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Abstract. An extensive inquisition on service quality has been a significant subject
matter for centuries and has now developed in a manner of self-service technology
(SSTs). SSTs service quality has a complex influence on the behaviour of
customers in terms of interaction with banking organisations that involve activities
of M-banking to establish and develop more significant customer satisfaction,
loyalty, and service results. This study would like to examine technological based
services impact based on SSTs service quality, goal framing theory, and customer
loyalty in the M-banking service of a developing country. 698 M-banking’s users
have been collected through the online survey. Structural Equation Modelling was
applied, and the results indicate positive and significant relationships among
proposed indicators, including SSTs service quality, goal framing theory, and
customer loyalty. The findings can help the banking industry to improve and
provide necessary insights for the Banking industry, especially in the developing
country like Thailand.

Keywords. Self Service Technologies, service quality, m,-banking, goal framing
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1. Introduction

Internet technologies are growing and developing along with an abundance of
smartphone and mobile applications, which interfered with a variety type of
organisations and institutions to gain the advantage and profit of the following
circumstances. E-Commerce illustrates the influence of Internet technologies in the
world society’s stage, which are requiring more significant products and services to
respond to the massive demand of consumers. Mobile banking (M-banking) is one of
the solutions that would facilitate and satisfy the needs of consumers in this industry.
M-Banking is giving the idea of operating financial transactions anywhere and at any
time, which is the strength factor why people started to value and prioritise using M-
Banking.

However, a minority of research has focused over factors of M-banking users’
loyalty; as a result, no specific element would identify the customer loyalty in the new
business model. Therefore, an essential strength of this study is to identify factors of
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M-banking users’ loyalty. A primary key of this study is that its sample consisted of
several executive research of intention in answering the customer loyalty on the impact
of self-service technologies (SSTs) service quality on customer loyalty and behavioural
intention [1]. Customer perspective of adoption and continuity intention are breaking
M-banking barriers [2].

The purpose of this study is to identify and develop factors affecting M-banking
users’ loyalty by enhancing understanding of M-banking contribute to this research.
This study would like to 1) identify factors impacting customer loyalty in M-banking
users, 2) analyse impacts of critical factors on user’s loyalty and satisfaction level in
using M-banking, and 3) provide recommendations to banks strategic level
management in terms of maintaining and increasing the level of loyalty by using M-
banking. This article contents include introduction, literature review, methodology,
results, and conclusion parts, respectively.

2. Literature Review
2.1 Mobile banking (M-banking)

M-banking is the alternative way for users to have the ability to access their banking
information and perform tasks on the application. Unlike traditional banking [3], M-
banking provides the ability for the user to perform banking transactions irrespective of
place and time as the only requirement is the mobile network or wireless network
access [4]. The M-banking application provides both users and bank with 24-hour basis
operation. It gives the user easy access to the bank account through a mobile device and
their ability to control their money transitions over the application platform [4]. M-
banking application is the alternative ways for many developed and developing
countries to access bank, and it had significant effects on the market [5].

2.2 SST service quality

Term of service quality implies a formulation that united the process of service
outcome [6] and service delivery [7]. The following terms of service quality have
indicated relating dimensions of service quality, and its criterion of each aspect
operated effectively, which was generating outstanding results in the past [8].
Researches in the topic of service quality have been reviewed as for considering and
examining related model [9]. Conceptualised service quality as five dimensions can be
called SERVQUAL to refer to the face-to-face environment of the service process.
Service quality has consisted of the three-dimensional quality model introduced by
Gronroos [10] including technical quality, functional quality, and corporate image. To
give customers a more exceptional experience, to reach customer loyalty and retention,
to minimise the cost from employees, and apply advanced technology into the business,
an organisation is offering SSTs service quality [11]. SSTs service quality is
technological dimensions that have the ability of interface which lets consumer get
what they desire, such as services free from the involvement of the service persons [12].

Most of the significant studies field associated with technology found out that
SSTs and call-centre services are empowered to obtain more consumers that involved
services activity [13]. In consumer’s perspective is concerned in term of service quality
uses by the different to specific ideal on nature of self-service employed [14]. SSTs can
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increase and supplementing better services for the customer that can finish the
transaction faster, anywhere, and anytime [15]. With more progressive of SSTs are
speculated to reduce inessential delays in services, manage cost-effectively and
consequently increase the level of customer’s satisfaction that satisfy all the parties [16]

2.3 Goal Framing Theory

An individual has their way of understanding in each given information, which advised
by sociology and psychology. The purpose of goal framing theory is aiming to instruct
the literature of education to illustrate individual characteristics and differences in
student learning. Goal-framing theory (GFT) by Lindenberg and Steg [17] recognises
whether these objectives are selected autonomously or by their setting, that actors
frequently pursue several different goals at the same moment. The GFT believes that
actors are limited in their perception and understanding of their context. Eventually,
GFT assumes that actors expect it to assess the alternatives accessible before they
perform and to sort alternative solutions based on their performance capability [18].
GFT is not a practical strategy. It claims to include, for example, personal consent, the
objectives of stakeholders are multifaceted and go beyond own welfare and utilities
[19]. Besides, attitudes and hence attitudes are primarily affected by one’s primary
purpose, which may be non-utilitarian at the risk of other secondary objectives, which
may be useful.

As a consequence, GFT can compensate for goal-oriented activities that may
damage one’s well-being [20]. Lindenberg [21] stated that as the goal are activated,
they influence people’s feeling in a way that improves or preserve the way one feels in
a different situation. It can be in positive and negative emotions such as happiness,
comfort, joy, guilt, anger, shame, and discomfort [22]. The individual with gain goal
frame is generally is highly sensitive to their resources to maximise their benefits and
securing their resources rather than caring about the negative external impact [22]. The
normative goal frame acts as a sub-goal in determining how individuals think and work
in the social group norm and long-term issues and control of passion. Each action of an
individual in the normative goal frame would affect other people’s possibilities.

2.4 Self Service Technologies service quality correlates to customer loyalty

Relationship between SSTs service quality and loyalty refers to service that customers
spread and share the received experiences that became a possibility of returning for
excellent service or by the term of word of mouth. Moreover, loyalty service means to
improve on increasing purchases from customers and promotion by the company’s
offering [23]. However, customer loyalty has other definition which focuses on the
mind-set of the consumer that is individually pleasing and committing the company’s
product and service which turn into customer loyalty and endorsement to the firm [24].
The most necessary component is service quality that has been proving by many
reviews [25].

Likewise, experts expect that the company’s overall value created by value, loyalty
web and service quality which can increase the level of customer loyalty [26].
According to the online market, factors that pushing to achieve customer loyalty are
product’s value and customer satisfaction which mainly impact to customer loyalty in
service quality [27]. Standard service quality dimensions with a positive influence can
change on customer loyalty and happiness in the field of technology-based banking
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[28]. Consequently, brand equity becomes to be one of the most impactful service
qualities in terms of customer loyalty [29].

When consumer appears to have positive senses to service experience and
continuing good desire to return as a loyalty customer, one of the most influential
factors considered to be the confines of satisfaction [30], satisfaction is a gratifying
response of the customer. It was primarily an assessment of the attribute when a degree
of delightfulness occurred from the consumption experience provided by the service or
product [31]. Nevertheless, since satisfaction is corresponding, employing performance
related to service or product has reached the expectation. At the same time,
dissatisfaction occurs at the situation when the performance persists to be under the
prospects [32]. Inquiry on the relationships among customer satisfaction and electronics
service quality has also found a positive impact [33]. For retailer scenarios in airports,
SSTs have a significantly positive effect on the joy of travellers [34].

Based on the study, figure 1 shows the following hypotheses.

H1: SSTs service quality is a second-order construct reflected by the first order
consists of function, enjoyment, security, assurance, design, convenience, and
customisation.

H2: Goal frame is a second-order construct reflected by the first order consists of a
hedonic goal, gain goal, and normative goal.

H3: SSTs service quality has a direct positive impact on Goal frame.

H4: Goal frame has a direct positive impact on customer loyalty.

SSTs Service quality
e  Functionality Goal Frame
Security
Convenience Normative goal
Assurance ‘
Customization
Enjoyment
Desien

Customer
Loyalty

Gain goal

Figure 1: Hypothesised model.

3. Methodology

This study attempts to identify the core loyalty of customers using the application. This
study filtered the measures used from the present literature and studied their validity,
reliability, and modifications necessary adjustment with their invaluable information
and feedback. This study used a seven-point-Likert scale from (1) strongly disagree to
(7) strongly agree to evaluate the results. Before initiating a formal survey, pilot test
measures were carried out on a sample of 30 randomly chosen persons, which

generated fortified results. The research used the technique from Hair [35] to identify

the sample size by variable multiple by ten responses, which most acceptable to
determine. The research had developed questionnaires by studying from previous
theories, concepts, and related research. The purpose of creating the survey is to
identify and verify the factors of user loyalty. The questionnaires were developed and
sent for proofreading, the content coverage, sorting, and the characteristics of the
question. Then the survey was redeveloped and adjusted. After collecting data, SPSS
was used to identify validity and reliability. The pilot test indicates that the
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questionnaire was in an acceptable internal consistency and reliability as the
Cronbach’s alpha of the whole measurement scale is higher than 0.7.

4. Data Analysis and Results

The research collected 710 online survey questionnaires. Table 1 shows
demographic information, and also shows the associated behaviour of services on M-
banking application. The respondents had marked “7s” throughout on the 7-point scales,
indicating on the variety of responses. There were deemed unacceptable and suitably
omitted [36]. After examining scripts for any missing values, leave with the 698 scripts
available for further analysis. The missing values were less than 1% of the total
amounts, and these were replaced using Expectation-Maximisation algorithms [37].
Also, the study examined a confirmatory factor analysis [38] to determine for any
method bias and to estimate a single method factor. The mean of factors was between
5.372 and 5.837, and the standard deviation value range between 1.076 and 1.268. The
highest mean, perceived value was functionality at 5.837 with standard deviation at
1.268, and the lowest mean was at 5.372 of security and privacy, and the standard
deviation value at 1.123. All correlations were positive, and all pairs were significantly

were positive.
Table 1. Demographic and behaviour of services on M-banking application.

Characteristics Category Quantity Per cent (%)
Gender Male 264 37.8
Female 434 62.2
Undergraduate 97 13.9
. Bachelor’s Degree 42 6.0
Education Master’s Degree 499 71.5
Doctoral Degree 60 8.6
Below 10,000 307 44.0
10,001 — 20,000 164 23.5
Income level 20,001 — 30,000 99 14.2
30,001 — 40,000 64 9.2
40,001 — 50,000 64 9.2
Below 3 21 3.0
M-banking application Usage _3-6 97 13.9
Frequency (per month) 7-9 115 16.5
Over 10 465 66.6

Table 2. General theoretical model-fit.

Fit index Sflflzmmended SST Goal framing g;c/;md—order E}(;g(e);l}ess];sl\e/[c;
Chi-square/df <3.00 2.765 1.523 2.170 2.236
GFI >0.80 0.959 0.988 0.933 0.931
AGFI >0.80 0.938 0.978 0.917 0.916
CFI >0.90 0.983 0.997 0.976 0.975
RMSEA <0.08 0.050 0.027 0.041 0.042

AMOS 26 was applied for data analysis. Model fit results are shown in Table 2.
This research uses confirmatory factor analysis (CFA). The second-order CFA fit
indexes are demonstrating a congenial fit to data (Normed x2 = 2.170; CFI = 0.976;
GFI = 0.933; AGFI =0.917, RMSEA = 0.041) which introduce construct validity.
Further tests of validity and reliability were also prosecuted. Supported by Hair et al.
[37], every item in standardised loading was higher than 0.50 proposing sufficient
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convergent validity, additional support by the AVE scores also higher than 0.50 [39].
All constructs in composite reliability estimates and Cronbach’s Alpha were over 0.80,
representing acceptable reliability. Discriminant validity was advocated for most of the
constructions as the primary constructs of AVE was larger than the successive
standardised correlation coefficient with most of the other construction [39].

After inspecting the fit of the measurement model, this research inspected the
second-order path loadings of SSTs service quality. This research noticed that self-
service technology significantly interpreted the first-order dimensions: function
(standardized beta coefficient, f = 0.822, p < 0.001), enjoyment (B = 0.869, p < 0.001),
security, (B = 0.894, p < 0.001), assurance (f = 0.926, p < 0.001), design ( = 0.929, p
<0.001), convenience (B = 0.899, p < 0.001), and customization ( = 0.928, p <0.001).
The first-order CFA fit indexes of SSTs variables are demonstrating a congenial fit to
data (Normed x2 = 2.765; CFI = 0.983; GFI = 0.959; AGFI =0.938; RMSEA = 0.050)
which suggest construct validity and support H1. For hypothesis H2, this research
noted the first-order dimensions of GFT as Gain goal (B = 0.993), and Normative goal
(B = 0.931). The first-order CFA fit indexes of goal framing variables are
demonstrating a congenial fit to data (Normed x2 = 1.523; CFI = 0.997; GFI = 0.988;
AGFI =0.978; RMSEA = 0.027) which suggest construct validity. The result supports
hypothesis H2.

SSTs Service quality
Functionality Goal Frame
Security
Convenience 0.765 Normative goal 0.829 oo
Assurance -| - ustomer
Customization Gain goal Loyalty
Enjoyment
Design

Figure 2: Hypothesised.

The hypothesized measurement model of this research yielded was at Normed x2 =
2.236; CFI=0.975; RMSEA=0.042; CFI = 0.975; GFI = 0.931; AGFI =0.916. Self-
service technology exerted a significant influence on values perceived in Goal framing
theory (B = 0.765, CR = 17.459, p < 0.001). The result of the model reached path
coefficients of 0.765, supporting hypothesis H3. Moreover, completion of GFT exerts a
significant impact on customer loyalty (f = 0.829, CR = 20.761, p < 0.001), the result
of the model reached path coefficients of 0.829. Therefore, hypothesis H4 is supported.

5. Discussion and Conclusion

This study applies the SSTQUAL scale [30] to measure the service quality of SSTs in
the context of Thailand service sector. This study has shown that younger customers
have more significant trends toward the utilising of SSTs. SSTs service quality has a
positive and meaningful relationship with customer loyalty. The outcome tells that
customer loyalty towards the SSTs will be greater, the more customers receive high
service quality from SSTs they are utilising. The findings are in line with McKecnie et
al. [28] that the impacts of generic service quality aspects in a technology-based
banking framework and identified a positive effect of service quality aspects on
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customer loyalty. GFT mediates the association between SSTs service quality and
customer loyalty to a certain degree. As well as the structural model, the SSTs service
quality is positively and significantly affected the customer’s perceived values through
one of the goal frames in GFT. Finally, an affirmative act upon each goal frame from
GFT is associated substantially with SSTs user’s loyalty and intention of continuous
use. The outcome of the study research provides a significant role in the practical and
managerial implications of the banking industry that gives knowledge of consumer’s
perspective and expertise to understand the attitude through the model of SSTs service
quality, GFT, and customer loyalty. Hence, banks should have prioritised, giving more
efforts to understanding reaction and behaviour that can affect the satisfaction and
dissatisfaction of involving M-banking customers. This study can help banking industry
to improve quality of service to allow users be able to access to necessary information
that solve the pain point of customers. They can do so by improving on consistent
monitoring, management, and service delivery process towards the use of following
provided models. This study has several limitations. First, the data that this study
collected data only from M-banking users in Thailand. Due to this condition, the data
of other provinces may have different outcomes and attitudes according to the
theoretical methods system simultaneously. Finally, this study research has a limitation
on data collection time.
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