commerce, the Internet dictates the pace. Banking is today made easy, from the comfort of the customers’ living room, while walking down the lawn or even while in transit, anywhere and at any time (provided there is Internet connection) customers can receive and transfer funds, make purchases and pay bills. FNB provides a variety of Internet related banking services. Their customers can use Credit or Debit cards for withdrawals at any ATM point, make purchases and pay bills. FNB customers are also encouraged to take advantage of Online and Telephone banking. These banking services allow customers to check their account balance, increase or reduce their daily withdrawal limit and make transfers and payments.
With 79% of the respondents indicating that they use FNB’s Internet related banking services, the level of usage of these Internet related banking services is significantly high. One can only imagine how rowdy the banking halls would be, and how long customers would have had to stay in the bank today without Internet related (do-it-yourself) banking services.
Despite the numerous advantages of Internet related banking services provided by FNB, customers do experience and complain of some challenges with some of the services offered. ATM presents the biggest challenge to customers; this is followed by Online and Telephone banking. Some of the respondents complained of ATM machines retaining their cards, some also indicated that funds were removed from their accounts without their authorisation and knowledge even when they had their ATM cards on them. Some of the customers suggested that some ATM machines might have been compromised such that they read vital information on their card, and this is thereafter used to defraud them. Another ATM related complaint is that most ATM deposit machines select currency notes, making some customers default in their payment obligations to others. Customers also complained about Online and Telephone banking in transactions basically related to delays in transfer of funds. This is blamed on poor Internet and Telkom service connection.
FNB has a number of platforms through which customers can lodge their complaints, seek information and assistance. Customers can call dedicated help-lines, send e-mail, visit the Bank website, or directly visit the customer service desk in any of the banking halls. When complaints are made through any of these channels, the complaint is registered and forwarded to the appropriate unit. The unit investigates and communicates findings and solutions to the complainant. Regarding the type of the complaint, customer care personnel may request the complainant to give them some days to investigate and get back to the customer. The customer service managers claim they are adequately trained and always willing to resolve every complaint in favour of the customer, provided there is enough evidence to show that the customer did not compromise her account by herself.
52% of the 31 respondents who lodged their complaints were satisfied with the procedure, channel and treatment of their complaints. Apparently, these were customers whose complaints were resolved in their favour. This group of customers also consider the customer service personnel as ‘friendly’, ‘helpful’ and ‘considerate.’ The remaining 48% who were dissatisfied are likely to be those whose complaints were not resolved in their favour and those who did not bother to lodge a complaint in the first place. For these groups of customers, the customer service personnel are ‘bureaucratic’, ‘nonchalant’ and ‘unhelpful.’ A number of the respondents also consider the procedure for lodging complaints quite tedious.
The disconfirmation theory specifies that the post usage experience of the product or service is compared and evaluated with the standard model pre-conceived by customers. In agreement with Oliver (1980), customers’ perception of a firm’s performance is an evaluation of customers’ expectations against their experience. According to Oliver (1980) the possible results are confirmation, satisfaction, or dissatisfaction. For FNB customers, the bank is naturally expected to be a safe haven for customers’ funds; if and when unforeseen incidents occur, they expect that the FNB would come to the rescue of its customers. Those customers who had lodged complaints and their complaints were promptly addressed and resolved, would naturally be satisfied with Internet related banking services of the bank and their customer service management approach and personnel. But for those who did not lodge any complaint or perhaps, their complaints were not resolved in their favour, would naturally be dissatisfied with the services of FNB. This category of customers did not only seek alternatives, they did not also speak positively of FNB and its services.
[bookmark: _Toc499545035]By and large, with 67% of FNB customers sampled indicating that they have never experienced any problem with their Internet related banking services, and 52% of the remaining 33% who lodged complaints satisfied with how their complaint were resolved, this study concludes that FNB has demonstrably succeeded in providing satisfactory Internet Banking facilities and services to its clients. However, if Kotler’s (1991) observation that customer satisfaction is fast becoming a means of evaluating quality and that high customer satisfaction rating are the best indicator of future profitability of a company, the study predicts that FNB must be doing well. This notwithstanding, the bank must always remember that banking is built on trust. Hence, FNB and its management must continually to strive to meet every customer’s expectation and keep them happy.
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