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Abstract

This research investigates the impact of ATM banking services on customer
satisfaction, utilizing an exploratory approach to evaluate the satisfaction levels of
ZANACO ATM services in the Lusaka District. The specific objectives include
assessing the availability, performance, security, and challenges faced by customers
when using ZANACO ATM systems. The study focused on customers of
ZANACO Bank in the Lusaka District, with a sample size of 150 customers
representing various customer profiles. The study findings indicate that while
ZANACO ATM services are generally available, there is some disagreement among
respondents regarding the accessibility of these ATMs. Despite favorable ratings
for performance, participants expressed concerns about long queues, transaction
errors, and occasional cash shortages at ZANACO ATMs. Regarding security,
respondents generally agreed that ZANACO ATMs are secure; however,
challenges such as failed transactions, delays in resolving issues, and instances of
ATMs running out of cash were identified. Furthermore, the study revealed no
significant variations in results based on individual characteristics such as gender,
age, education level, or customer tenure with the bank. Recommendations for
ZANACO Bank include enhancing customer mapping strategies to improve ATM
service accessibility, promptly addressing failed transactions (especially VISA
transactions), and ensuring consistent availability of cash in all ATMs to minimize

customer inconvenience.
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1. Introduction

The financial sector in Zambia has undergone substantial

structural transformations over the years, with significant

growth reported by the Bank of Zambia in recent years,
attributed to financial sector reforms initiated in the 1990s.
Notably, the banking sector in Zambia comprises 18

commercial banks, with entities such as Zambia National
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Commercial Bank, Barclays Bank, and Finance Bank
Zambia boasting the largest branch networks. Additionally,
various financial services are available in Zambia, including
microfinance institutions, leasing companies, building

societies, and credit reference bureaus, catering to diverse

financial needs (Bank of Zambia, 2012).

Driven by the pursuit of enhanced customer service and
operational efficiency, the financial sector has witnessed
substantial investments in technology, leading to increased
utilization of information and communication technology
(ICT). This technological advancement has revolutionized
the banking sector, aligning payment systems with the
evolving demands of the electronic marketplace (Handler et
al., 2001). Zambia National Commercial Bank (ZANACO)
has actively embraced technological advancements as a
strategic imperative, integrating e-banking solutions to
optimize service delivery and cater to client needs effectively.
One way in which Banks in Zambia have leveraged
technology to enhance service delivery is through the
adoption of Automated Teller Machines (ATMs).

An Automated Teller Machine (ATM) is an electronic
device that enables customers of financial institutions to
conduct various transactions such as cash deposits,
withdrawals and balance inquiries without the need for
direct interaction with a bank teller. Customers are
authenticated by inserting a magnetic stripe ATM card or a
smartcard containing a unique identification number, with
security ensured through the entry of a personal
identification number (PIN) matching the stored
information on the card's chip. Subsequently, customers
can access their bank accounts to perform transactions like
cash withdrawals, balance checks, deposits and statement

printing.

The Zambia National Commercial Bank (ZANACO) has
equally not overlooked the use of technology. The Bank has
ensured that the adoption of technology is integrated into
its strategic management policies and introduced e-banking
facilities. This was done to enhance the organization's ability

to deliver optimal services to its clients.

While there have been several empirical studies on ATM
customer satisfaction in various countries, there was a lack
of research on ATM service quality and its impact on
customer satisfaction in Zambia. To address this gap, the
study aimed to examine the influence of ATM service
quality on customer satisfaction at ZANACQO, building on
previous research efforts (Keno & Meku, 2018; Anwar &
Afework, 2017; Habte & Mesfin, 2019; Amene & Buta,
2019; Embiale, 2016). Previous studies had mainly focused
on customer satisfaction with computerized banking
services, especially those related to web banking (Yitbarek,
2015). Therefore, the study sought to offer insights into the
specific context of ATM services at ZANACO.

1.2 Problem Statement

The problem statement discusses the transition from
traditional banking methods to Automated Teller Machines
(ATMs) as a convenient way for customers to access banking
services. While ATMs offer advantages such as cost-
effectiveness and efficiency, there are concerns about
customer satisfaction and service quality. Despite
ZANACQ's efforts to expand its ATM network, customers
still experience dissatisfaction and long queues, leading
some to switch to competitor banks. The study aims to
understand the impact of ATMs on customer satisfaction,
focusing on ZANACO, and identify key performance

indicators to improve ATM services and retain customers

1.3 Aim and Significance of the Study
The aim of the study was to establish the effect of ATM

banking services on customer satisfaction.

The study aimed to investigate how the utilization of
ATMs by banks influenced customers' selection of a bank
and their satisfaction with the bank's service delivery.
Therefore, the study was significant because it provided
insights into customers' perspectives on the advantages of
technology in service provision. Furthermore, it contributed
to a pool of knowledge to assist and direct researchers in
selecting suitable theoretical frameworks for conducting

research.

2. Literature review

The literature review highlights the increasing adoption
of technology-based self-service, particularly in the banking
sector. Dabholkar et al. (2003) emphasize the evolution of
technology and its impact on customer satisfaction.
Customer satisfaction, as defined by Oliver (1980), reflects
the pleasant level of consumption-related fulfillment
experienced by customers. Yi (1990) notes that customer
satisfaction encompasses perceptions, evaluations, and
psychological reactions to product or service experiences,
influencing post-purchase attitudes. Satisfied customers play
a crucial role in business profitability by recommending

services to others (Johnson, 1993).

Ala* Eddin and Khalaf (2011) found that the adoption of
e-banking positively influenced customer satisfaction,
loyalty, and positive word-ofmouth among Jordanian
Commercial Bank customers. Nupul (2010) explored e-
banking and customer satisfaction in Bangladesh,
identifying a relationship between customer satisfaction and
reliability, responsiveness, assurance, empathy, and
tangibles in ebanking services. Abdul et al. (2020)
discovered that reliability, convenience, and functionality
significantly impact customer satisfaction with ATM usage,
with technological optimism moderating the relationship

between reliability and satisfaction.

Moraru and Duhnea (2018) highlighted strong
correlations between overall customer satisfaction with
banking services and e-banking services in Romania.
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Mwatsika (2014) identified key factors influencing customer
satisfaction with ATMs in Malawi, including fee charges,
service availability, cleanliness, transaction accuracy, and
privacy. The literature review suggests a positive influence of
ATMs on customer satisfaction, emphasizing the
importance of accessibility, security, privacy, and

convenience in service delivery.

Critically evaluating existing literature, Kumbha (2011)
notes that customer satisfaction is a complex concept with
multiple dimensions that may vary across studies.
Methodologies varied among studies, with some utilizing
descriptive statistics, chi-square tests, or regression analysis.
The review also identifies limitations, such as studies being
predominantly conducted in rural settings with educated
populations, limiting generalizability.

Lessons learned from the literature review underscore the
importance of considering various dimensions of customer
satisfaction, particularly in the context of ATM usage. The
Kano model of customer satisfaction provides insights into
meeting customers' basic needs and exceeding expectations.
While existing studies suggest a positive relationship
between ATMs and customer satisfaction, there is a need for
further research in the Zambian context to explore this

relationship comprehensively.

3. Methodology

3.1. Research Approach, Philosophy and Design

This study employed both qualitative and quantitative
research approaches. Quantitative research involves the use
of statistics and numerical data, while qualitative research
relies on descriptive narratives. As suggested by Ilukena et
al, (2023) and Yin (1994), the choice of research approach
should align with the research questions and objectives,
considering the strengths and limitations of each approach
in data collection and analysis. In this study, the
quantitative approach was suitable as it aimed to measure
customer satisfaction levels on a scale of 1 to 5, indicating a
preference for numerical data to evaluate satisfaction with

Zanaco ATM banking services.

The research was grounded in positivism philosophy,
utilizing existing theories to examine relationships between
variables and establish causal links between dependent and

independent variables.

A descriptive research design was adopted to provide a
comprehensive numerical overview of customer satisfaction
levels among Zanaco bank clients. Descriptive research
focuses on presenting evidence using descriptive statistics
like measures of central tendency and dispersion, as well as
visual aids such as pie charts and tables.

3.2. Population, Sample Size and Sampling Technique

The study population comprised 210,000 clients with
accounts in Zanaco branches located within the Lusaka

district.

A sample size of 157 respondents was determined using
the Taro Yamene formula, considering a population size of
210,134 and an 8% margin of error.

Probability sampling was employed to select participants
from the Zanaco customer database, ensuring that each
customer had an equal chance of being included in the

sample.

3.3. Population, Sample Size and Sampling Technique

Primary data was collected through paper-aided and web-
assisted personal interviews, with structured questionnaires
administered to active retail customers via email or hard

copy delivery.

Data collected from the questionnaires was recorded,
coded, and analyzed using Statistical Package for Social
Science (SPSS) software version 26.0. Frequencies, means,
and reliability measures were calculated to explore
relationships between ATM services and customer

satisfaction.

To maintain data quality, all collected information was
thoroughly checked for completion and accuracy, with any
addressed through

discrepancies re-interviewing

participants.

Ethical guidelines outlined by Polit and Hungler (1999)
were followed, emphasizing confidentiality, informed
consent, and the voluntary nature of participation in the
study. Participants were assured that their responses were
solely for academic purposes and would not represent

Zanaco as a financial institution.

4. Findings and Discussion

4.1. Availability of ATM Services

Using the mean ranking score scale, 3.0 is the scale
midpoint, with values above it approximating respondents
agreeing with the availability of ZANACO ATMs and values
below it approximating respondents disagreeing with the

availability of ZANACO ATMs.
Table 1: Assessment of Availability of ATM Services

Std.
Availability N Mean  Deviation
ZANACO ATMs are always
functioning 24/7 150 3.0333 1.2607
ZANACO ATMs are located
in accessible areas 150  2.9600 1.2895
The ATMs are available in all
the key areas 150 3.0400 1.3305
There is availability of
electricity at all times 150 3.1200 1.3256
ZANACO ATMs rarely
breakdown 150 2.9600 1.2947

ZANACO customers know
which branches offsite ATMs
report to in case of dispute 150 3.0200 1.3485

Total 150 3.2107 0.7802
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Overall, the score on the availability of ZANACO ATMs Table 3: Assessment of Security of ATM Services
is 3.2107 implying that the respondents are agreeing with Std.
the availability of ZANACO ATMs. However, on the score SecuriFy S N Mean _ Deviation
on whether the ZANACO ATMs are located in accessible There ' always availability
of security personnel 150 3.2133  1.4818
areas, the mean score is slightly below 3.0 (2.9600) implies Al the ATMs are located
that the respondents are approximately disagreeing with in secure areas 150  3.1467 13530
ZANACO ATMs being in accessible areas. There is no risk of cloning
devices at the ATMs 150 3.2000 1.3511
The security personnel are
4.2. Performance Of ATM Services always helpful 150  3.2867  1.3277
There are security cameras

Using the mean ranking score scale, 3.0 is the scale wwailable at all ATMs 150 32067  1.4204

Total 150  3.2000  1.3058

midpoint, with values above it approximating respondents
agreeing with the performance of ZANACO ATMs and
values below it approximating respondents disagreeing with
the performance of ZANACO ATMs. Overall, the score on the security of ZANACO ATMs is
3.2000 implying that the respondents are agreeing with the

Table 2: Assessment of Performance of ATM Services

Performance N  Mean  Sid. security of ZANACO ATMs. This is observed for all security
Deviation assessment questions.
ZANACO machines always 150  2.9400 1.2544
have cash for dispensing . . ]
ZANACO customers don’t 150 2.8667 13692 4.4. Satisfaction Of ATM Services
wait in queues to access the Using the mean ranking score scale, 3.0 is the scale
ATM service midpoint, with values above it approximating respondents
There are no errors with 150 29733 1.3948 P ) WY v PP g resp
regard to dispensing cash being unsatisfied with the ZANACO ATMs and values
ATM complaints are resolved 150 3.0333 1.3180 below it approximating respondents being satisfied with the
within agreed time lines ZANACO ATMs.
The daily cash limit at the 150  3.2867 1.2971
ATM is very good
The ATM receipts are always' 150 3.1667 12284 Table 4: Assessment of Satisfaction of ATM Services
produced after each transaction S
The ATM machines are able 150 3.0000 1.3411 . . R c
. . Satisfaction N Mean  Deviation
to carry out any transaction required To what extent coficd
The ATM 150 3.1533 1.422 0 what extent are you satistie
¢ A7 M are very easy fo use 224 with the bank’s ATM services? 150 2.8733 13020
Total 150 3.0525 0.5329 To what extent are you satisfied
with the banks international money
transfer services? 150 2.7267 1.2844
Overall, the score on the performance of ZANACO To what extent are you satisfied
with the banks internet banking

ATM:s is 3.0525 implying that the respondents are agreeing services? 150 2.8800  1.2420

with the performance of ZANACO ATMs. However, on the To what extent are you satisfied
score on whether the ZANACO ATMs have cash for with the banks customer feedback

dispensing, queues to access ATM services and errors on mechanism services! 150 29467 1.3300

To what extent are you satisfied
with the banks employees’
attitude towards customers? 150 2.9333 1.2727

dispensing cash, the mean score is below 3.0 (2.9400,
2.8667 and 2.9733, respectively) implying that the

respondents are approximately disagreeing with ZANACO Total 150 2.8700 0.5526

ATMs of being in good performance.

Overall, the score on the service satisfaction of
ZANACO ATMs is 2.8700 implying that the respondents
are satisfied with the ZANACO ATMs services. However,

on the score on the banks customer feedback mechanism

4.3. Security Of ATM Services

Using the mean ranking score scale, 3.0 is the scale
midpoint, with values above it approximating respondents
agreeing with the security of ZANACO ATMs and values
below it approximating respondents disagreeing with the

security of ZANACO ATMs.

services and employees’ attitude towards customers, the

customers are not highly satisfied.

4.5. Individual Characteristics by Customer Satisfaction
The findings show that there is no difference in the

assessment of ZANACO ATMs availability, performance,

security and customer satisfaction as shown in the Table 5

below.
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Table 5: Assessment of Satisfaction of ATM Services by
Gender

Male Female

Mean Mean
Available 3.24 3.19
Performance 3.12 3.00
Security 2.83 2.88
Satisfied 2.78 2.94

4.6. Challenges Of ATM Services

This section presents information on some challenges
associated with the use of ZANACO ATM services. On
whether the ZANACO ATMs are located in accessible areas,
the mean score is 2.9600, which implies that the
respondents disagree with ZANACO ATMs being in
accessible areas. ATM services and errors on dispensing
cash, the mean score was 2.9400, 2.8667 and 2.9733,
respectively. This entails that the respondents are
disagreeing with ZANACO ATMs of being in good
performance. Another challenge stated by the respondents
of using ATM services is that there are delays in the process
of reversing failed ATM transactions when customers are
wrongfully debited. It is common to complete a withdrawal
transaction, with account debited but no physical cash out.
Customers also agreed that machine out of cash was also a
challenge. There are moments that the ATM is working but
out of cash. The score on the bank’s customer feedback
mechanism services and employees’ attitude towards

customers is 2.8700, this implies that customers are not

Page135 of 137

highly satisfied with the ZANACO ATM systems.

5. Conclusion

The primary aim of the study was to evaluate the
influence of ATM Banking Services on Customer
Satisfaction regarding ZANACO ATMs in the Lusaka
District. The research utilized exploratory study designs to
assess ZANACO ATMs by inquiring about their availability,
performance, security, and service satisfaction from
customers. A sample of 150 respondents was methodically
chosen, and face-to-face interviews were conducted with the
selected participants. In conclusion, the evaluation of
ZANACO ATMs in the Lusaka district regarding
availability, performance, and security revealed the
following key points. While ZANACO ATM services were
generally available, there were discrepancies among
respondents regarding the accessibility of ZANACO ATMs.
Despite receiving high performance ratings, participants
expressed concerns about long queues, cash withdrawal
errors, and occasional cash unavailability at the ATMs.
Regarding the security of ZANACO ATMs, respondents
acknowledged the overall security measures in place.
However, challenges such as failed transactions, delays in
resolving failed transactions, and instances of ATMs
running out of cash were identified. Furthermore, the study
found no significant variations in results based on
individual characteristics such as gender, age, education
level, and tenure with the bank.

Acknowledgment

We would like to express our gratitude to the journal editor and the anonymous reviewers for their valuable

comments and suggestions that significantly improved the quality of this manuscript.

References

Al-Ani kotabi (2005). Electronic banking and the most important applications Journal of the Association. Issued by the

General Secretariat of the Association of Arab Private Institutions of Higher Education. Volume 5 pp 88-110.

Al-hawari, M.A., & Ward, T. (2006). The Influence of Internet Banking and Teller Service Quality on Customer
Retention: A Comparison Study. [Online] Available from: Emeraldinsight.com

http;/www.emeraldinsight.com/insight/viewcontent.iterm. [Retrieved on 01 June, 2015].

Amene, T. B., & Buta, D. B. (2019). Factors affecting customers satisfaction towards the use of automated teller

machines (ATMS): A case in commercial bank of Ethiopia, Chiro town. African Journal of Business Management,

13(13), 438448

Anderson, E., Fornell, C., & Lehmann, D., (1994). Customer satisfaction, market share, and profitability: Findings from

Sweden. Journal of Marketing, 45(3), pp. 112-138.

Byers, R., & Lederer, P. J. (2001). Retail bank services strategy: a model of traditional, electronic, and mixed distribution

choices. Journal of Management Information Systems, 18(2), pp. 133-156.

Castleberry, S. B., & Resurreccion, V.A. (1989). Communicating Quality to Consumers. Journal of Consumer

Marketing, 6(1), pp. 43-59.



Mubiana Likando. / African Journal of Commercial studies. 4(2) (2024) 131-137 Page136 of 137

Dabholkar. P. (1994). Technology based service delivery. Advance Services Management, 3(1), pp. 241-271.

Embiale, Y. (2016). The effect of automatic teller machine service quality on customer satisfaction: the case of

commercial bank of Ethiopia in Hawassa city. Journal of Engineering and Economic Development, 3(2), 1.

Gerson, R; Machosky, B; 1993, Measuring Customer Satisfaction: A Guide to Managing Quality Service. Boston, MA:
Course Technology Crisp. Date of retrieval 28.1.2019https://ebookcentral-proquest-
com.ezp.oamk.fi:2047/lib/oamk-ebooks/reader.action?’docID=3116928

Giannakoudi, S. (1999). Internet banking: the digital voyage of banking and money in cyberspace. Information and
Communications Technology Law. 8(3), pp. 205-243.

Ilukena, M., Haabazoka, L., Chowa, T. (2023). Environmental Factors’ Moderating Effect on Intangible Organizational

Resources and Performance of Insurance Brokers in Zambia. In: Popkova, E.G. (eds) Smart Green Innovations in

Industry 4.0. Springer Climate. Springer, Cham. https://doi.org/10.1007,/978-3-031-45830-9_25

Johnson, A.E. (1993). Total customer satisfaction management-Customer and Market-driven quality Management. New

Delhi, India: Tata McGraw-Hill publishing company Ltd

Jones, M.A. & Suh, J. (2000). Transaction-Specific Satisfaction and Overall Satisfaction: An Empirical Analysis. The
Journal of Services Marketing, 14 (2), pp. 147-159.

Kaynak, E., & Kucukemiroglu, O. (1992). Bank and Product Selection: Hong Kong, The International Journal of Bank
Marketing, 10(1), pp. 3-17.

Keno, A., & Meku, D. (2018). The Assessment of Customer Satisfaction in ATM Service at Commercial Bank of
Ethiopia in Wolaita Sodo Branch. Assessment, 10(22).

Lovelock, C. H. (2000). Functional integration in service: understanding the links between marketing, operations and

human resources; in Swartz, T.A. and Iaccobucci, D. Madu, C.N., and

Metawa, S.A., & Almossawi, M. (1998). Banking Behaviour of Islamic Bank Customers: Perspectives and Implications.
International Journal of Bank Marketing, 16(7), pp. 299-313.

Monette, D.R., Sullivan, T.J. & DeJong, C.R. (2002). Applied Social Research. Orlando, FLA: Harcourt Press.

Moraru, A. D., & Duhnea, C. (2018). E-banking and customer satisfaction with banking services. Strategic Management,
23(3), 39.

Moutinho, L. (1992). Customer satisfaction measurements: prolonged satisfaction with ATMs. International Journal of

Bank Marketing, 4(6), pp. 12-28.

Mwatsika, C. (2014). Customers satisfaction with ATM banking in Malawi. African Journal of Business Management,
8(7), 218-221.

Nupur, J. M. (2010). E-banking and customers’ satisfaction in Bangladesh: An analysis. International review of business

research papers, 6(4), 145-156.

Oliver, R. L. (1980). A Cognitive Model of the Antecedents and Consequences of Satisfaction Decision, Journal of
Marketing Research, 17(1), pp. 460-469.

Parasuraman, A. (1992). Reflections on Gaining Competitive Advantage through Customer Value, Journal of Academy

of Marketing Science, 25(2), pp. 24-27.

Parasurarnan, A., Liu, V., & Klaus. P. G. (1995). Why improving quality doesn't improve quality. California Journal of
management Review, 12(5), pp. 212-228.

Perry, D.E., Sim, S.E., Easterbrook, S. (2005). Case studies for software engineers, 29th Annual IEEE/NASA Software
Engineering Workshop—Tutorial Notes, pp. 96-159.

Punch, K.F. (2006). Developing Effective Research Proposals. London: Sage Publications.
Robson, C. (2002). Real World Research. (2nd ed.). Blackwell.

Sterling. J. U., & D. M. Lambert (1987). Customer service research: Past, Present and Future. International Journal of

Physical Distribution and Logistics Management, 19(2), pp. 2-23.



Mubiana Likando. / African Journal of Commercial studies. 4(2) (2024) 131-137 Page137 of 137

Sureshchardar, G.S., Rajendran, C. & Anantharaman, R. N., (2002). Determinants of Customer-perceived Service
Quality: A Confirmatory factor analysis approach. Journal of Services Marketing, 16(1), pp. 9-34.

Yi, Y. (1990) — A Critical Review of Consumer Satisfactionl In Review of Marketing 1990, ed.

Yitbarek, S. (2015). The impacts of e-banking services on customer satisfaction: the case of selected commercial banks in

Addis Ababa (Doctoral dissertation, Master thesis Addis Ababa University, Addis Ababa, Ethiopia).

Cite this article as: Mubiana Likando (2024). A Study of the Effect Automatic Teller Machine
Banking on Customer Satisfaction: The Case of Zambia National Commercial Bank. African
Journal of Commercial Studies. 4(2),131-137.doi: 10.59413/ajocs/v4.i2.6




