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An Analysis of Factors Influencing Customer Satisfaction
in Online Banking Business of Commercial Banks

—Based on the Survey Data of Haixia Bank of Fujian

HUANG Zhenxiang; LIN Xiaorui
( School of Economics and Trade Fujian Jiangxia University Fuzhou 350108 China;
Fujian Ningsui’ an Logistics Co. Ltd. Ningde 352000 China)

Abstract: Online banking has broken the time—space limitation of transactions and become the business growth point
and competitive point of commercial banks. In order to survive and develop in the fierce competition commercial banks
need to make efforts to improve the customer satisfaction of their online banking business. A survey was conducted on
the customer satisfaction of Haixia Bank of Fujian with regard to online banking business. Through a quantitative
analysis it was found that visibility functions efficiency safety and responsiveness were the main influencing factors
of customer satisfaction. Therefore it is crucial for commercial banks to strengthen the risk prevention awareness of
online banking users establish a set of authoritative safety standards for online banking and improve the service quality
to improve customer satisfaction.

Key words: online banking business; customer satisfaction; commercial banks



