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Recently, together with the development of information technology, 
banks have found and put into use more and more channels to deal 
with their customers, and one of them is the provision of websites to 
satisfy customers’ need. That is the reason why customer satisfaction 
in e-banking services is an important challenge to all banks. This 
study aims to identify the effects of website quality on customer 
satisfaction, which in turn affects their loyalty toward the banks. For 
this purpose website quality dimensions, including information 
quality, navigation, response time, visual appeal, interactivity, 
security, and innovativeness, are tested by applying regression to the 
analyses. Additionally, all the data for this research, collected from 
banking customers through the questionnaires, allow such 
dimensions as information quality, interactivity, security, and 
innovativeness to be explored as having contributed significantly to 
customer satisfaction, which leads to their loyalty to the banks. 
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1. Introduction 

Success of a service provider depends on the high quality relationship with 
customers (Panda, 2003), which determines customer satisfaction and loyalty (Jones, 
2002 as cited by Lymperopoulos et al., 2006). In recent years the popularity of the 
Internet has not only encouraged the development of new industry sectors but also 
changed the business model of many others, especially for banks (Barwise & Farley, 
2005). That is the way banks deal with and serve their customers online. In the current 
fiercely competitive market the challenging business environment has resulted in an 
increase in pressure on commercial banks to develop and make full use of alternative 
delivery channels, with the aim to attract more customers, to improve customers’ 
perceptions, and to encourage loyalty (Jalvagi & Moberg, 1997). According to a study 
conducted by Nua Internet Surveys. (2002), more than 553 million people worldwide 
have access to the Internet till then. The considerably global penetration of the Internet 
has led to significant improvements as customers and enterprises conduct their 
business transactions via the Web. Thus, banks’ website is one of the most useful 
delivery channels recently introduced, and banks serve customers through the websites 
by allowing them to access accounts, search for useful information, and perform 
financial transactions online (Haque et al., 2009). 

Besides, e-transaction system offers banks and their customers many outstanding 
features such as better accessibility, more convenience, and lower costs, compared to 
other traditional channels (Brynjolfsson & Smith, 2000). Particularly, Vietnam banking 
system, for the last few years, has experienced a significant switch to such another 
delivery channel of banking services as the websites. That is the reason why banks’ 
managers should identify and understand how website quality can influence customer 
satisfaction in order to retain and better serve their customers.  

Moreover, today’s advances in information and communication technology have 
made online banking services accessible elsewhere throughout the countries. 
Therefore, there is a special need to understand banking sector websites through 
examining factors that influence user’s intention to use, return to, and recommend the 
websites to others. This may open the gate for strategic planning and decision-making 
processes in commercial banks as these wish to introduce or develop online banking 
services to customers in different contexts. This study is thus conducted to identify the 
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quality effects on customer satisfaction, which in turn affects their loyalty toward the 
banks. 

2. Literature review and research model 

It has been concluded in many studies that website service quality is crucial to 
promote customers’ perceived satisfaction with a bank’s website (Kim & Lee, 2004; 
Madu & Madu, 2002). Meanwhile, satisfaction plays an important part in establishing 
long-term relationships with customers and generating further loyalty. 

Satisfaction refers to consumers’ evaluation of how much their needs are fulfilled, 
and it is the most relevant variable in the study of customer loyalty (Castaneda et al., 
2009). Furthermore, many researchers have found that the overall satisfaction 
experienced by online customers reduces the perceived benefits of alternative service 
providers, which in turn yields stronger repurchase intentions for online services 
(Szymanski & Hise, 2000). According to Patterson et al. (1997), customer satisfaction 
is significant for long-term relationships, which is signified by the variable of customer 
loyalty. Meanwhile, Oliver (1999) claimed that customer loyalty not merely is a strong 
asset for the firms but also aims the firm toward sustainable growth and profit.   

The theoretical model guiding the investigation is based on WEBQUAL model 
(Cao et al., 2005) and Bagozzi’s (1992) self-regulation processes. This study, in an 
effort to evaluate the influence of website quality on customer satisfaction and loyalty 
toward the online banking service, identifies seven factors of website quality, among 
which five are adapted from a study by Gao (2013), including information quality, 
navigation, response time, visual appeal, and interactivity, and the other two consist of 
security and innovativeness based on Loiacono et al. (2002). Our model suggests that 
consumers’ coping response is influenced by website quality indirectly through e-
satisfaction.  

Information quality 

Information quality refers to the accuracy and the form of information about the 
products and services offered on a website. Customers visit a website for a wide range 
of reasons, one of which is to look for useful information about price, product types, 
and promotional campaigns. Therefore, providing dated and accurate information is the 
basic goal of a website (Kim & Lee, 2004). According to Cai et al. (2004), the detailed 
and diverse information is a main driver for customers to choose to go online because 
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it customizes their transaction to serve them better (Kim et al., 2006). Peterson et al. 
(1997) clarified that superior information quality offered online results in better 
purchasing decisions and higher satisfaction, which influences customer relationship 
with the service providers. Barnes and Vidgen (2002) and Loiacono et al. (2007) 
believed that website information quality is crucial to the success of a website, and it is 
also one of the most important drivers for customers to interact with the website.  

H1: Information quality of banking sector websites will have a positive impact on 
consumer satisfaction.  

Navigation 

Website navigation influences users’ fluency of visiting a website for transaction 
experiences and their attitudes toward the website (Eagly and Chaiken, 1993). 
Limayem et al. (2003) found that a good navigation system makes it easier for 
customers to approach infinite and updated information. It also imposes positive 
influence on online customers’ purchasing intentions (Verhagen & van Dolen, 2009) 
because e-customers may figure out or may be unwilling to return to the website if the 
online transaction system lacks sufficient navigation tools (Kim et al., 2003). It is a 
matter of fact that once consumers perceive a website to be too time-consuming to 
navigate to where they want, they may detect it and decide not to return (Luo & 
Seyedian, 2004). To this concern, Clyde (2000) proposed a search engine on websites, 
which may enable customers to look around them easily.  The advantages of a huge 
number of navigation tools to a site are plentiful, ranging from the more traffic that 
customers can expect to receive, to the higher ranking of the site as a result of many 
available search engines (Miranda and Bañegil, 2004).  

H2: Navigation of banking sector websites will have a positive impact on consumer 
satisfaction. 

Response time 

Fast loading speed of a website plays an important role in customer satisfaction 
(Chen & Dibb, 2010). Many studies have proven the significant correlation between 
website download speed and web-user satisfaction, which helps build intimate 
customer relationship with the service providers (Hoffman & Novak, 1996). Among 
these Kim and Stoel (2004) firmly believed that fast response time exercises 
significantly positive influence on consumer satisfaction with online shopping. 
Moreover, in terms of waiting time on the Internet, Weinberg (2000) clearly pointed 
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out that once the homepage loads fast enough, the efforts toward acquiring customer 
satisfaction will be rewarded. Fast response time in searching for service information 
as well as making transactions could satisfy customers’ web-based transaction 
experience by fluent and time-saving services.  

H3: Response time of banking sector websites will have a positive impact on 
consumer satisfaction. 

Visual appeal 

Loiacono et al. (2007) referred to visual appeal as one of the key factors to evaluate 
website quality. According to Simon (2001), the feature of visual appeal is an elaborate 
combination of color, shape, and layout as well as the arrangement of information on 
the websites. With regard to website visual appeal, Smith and Merchant (2001) 
claimed that whether the information is accurately provided or how easy it is to 
navigate around the site is not as important as the website appealing and that once 
customers do not find the site appealing enough, they will not spend much time there. 
To the same extent Syahrul and Sidi (2005) acknowledged that an attractive website is 
the one that encourages more online consumers to search the website. In contrast, poor 
website design leads to the loss of potential customers due to the impossibility for them 
to find what they want and the loss of potential repeated visits due to a repetitively 
negative transaction experience (Miranda et al., 2006). Furthermore, Cyr et al. (2010) 
certified emotional components in website design as significant to users’ attitudes 
toward the websites.  

H4: Visual appeal of banking sector websites will have a positive impact on 
consumer satisfaction. 

Interactivity 

An important website element of interaction system includes the combination of 
website response and website customization ability. Website customization is regarded 
as the extent to which a website can identify customers, their profiles, and their needs, 
and then adjust their choice of products and services from a website (Srinivasan et al., 
2002). While online services can be defined as the interaction between consumers and 
websites (Bitner, 1990), Zhao and Dholakia (2009) insisted that website interactivity 
has multiple features, such as keyword search, personalization, and customer feedback. 
These interactivity functions could enable customers’ transactional behavior via the 
website, and it could positively influence consumer satisfaction (Rafaeli, 1988).  
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H5: Interactivity of banking sector websites will have a positive impact on 
consumer satisfaction. 

Security 

A website stores and manages a wide variety of personal information about its 
customers in order to serve them better. Thus, its privacy and security features have 
become a great concern to customers during their online transactions and contributed 
to customer satisfaction. Madu and Madu (2002) also suggested that online services 
should be delivered and operated in a reliable and dependable manner to build trust and 
confidence from customers. Since customers purchase products online without 
physical exchange of credit card or cash, it is critical to ensure the safety of 
transactions on a website (Ho & Lee, 2007). According to Kim & Lee (2004), 
privacy/security involves transactional functions, which enable customers to perceive 
the website as intuitive, simple, and user-friendly for completing transactions. Hence, 
when the perceived level of security satisfies customers’ expectations, they may be 
willing to disclose personal information with an increased level of trust (Park & Kim, 
2003; McKnight & Chervany, 2002).  

H6: Security of banking sector websites will have a positive impact on consumer 
satisfaction. 

Innovativeness 

The popularity of the Internet and new technologies has had websites’ new features 
constantly updated to satisfy customers’ need. A study by Ouellet (2008) considered 
another dimension of innovativeness, namely the frequency of website innovativeness 
referred to as "updating.” Besides, Loiacono et al. (2007) identified the innovativeness 
of websites as a construct of website quality measurement in marketing researches, 
defining innovativeness of a website as “the creativity and uniqueness of a website.” 
The higher the creativity and uniqueness of a website, the greater the competitive 
advantages are sets on its counterpart, and thus the higher the possibility that customers 
will be satisfied with, return to, and regularly use that website. Additionally, more 
innovativeness of a website also means that new technologies and new products will be 
constantly updated as well as introduced to customers, who themselves in turn feel 
curious about what is new on today’s websites, and this leads to their regular access to 
the website to search for necessary information and benefit from the service quality it 
offers.  
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H7: Innovativeness of banking sector websites will have a positive impact on 
consumer satisfaction. 

Satisfaction and loyalty 

According to Kim & Niehm (2003), customer loyalty not merely is a strong asset 
for the firms, but also aims them toward sustainable growth and profit. Besides, 
Anderson and Mittal (2000) found that in defining the development of loyalty, 
satisfaction has been considered as the critical concept in the previous marketing 
literature. Perceived website quality is also the attitude toward the superiority of a 
website, whereas satisfaction is associated with a specific transaction (Parasuraman et 
al., 1988). Similarly, customer satisfaction has been appreciated as the major 
determinant of loyalty (Lam & Burton, 2006). As supported by Ehigie (2006), a 
significant positive relationship is held between customer satisfaction and customer 
loyalty. Customer satisfaction in this study, therefore, should be acting as a mediator 
between service quality and customer loyalty.  

H8: Consumer satisfaction will have a positive influence on their loyalty. 
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3. Methodology 

3.1. Sample and data collection method 

The target population of the study are those who have online transactional behavior 
via the websites of banks in the Vietnamese banking system, especially the young 
customers. Data collection was conducted through questionnaires delivered to 
customers via the Internet, to be more specific, the Facebook and Gmail. Among 600 
sets of questionnaires which were distributed to the potential respondents, a total of 
489 questionnaires were collected. Out of these 80 sets of questionnaires were invalid 
because respondents neither had experience with banking services nor completed the 
questionnaires. Therefore, only 409 usable sets of collected questionnaires were valid 
for further analyses. 

The constructs of website quality, customer satisfaction, and customer loyalty 
suggested for evaluation involved an average of three items considered. All the items 
were evaluated based on a five-point Likert scale with the value of 1 representing 
“strongly disagree” and 5 representing “strongly agree.” The extent of customers’ 
agreement with the statement increases from 1 to 5. 

3.2. Research design 

This research employs both qualitative and quantitative methods. While the 
qualitative method involves the process of collecting, identifying, evaluating, and 
systematizing the theoretical review by previous researchers through the newspaper, 
magazine, and the Internet, the quantitative method is adopted via the process of 
collecting data through questionnaires and applying SPSS software to analyze the 
results by the techniques of descriptive statistics, EFA, Cronbach’s alpha, and 
regression analysis.  

4. Data analysis 

4.1. Customers’ demographic information and online banking transactional 
behavior 

SPSS 16.0 statistical software has allowed for descriptive statistics of the sample. 
For the sample size of n=409 male respondents account for 43.3%, whereas this figure 
for female is 56.7%. Besides, a majority of respondents in this research are within the 
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age of 18–30 years old (59.9%). The age groups of 30–42 and over 42 years old make 
up 31.1% and 6.8% respectively. 

Table 1 
Statistics of demographic information 

Characteristic Frequency Percentage 

Gender N = 409  

Male 177 43.3 

Female 232 56.7 

Age  N = 409  

0 – <18 years old 9 2.2 

18 – <30 years old 245 59.9 

30 – <42 years old 127 31.1 

>=42 years old 28 6.8 

Besides, customers’ online banking transactional behavior is signified by their 
frequency of accessing banking websites. The statistics shows that the sample covers 
relatively high exposure to banking websites as most people have used these websites 
for at least once a month. Specifically, the proportions of respondents accessing 
banking websites with the frequencies of 1–2 times and 3–4 times a month reach 
30.3% and 49.4% respectively. The demographic profile of the respondents showed in 
Table 1 represents a diverse section of the population.  

Table 2 
Statistics of customers’ online transactional frequencies 

 Frequency Valid Percent Cumulative Percent 

Valid Never 1 0.2 0.2 

1–2 times 124 30.3 30.6 

3–4 times 202 49.4 80.0 

5–6 times 71 17.4 97.3 

7–8 times 11 2.7 100.0 

More than 8 times 409 100.0  
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4.2. Exploratory factor analysis and Cronbach’s alpha analysis 

Exploratory factor analysis (EFA) is conducted on each construct of website 
quality, customer satisfaction, and customer loyalty. For website quality signified by 
the six constructs, the EFA results come up with the value of KMO=0.837 and 
sig=0.000<0.05, which proves that the data were valid for factor analysis. 

Out of the original 24 items those considered unsatisfactory are removed (due to 
their factor loading being less than 0.3 or their cross loading). The result by the total 
variance explained shows that there are six factors to be extracted, all of which make 
up 68.38% (>50%) of the total variance. Besides, the result obtained by the reliability 
analysis also verifies that Cronbach’s alpha values range between 0.6 and 0.9, and such 
indicates high internal consistency for all of the six extracted factors.  

The EFA results also enable the adjustment of the theoretical model. To that extend 
this research aims to evaluate the relationship between the six components of website 
quality (labelled response time, information quality, security, interactivity, visual 
appeal, and innovativeness) and customer satisfaction as well as the linkage between 
customer satisfaction and customer loyalty.  

Table 3 
EFA results 

Item 
Component 

1 2 3 4 5 6 

rt1 
The website responses quickly to 
customer’s request. 

.816      

rt3 The website loads without any delay. .727      

rt2 
The website is always ready for 
customers to conduct transactions. 

.707      

rt4 
The speed of accessing the website is 
satisfactory. 

.580      

wiq1 
The website provides relevant 
information. 

 .816     

wiq2 
The information presented is accurate 
and valid. 

 .787     
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Item 
Component 

1 2 3 4 5 6 

wiq3 
The information presented covers all 
information needs. 

 .735     

sase1 
The website completely secures my 
transactional information. 

  .850    

sase2 
Declarations of security policy by the 
website are clear. 

  .789    

sase3 
My personal information is not 
shared with other websites. 

  .696    

wint1 
The website caters for special 
requirements. 

   .842   

wint3 
It is easy to communicate with banks 
via the website. 

   .767   

wint2 
The website allows for extended 
search. 

   .711   

va1 
The content is well-organized and 
readable. 

    .842  

va3 The website design looks attractive.     .791  

va2 
The website design (e.g. color 
combinations, text size, etc.) is 
aesthetically appropriate.  

    .731  

win3 
The website is a great improvement 
compared to others. 

     .798 

win2 
The website is updated with modern 
features. 

     .796 

win1 
The website provides innovative 
products. 

     .723 
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Item 
Component 

1 2 3 4 5 6 

Eigenvalue 

% of variance 

Cumulative % variance 

Cronbach’s alpha 

5.900 

12.221 

12.221 

.756 

1.819 

11.468 

23.688 

.780 

1.568 

11.353 

35.041 

.811 

1.360 

11.339 

46.381 

.790 

1.289 

11.045 

57.425 

.758 

1.029 

10.811 

68.237 

.737 

 
Furthermore, the EFA of the variables representing customer satisfaction and 

customer loyalty to a banking website enables the extraction of one factor of customer 
satisfaction from the four original items and one factor of customer loyalty from the 
three original items. The reliability analysis suggests Cronbach’s alpha values of the 
extracted factors being compellingly within the acceptable interval of 0.6–0.9, which 
demonstrates the internal consistency of these factors. 

5. Results and discussion 

5.1. Results 

Regression analysis is used to examine the validation of all hypotheses quoted in 
the study. The results show that among the six variables suggested for testing in 
relation to customer satisfaction four hypotheses of the relationship between customer 
satisfaction and information quality (β=0.108; H2), security (β=0.257; H3), 
interactivity (β=0.109; H4), and innovativeness (β=0.170; H6) are verified. Moreover, 
the results of the regression coefficients indicate that there do not exist the situations of 
multicollinearity and autocorrelation because the value of VIF of all the variables is 
less than 5, and Durbin-Watson = 1.612. Besides, R2 = 62,3% suggests that the four 
variables within the website quality constructs explain 62.3% of the variance in 
customer satisfaction.  

The results also support the hypothesis H7 (F=236.467 and sig=0.000), confirming 
the relationship between customer satisfaction and customer loyalty in banking 
industry sector, a variable signified by customers’ intention of retention and their 
introducing the website to other potential customers. 
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Table 4 
Regression analysis results 

Hypothesis Supported Coefficient Std. Error p-value 

H1: Response time           → Satisfaction No 0.080 0.042 0.058 

H2: Information quality   → Satisfaction Yes 0.108 0.040 0.007** 

H3: Security                    → Satisfaction Yes 0.257 0. 039 0.000** 

H4: Interactivity               → Satisfaction Yes 0.109 0.035 0.002** 

H5: Visual appeal             → Satisfaction No 0.010 0.030 0.731 

H6: Innovativeness           → Satisfaction Yes 0.170 0.035 0.000** 

H7: Satisfaction                → Loyalty Yes 0.669 0.043 0.000** 

Path significance ** p <.01, * p <.05 

5.2. Discussion 

Based on the previous theoretical models and studies, an effort is made to evaluate 
banks’ website quality in the Vietnamese banking system in relation to the promotion 
of customer satisfaction and loyalty toward online banking services. Regression 
analysis results show that security has the strongest relationship with customer 
satisfaction in online banking activities. Once the security of a website is sufficient to 
build customer trust and confidence in making online transactions, their satisfaction 
would be achieved. This has been supported by the preceding studies of Kim & Lee 
(2004), Yang et al. (2005), Yoo & Donthu (2001), and Liu & Arnett (2000).  

Besides, the feature of innovativeness bears the second strongest relationship with 
customer satisfaction. Innovativeness attracts customers’ attention to banking service 
websites, which enables customers to instantly update new information, products, or 
features offered by the websites and supports their transactional behavior. These 
findings come in line with a study by Loiacono et al. (2002) when pointing out that 
security positively influences customer satisfaction.  

However, response time and visual appeal are not positively related to customer 
satisfaction with banking activities as pointed out by the results. This does not support 
the proposal discussed by Kim and Stoel (2004) and Chen and Dibb (2010). 
Specifically, satisfaction is found to be positively related to customers’ intention to 
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revisit a website and/or make transactions online, as well as to recommend it to others. 
This result promotes the study by Kim & Niehm (2009). 

Table 5 
Summary of dimensions measuring website service quality in different studies 
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Information 
quality 

+ + + + + + + +    + 

2 Navigation + +      +     

3 
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 +   +    +    

4 
Visual 
appeal 

+ +   +    + + +  

5 Interactivity + +          + 

6 Security      + +   + + + 
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 +          + 

8 Satisfaction +  + +        + 

6. Conclusion, limitations, and managerial implications 

6.1. Conclusion and limitations 

Even though this research has contributed significantly to the perception of banking 
website quality in relation to the promotion of customer satisfaction and loyalty in 
banking activities, it is not free of limitations due to the fact that many of the 
respondents could not give objective evaluations on a specific website of the bank with 
which they had conducted transactions and so these may not be the best representatives 
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for the population. Besides, this research focuses mainly on those who have had access 
to the Internet; thus, the results may not be ideal for the relationship among the 
variables. Therefore, future researchers should consider the data collection process 
from a broader and more generalized sample of on-going customers so as to achieve 
optimum representatives that facilitate decision-making processes by banks’ managers 
in the evaluation of banking website quality.   

In the age of the Internet and electronic commerce together with recent changes in 
external environment of business industry, banks’ managers have sought for the 
innovative and useful service provision initiatives to satisfy customers’ continuously 
changing requirements. One of the most effective ways which have been applied for a 
long time in Vietnam banking sector is the use of websites to serve customers online. 
In that aspect the evaluation of customers’ perceived website quality remains an urgent 
need for banks’ managers to understand and better serve their customers as well as 
gain competitive advantages. This suggests an urgent need to search for ways to 
improve the website quality in an effort to maintain and promote customer satisfaction 
and loyalty toward the online banking activities in the current information technology 
context. Furthermore, based on the suggested theoretical model and the results 
acquired through the regression analysis method, banks’ managers are highly 
recommended to make use of these constructs to identify their effects on customer 
satisfaction as well as intention to return. The purpose is to develop customer 
relationship, which can be seen as the core business strategy that determines the 
success of any service provider in today’s competitive market. 

6.2. Managerial implications  

Improving website design and focusing on the interactivity between customers and 
banks 

Customers always associate banking sector websites in online business with a 
typical shop in traditional business. A beautifully designed shop in which it is also 
convenient and easy for customers to find goods (or information in online business) 
will make them satisfied with their transaction behavior. Thus, a website can attract a 
lot of customers if it possesses a good combination of reasonable layout and 
harmonious color, as well as ensures its compliance with the guiding principles for 
bank development. In the process of website design bank managers need to focus on 
the graphical look of the website, the eclectic mixture of the bank’s missions, visions, 
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objectives, and the design details and content. At the same time there exists a need to 
consider the features of website convenience, usefulness, and ease to use so that 
customers can implement their transactions anytime and anywhere as pointed out by 
the principles of online business. 

In fact, there always exists the situation of “information asymmetry'' between the 
banks and their customers. However, thanks to the delivery of banking service via the 
Internet, banks can possibly lower its effects by providing sufficient information 
sources as are required by customers and improving interactivity feature offered by the 
site. 

Improving the security feature, information safety, and customers’ trust in the 
websites 

The issue of safety is always one of the barriers to e-business enterprises in 
Vietnam, in general and in Internet banking in the banking industry sector, in 
particular. Banks have provided an increasing number of products and services to 
customers, which leads to the growing risk of information leakage. The transactions 
conducted on websites are always associated with the circulation of cash flow, so they 
are actually the target of cyber criminals. Therefore, the careful implementation of 
safety and security issue aims at ensuring banks’ competitive advantages and more 
importantly, the customers’ welfare. Strengthening information security requires 
coordination and cooperation of people besides efficient technologies and policies, and 
most of all, it should be a constant process taking place at anytime and anywhere. 

The salient fact suggests that we have professional teams working in the field of 
web design and aesthetics, but the issues of security and information safety on the 
website are great weaknesses and “obstacles'” for users. Currently, although almost all 
enterprises require passwords for the login and transaction conducting procedures, the 
safety/security of online transactions, basically, has not been thoroughly taken into 
consideration. Therefore, the banks should check for the correctness and authenticity 
of the transactional information and conduct data storage in different places with many 
forms. Bank officers need to guide customers through such risk prevention measures as 
PIN and password to raise their awareness of the security issues. In business, there 
always exists a great contradiction that, on the one hand, customers want their 
transactions to be simple and easy-to-use, and on the other hand, they require 
transactions to meet the security requirements. Thus, it is sufficient for enterprises to 
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ensure the security and convenience of customers’ transactions at the same time. As a 
result, banks need to take such initiatives as establishing clear business mechanisms, 
conducting healthy online sales, focusing on customers’ current and potential benefits, 
and supervise the implementation of customer support policies in order to acquire 
customers’ trust and credibility. 

Adjusting the color layout and enhancing both website and information quality 

A website which has not been updated with innovative color, technical features, and 
relevant information for a long time is considered as a “dead” one. Should we not 
imagine how boring a traditional shop with old paint and disordered shelves become? 
In online business, in order to develop distinguished websites, banks urgently need to 
consider changing their colors, updating the new layout (in case these changes do not 
result in customers’ convenience in searching for information on the sites), and 
constantly bettering the information sources and images reflecting banks’ present 
activities and events. Finally, the enhancement of the credibility of information 
provided on the websites is also of cardinal importance, apart from the provision of the 
information that customers actually requiren 
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