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Abstract: The main aim of the current study 1sexploring the impact of organmizational factors on customer’s trust
in electronic banking. The sample of the current study is the customers of Sina bank branches in Tehran that
were investigated as the final sample using Cochran’s C test including 388 individuals. To collect the data of
the study, a questionnaire including 29 items is used and structural equations modeling method through
likelihood maximum estimation 1s exploited toanalyze the resulted data. The results of the model and hypothesis
test lustrate that the orgamzational factors have a sigmficant effect on the customer’s trust in electronic
banking. Likewise, organizational factors have a significant effect on the aspects of trust containing the
perceived competence, predictability, the perceived truthfulness and goodwill. The given fitting indexes have

also the clue of the appropriate fitting model.
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INTRODUCTION

Development and usage of information technology mn
different areas specially in banking real, is the result of the
abilities of information technology that is nowadays
welcomed abundantly in busmess world. Human of the
third millennium 1s trying to increase the distance from the
traditional pattern by increasing the rate of development
and usage of information technology in different parts of
social system and create a new pattern align with
information era requirements. Align with this aim and
similar to the most service suppliers the banking system
through recent decades has gone towards investment on
new technologies of service supplying to the customers,
as a way to control the expenses, absorbing new
customers, meetcustomers needs and using these
technologies (Networking banking, calling banking,
ATMs and ...) has placed in its instruction as a strategic
necessity (Yaqoubi and Shakeri, 2008). On the other hand,
in spite of the current day to day increasingin electronic
business, the customers don’t have tendency towards the
presentation of private and sensitive nformation on
websites and usually they represent their general
information facing the websites and when they are asked
to represent their private and crucial information such as
the number of the credit card they will be uncomfortable.
This feeling shows the lack of trust of the customer
towards the Internet banking (Bashiri and JToneydi, 201 3).

So, the identification of the effective factors on the
customers trust in electronic banking is essential and
crucial and 1t will help develop and enhance this
technology in our country. Thus, the main goal of this
study is theexplore impact of the wvariables related to
website and variables related to marketing mix on
customer’strust in electronic banking at Sina bank
branches in Tehran.

Research background: Lotfi ef al. (2011) conducted a
research entitled electronic trust, to investigate the role of
the internet purchasing experience and the knowledge of
customers towards the using information and mechanisms
to create security. In tlis study two factors of the
customers level of knowledge towards using information
and mechanisms to create security and the internet
purchasing experience through effective factors on
electronic trust has been concentrated and by conducting
the field study the effect of these factors on Iramans
customers trust has been studied The results of the
study showed that both mentioned factors are effective
on Iranian customers’ level of rehability.

Esmaeelpour et al. (2014) in their study explored of
thefactors relating to website and customer in creating
trust to electronic banking. The sample of their study is
the customers of Refah bank branches in city of Rasht
that 429 people were selected randomly as research
sample. The results of their study showed that individual
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factors including view factors, skill factors and
personality and also website characteristics have a
meamngful (sigmficant) effect on customers’ trust n
electronic banking.

Khodadad et al (2010) conducted a research entitled
“effective factors on customers trust in electronic
commerce”. In this study, the hypothesis of the study
declared and investigated n individual, mstitutional and
infrastructural factor’s framework. The sample of the
study are the customers that have bought of electronic
shops available in Iranian virtual commumty, among them
the random sampling was conducted. The results of data
analysis showed that except the hypothesis related to
individual factors, other hypothesis of the study were
confirmed.

Samsudin have conducted a study entitled the
effective factors on trust in technology and acceptance of
electronic banking in Malaysia; they have declared
commurication or interaction as a crucial factor on
electronic banking and meanwhile they have mterpreted
the role of customer’s satisfaction as a mediator and they
believed that those banks that implemented CRM
(Communication with Customer), subsequently customers
trust in their technology and they accepted electronic
banking easier.

Walczuch and TLundgren in their research entitled
“the preliminary mvestigation of psychology from
customers trust m electronic commerce”, identified pre
requirements of trust with psychological resources and
then classified them in 5 categories. In fact, they tried to
answer this question m their study that before malang
decision by the customers to trust m electronic seller,
what does he/she think of. Hypotheses proposed by
these two researchers have been approved m the current
study specially in the areas of the investigated variables.
Shumaila conducted a research entitled the proposed
model for electronic trust in electronic commerce. They
have extended the research of information system to fiscal
areas and they have proposed a model that the main
factors in them have effect on customers trust and they
contain security, perceived private limit in the customer
and in the areas of electronic banking and it knows the
trust as a dependent of the degree of the risk in electronic
banking and its consequences.

Electronic banking: The phenomenon of electronic
banking 13 one of the achievements of the electronic
commerce. By day to day mcreasing of the volume of
electronic commerce in the world and by considering the
business needs to do banking operations to transact the
fiscal resources of electronic banking it has found a
fundamental role m electronic commerce. Electronic

commerce consists of buying and selling goods and
services within institutes, individuals, governments and
also public governmental non-governmental sectors m a
way that these operations (buying and selling) will be led
through computer network (Akrami, 2010). In a simple
definition the electronic commerce consists of doing
the whole levels of commerce through computer and
telecommunications without the physical presence at
transaction (Mahdavi and Haqdoost, 2007). Electronic
banking is one of the outcomes of electronic commerce
that consists of representing the benking services
through general accessible computer network (the
Internet) that is benefited of high security (Gan and
Clemes, 2006). Nowadays the customers’ judgment in
banking issues 1s based on the amount of bank ability in
helping to solve problems and to develop the business.
Security, the speed of transaction, friendship with
customerand being comfortable, ease of using, trust and
1ssues related to private areas are the most mmportant
factors for customers to choose a bank (Laforet and Li,
2005). So the acceptance of online banking is increasing
in the most countries all over the world, in a way that the
amount of electronic banking interactions has been over
50% in pioneer countries (Pikaaranen ef of., 2004). There
had been abundant affairs in the context of electronic
banking in Tran and services such as telephone banl,
satellite current deposits, mdebt cards, ATMs and POS
are among them. But, it seems the service has not been as
it should be welcomed by the customers (Mogli, 2007).

Trust in electronic banking: Trust 1s defined as the
expectation, promise or other quote that 1s trustworthy
(Poon, 2006). Electronic trust is the belief that let
customers to be voluntarily vulnerable against him after
investigation and consideration of the internet seller (Ha
and Stoel, 2009). Trust is a complex concept that 1s widely
investigated (Hassanein and Head, 2007). Barber (1983)
claims that the concept of trust is like a conceptual marsh.
In addition, Lewis and Weigert (1985) pose a conceptual
confusion m the literature of trust. According to the
definition of Oxford English Dictionary, trust means
confidence in some of the attributes and characteristics of
a person or even the comrectness and trustworthiness of
a theory. In spite of the defimtion of Oxford English
Dictionary, trust is defined by researchers and with
specific characteristics (Wang and Emurian, 2005). Rooter
(1980) defines trust as general expectations that we can
rely on others talk, promise, oral and written statements.
In another definition trust is as the belief or expectation
from that the utterance or the commitment stated by seller
anditis reliable and the seller wont abuse the customer
(Geyskens ef al., 1996).
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Trust is also defined as the believing that another
person aligns with our aims is trying to meet our demand.
According to Morgan and Hunt (1994) trust occurs when
a person feels relaxed and comfortable while establishing
a business relationship with the other.

Internet marketing mix: Dan and Dan define the internet
marketing as a set of five components as follow:

Promotion: Tt includes advertisement and any designed
activity to raise customers awareness. The Internet allows
a wider distribution and more sophisticated rather than
traditional modes and it provides and makes possible the
supply of the ordered catalogues, one by one contact: the
purpose of one by one contact 1s that simultaneous
contacts of the firms customers through electronic list and
postal lists of the firm all over the world.

Finalize the deal: To do the deal means to determine the
price and bilateral agreement.

Exchange: Tt includes the payment for the purchased
product. Payments of the deal received through digital
tools such as credit cards. Supplying order: mcludes
transportation of goods and services from traditional
system or digital tools (Kim et «l., 2008). Mohammed
(2001) also align with investigating the concept of
mtermnet marketing, introduce 5 factors m the Internet
marketing: process: the internet marketing is a process
such as traditional marketing, establish and maintain
relationships with customers: nowadays the main target
of marketing has been changed to find customers and
boosting enough numbers of responsible and loyal
customers. Being punctual: the mnternet marketing deals
with the levels that are accessible in the Internet and they
are just in time. Exchange: the maim core of the whole
programs of marketing, both traditional and internet are
being just in time of the concept of exchange and
transaction, meeting the objectives of both parties
(buyers and seller).

The factors related to website: In most cases of electronic
commerce of company with customers, only the mediator
between customer and seller 1s website. Website has an
essential effect on perception of users and customers. So,
the quality of website has effect on the perceived
usefulness of website by the customer. Poorly designed
websites lead to the loss of large amount of contributions
of the potential selling of the firm that it is caused
by the disability of the customer to find what they find
(Chang and Chen,2008). Also, poorly designed website
would lose a large percentage of the visitors which 1s also

caused by the negative experience of users and
customers. Firms must design and conceptualize their
websites in a way that improve firms’ condition and help
1n customers absorb in the long term (Liao et al., 2006).
However, virtual milieu of the Internet doesn’t provide
opportunity  for face-to-face interaction between
electronic sellers and buyers. So, an important matter in
the electromic trade 1s that how trust will be formed
between customers and sellers (Ho and Oh, 2009). High
degree of trust not only meets lugh expectations of the
customers, but also it enhances satisfaction and pleasure
of transaction among customers.

But also it omits the lack of reliability, perceived risks
and interactional dependencies in the most of online
studies. In addition the higher level of trust of consumers
leads to increase the intention of consumers purchase and
to help the firms in saving the customers (Chen and
Barnes, 2007).

The indexes related to website in this study consist
of the represented framework by Wang and Emurianin
four different dimensions that are represented as follow:
the dimension of graphic design: this dimension defines
the factors of graphic design in website that consumers
faced for the first time. The dimension of design’s
structure: this dimension defines the total arrangement
and the way to accessible to the available mformation on
website. Content dimension: this dimension defines the
informational components that exists m texture or
graphical. Social factors’dimension: this dimension
defines the requirement to consider social factor on
website such as the existence of face-to-face interactions
and also using the supplying communicative tools on
website (Khodadad ef af, 2010). In the current study
considering the patterns of marketing mix factors of
Carthy and Jerome, (1996) and also the conducted studies
related to the way of influence of these factors on
customers trust in electronic business, four factors of
cost, product, promotion and distribution have been
considered. To measure the truthfulness of the
customers also based on McKmight et al. (2002) and
Bashiri and Joneydi (2013), Khodadai et al. (2010),
McKnight et al. (1998) and Gefen et al (2003) the
dimensions of the predictability, competence trustfulness
and goodwill will be used. Based on the discussed 1ssues
above, the implemented method n the study 1s as follow
(Fig. 1).

Hypotheses:

*  Hypothesis 1: Organizational factors have
significantimpact on customer’s trust in electronic
banking

*  Hypothesis 1.1: Organizational factors have
significantimpact on the perceived competence by
the customers
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Related factors
to website

Organizational
factors

Marketing mix

Fig. 1: Conceptual model (Khodad et al., 2010)

Table 1: Cronbach’s alpha amount for each variable

0y

Competence

Predictability

~ 000/

Truthfulness

Goodwill

Variables Question mumbers Mean Standard deviation Cronbach’s alpha AVE
Marketing mix 9 3.2511 0.47866 0.883 0.571
Related factors to website 9 3.8334 0.66430 0.884 0.512
Trust in electronic banking 11 FATT 0.69899 0.908 0.567
Competence 3 3.3498 0.57767 0.790 0.622
Predictability 2 3.0835 0.64533 0.813 0.613
Truthfulness 3 3.1211 0.71230 0.892 0.529
Goodwill 3 3.9880 0.68223 0.880 0.504
*  Hypothesis 1.2: Orgamzational factors have including mne items and to measure the dimensions of

significantimpact on the perceived Predictability by

customers

* Hypothesis 1.3: Orgamvzational factors have
sigmficantimpact on perceived trustfulness by
customers

* Hypothesis 1.4: Orgamzational factors have
significantimpact on perceived goodwill by
customers

MATERIALS AND METHODS

The current study 1s based on applied-goal-oriented
and its nature is descriptive and analytical method. The
sample of the current study is the customers of Sina bank
branches in Tehran. Utilizing the Cochran’s C testand
non-probable sampling method 388 mdividuals were
investigated as the final sample of the study. The
questionnaire is modified in two parts that the first part
consists of generalinformation related to respondents and
the second part imvolves twenty mne questions that
measures the variables of the study. To measure the
variable related to website the questionnaire of Wang and
Emurian (2005) including nine items 1s used. To measure
marketing mix (Carthy and jerome, 1996) questionnaire

trust of concepts (McKnight et al, 2002; Bashiri and
Toneydi, 2013; Khodadad et al., 2010; McKnight et al.,
1998; Gefen ef al., 2003) containing 8 questions are used.
The validityof the questionnaire has been mvestigated
through confirmatory factor analysisand AVE indicator.
Its reliability also has been investigated by Cronbach’s
alpha. To analyze data in this study, descriptive statistics
method and structural modeling by maximum likelihood
using Lisrel Software has been used (Table 1).

RESULTS AND DISCUSSION

Descriptive findings: Table 2 has illustrated the
demographic characteristics of the sample based on age,
gender and educational level.

Before entering to test the hypothesis, it 1s necessary
to be aware of the accuracy of the measurement of
exogenous variable (marketing mix and characteristics of
website) and endogenous variable (trust m electronic
bankmg). Therefore, the measuring models by
confirmatory factor analysis will be investigated ahead.
The fitting model indexes of the study represents that the
model has a great fitting with the collected data of the
sample of the study (Table 3).
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Table 2: Sample description

Variables Frequency Percent
Gender

Male 241 62.1
Female 147 37.9
Age

Under 30 129 322
Between 31 and 40 123 31.7
Between 41 and 50 99 25.5
Over 50 39 10.6
Education

Diploma or less 110 284
Higher diploma 61 15.7
BA/BSc 157 40.5
MA/MSc 60 154
Table 3: Indices of model fit

Index RMSEA ydf NNFI CFI GFI AGFI
Achieved amount 0.062 233 0.92 0.96 0.93 0.93
Allowable amount >0.080 <3.00 <0.90 <0.90 <0.90 <0.90 <0.90
Research variables measuring models exploring

Table 4: The summary of the research hypothesis test results

Path Path coefficient t-statistic
Organizational factorsto trust in e-Banking 0.74 9.23
Organizational factorstoperceived competency by customer 0.46 5.06
Organizational factorsto perceived predictability by customer 0.69 8.11
Organizational factorsto perceived truthfulness by custormer 0.51 6.33
Organizational factorsto perceived goodwill by customer 0.56 7.72

Exploring research hypotheses: To test the hypotheses
of the research the impactof mdependent variables on
dependent variables through modeling of structural
equations by likelihood maximum estimation has been
mvestigated. All hypotheses are accepted n 99%
confidence level. In relation with the main hypothesis
of the study in which the exploring of the impactof
organizational factors on customer’s trust to electronic
banking has been mentioned, the attained results of the
analysis of the path represents the corroboration of this
hypothesis. The pathcoefficient is (0.74) and t-statistic is
(9.23) with error level of 0.01, statistic is significant.
These results show the main hypothesis of the study 1is
corroborated  consequently. The other secondary
hypothesis has been examined in this way and the results
have been represented in the Table 4.
CONCLUSION

Regarding  the factors  including
characteristics of website and marketing mix as an
effective factor on customer’s trust in Internet banking
has been corroborated. Therefore, Sina bankauthorities
and specially bank’s information technology department
can improve trust making characteristics by more
considering organizational factors Sina bank. Regarded to
factoranalysis of used indexes to measure the factors
relatedto website and also the attained mean for each

organizational

suggested index 1s represented as follow: the results of
the attamed data analysis of customers show that
Sinabank should represent more comprehensive, more
accurate and more meticulous information in a simpler and
more transparent way on its website to the customer.
Having accurate, comprehensive and meticulous
information of Sina bank is one of the most important
indexes to measure being propitious of website for
customers that in the cwrrent study did not attain high
mean that shows more emphasis on this characteristic of
website can has a positive effect to improve the attitude
and trust of customers to use the internet banking
services of Sma bank.

In addition it i1s suggested considering the kind of
designation of website and ease of accessibility to
different pagesis very important. Information technology
and informatics department of Sina bank should pay more
attention tothus realm and although the customers have a
partial satisfaction of the condition of Sina bank site from
the aspect of the ease of transaction among different
working-sheet, mnovation in this index can also increase
the desmrability of using bank services through internet
website.

Other factors that disturb using the services of different
wnstitutes  including banks through the ntermet are
happened discommections via using the services that have
a negative effect on customer’s trust in the bank’s
website enormously. The results show that site of Sina
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bank enjoys desirable situation in this field and the crews
carry out the improvement of the speed and decrease
more the disconnections of website as it is possible
whilemaintenance the quality.

It 1s also suggested that the available data on site will
be updated coherently and also the sense of privacy in
information will be inspired to the customer and using
mformational systems emjoy enough security to save the
customers information.
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