
Advances in Environmental Biology, 9(3) February 2015, Pages: 639-642 

 

AENSI Journals 

 

Advances in Environmental Biology 
 

ISSN-1995-0756      EISSN-1998-1066 
 

Journal home page: http://www.aensiweb.com/AEB/ 

 

 

Corresponding Author: Ruhollah Bagheri Fard, Department of Management, Yasouj Branch, Islamic azad University,  

Yasouj, Iran 

Examine the Factors Affecting the Development and Improvement of Customer 
Mental Image about Electronic Banking Services (Case Study: Refah Bank) 
 
Ruhollah Bagheri Fard  and Yaghoub Ansari 
 
Department of Management, Yasouj Branch, Islamic azad University, Yasouj, Iran 

 

A R T I C L E  I N F O   A B S T R A C T  

Article history: 

Received 12 November 2014 
Received in revised form 31 December 

2014 

Accepted 22 January 2015 
Available online 25 February 2015 

  

Keywords: 
mental image, customer confidence, 

electronic banking, Refah Bank 

 

 This research objectively is applied and in terms of nature and method is descriptive-

survey. This study sought to examine the factors affecting the development and 
improvement of mental image and infrastructure and telecommunication factors on 

customer confidence of Refah Bank in Boyer-Ahmad and Dena. The research 

population includes the customers of Refah Bank in Boyer-Ahmad and Dena. The SPSS 
software was used to analyze the data, and to analyze data and test hypotheses the 

structural equation modeling (SEM) by LISREL software was used. The results showed 

that the relationship between age with other variables except in the mental image 
variable (significance level of 5%) have no significant effect in the other variables. Also 

the education level on the measured variables has significant effect only on legal and 

telecommunication and skill infrastructures of customer at the 5% level but had no 
significant effect in other variables. Table data showed a significant effect at the 1% 

level in consumer attitude, customer skills and marketing mix on consumer confidence 

variable. Electronic devices could not have a significant impact on consumer 
confidence. Due to the remarkable role of mental image of customer about Electronic 

services of banks, the customer confidence can be improved to enhance the mental 

image of customers about electronic banking services. The positive impact of consumer 
attitude, customer skill and also marketing mix on the customer confidence can increase 

the demand for the use of electronic banking services and expand the services provided 

by the bank. 
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INTRODUCTION 

 

 Electronic banking includes all electronic channels that customers use to access to their accounts and 

transfer funds between accounts and pay their bills. These channels include the Internet, mobile, phones, digital 

television, ATMs and bank cards or using e-services in the branches of banks [1] Also Howcroft [2] states that 

the mental image is a multidimensional structure that is made of expectations and perceptions of individuals in a 

given period. According to previous researches, some researchers like Chattananon et al [3] referred to the role 

of social marketing and its impact on the mental image and presented a model in this context that divided factors 

affecting the mental image of customers into three categories. These factors include characteristics of marketing 

programs, corporate communications, and demographic characteristics. In fact, these three factors effect on 

tendency towards the mental image. Kazoleas et al [4] also quoted from Aloson and Famborn stated the 

constituent factors of mental image in terms of three factors of organizational, personal, and environmental. In 

the field of factors affecting trust, researchers such as Marsh [5] defines trust as acceptance and confirmation or 

as a means of reducing complexity. The issue of mental image must be understood before invest on it. One of 

the researchers says that the character of organization is specified by signs; these signs include a variety of 

elements such as employee behavior, customer services, products and services to meet the needs, company 

name, logo and its slogan. These signs which are the identity of the organization create a total mental image in 

individuals' mind [6] In banking business, most studies focused on perceiving the quality of the services 

provided by the bank. One of these studies has been conducted by These researchers provided a reliable and 

valid scale consists of 31 items which classified into 6 groups that enable them to measure the perceived quality 

of banking services. Certifications (credit infrastructures) are also considered as one of the basic factors of 
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creating confidence in e-commerce by Orben et al [7]They also stated that the confidence in website can be 

increased by ensuring customers about the privacy. Raphael stated that feelings of trust and confidence are 

essential for a positive and different respond to the financial products Lee Blanes et al [8] identified a set of 5 

factors in the literature of the issue that have a potential impact on customer perception about mental image: 

Corporate identity, reputation, provided services, physical environment, staff behavior. If anyone be familiar 

with the Internet and use it regularly, he will likely have a higher level of organizational trust to the people who 

had no experience of using the Internet before. As a result, the experience of using the Internet will increase the 

organizational This study aimed to investigate the factors affecting the development and improvement of 

Customer mental image about Electronic Banking Services. 

 

Research and data collection methods: 

 This research objectively is applied and in terms of nature and method is descriptive-survey. In this study, 

the field and library methods were used to collect data. This study sought to examine the factors affecting the 

development and improvement of Customer mental image of Refah Bank in Boyer-Ahmad and Dena. 

 

The population and sample size of the study: 

 The research population includes the customers of Refah Bank in Boyer-Ahmad and Dena. In sampling 

method in this study, each element of population has equal chance to be selected. The method which is used to 

determine the sample size in this study is based on Cochran sampling formula. In this method the required 

people or objects from the list of population which have been prepared and numbered for this purpose and will 

be selected randomly, and 382 people will sufficient. 

 

Method of data analysis: 

 To analyze the data, the descriptive and inferential methods were used which include: mean, standard 

deviation and variance that describe the research data and the SPSS software was used to analyze the data, and 

to analyze the data and test the hypotheses the structural equation modeling (SEM) by LISREL software was 

used. 

 

RESULTS AND DISCUSSIONS 

 

 According to the results of the path coefficients and t-statistics which is shown in Table 1, the variable of 

customer attitude had a significant effect on consumer confidence at 99% confidence level (t-statistic is located 

outside the range of -3 to +3). Due to the positive coefficient for this variable it can be said that the impact of 

customer attitude on consumer confidence is positive and by increasing the consumer attitude, it can be expected 

to increase the customer confidence and by decreasing the consumer attitude, the consumer confidence reduces 

too. 

 According to the results of the path coefficients and t-statistics which is shown in Table 1, the variable of 

customer skill had a significant effect on consumer confidence at 99% confidence level (t-statistic is located 

outside the range of -3 to +3). Due to the positive coefficient for this variable it can be said that the impact of 

customer skill on consumer confidence is positive and by increasing the consumer skill, it can be expected to 

increase the customer confidence and by decreasing the consumer skill, the consumer confidence reduces too. 

 
Table 1: Examine the effect of measured variables on consumer confidence. 

Path Path coefficient (β) T-statistics 

consumer attitude consumer confidence 0/24 24/4** 

consumer skill consumer confidence 0/85 8/85** 

Electronic tools consumer confidence 0/01 0/02 

Marketing Mix consumer confidence 0/41 5/91** 

** Significant at 99% confidence level. * Significant at 95% confidence level. 

 

 The results showed that the path coefficient and t-statistics of the variable of electronic tools of customers 

had no significant effect on customer confidence in 95% confidence level (t-statistic is located within the range 

of -2 to +2). 

 Marketing mix variable had a significant effect on consumer confidence at 99% confidence level (t-statistic 

is located outside the range of -3 to +3). Due to the positive coefficient for this variable it can be said that the 

impact of marketing mix on consumer confidence is positive and by increasing the marketing mix, it can be 

expected to increase the customer confidence and by decreasing the marketing mix, the consumer confidence 

reduces too. 

 Researchers showed that there was a significant relationship between variables (ease of application, 

usefulness and confidence) with the acceptance of electronic banking. So in general, the customers to use a new 
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banking technology, at first consider "ease of application" of it; and if they understand the ease of its 

application, use it due to two factors of confidence and usefulness [9] 

 

Review the respondents' age on the research variables: 

 Since the dependent variable is quantitative and independent variable is qualitative (age groups), the One-

way ANOVA was used. 

 
Table 2: F test results (ANOVA) to Review significant difference in terms of age. 

 Source of changes The sum of 
squares 

Df Mean of 
squares 

F Significance level 

(1) Attitude 

 

Between Groups 2.781 3 .927 2.259 .082 

Within Groups 125.582 306 .410   

Total 128.363 309    

(2) Marketing skills 
 

Between Groups 1.770 3 .590 .958 .413 

Within Groups 188.379 306 .616   

Total 190.149 309    

(3) Electronic tools 

 

Between Groups 1.163 3 .388 1.136 .335 

Within Groups 104.370 306 .341   

Total 105.533 309    

(4) Marketing Mix 

 

Between Groups 1.600 3 .533 1.443 .230 

Within Groups 113.146 306 .370   

Total 114.746 309    

(5) legal and telecommunication 

infrastructures 

Between Groups .915 3 .305 .706 .549 

Within Groups 132.194 306 .432   

Total 133.110 309    

(6) confidence Between Groups 2.132 3 .711 1.484 .219 

Within Groups 146.579 306 .479   

Total 148.710 309    

(7) mental image Between Groups 6.741 3 2.247 5.519 .001 

Within Groups 124.578 306 .407   

Total 131.319 309    

 

 Since the value of F-statistic and the p-value (sig) for all the research variables except the variable of mental 

image are located in the area of not reject the null hypothesis (sig value is greater than 0/05) So there is no 

reason to reject the null hypothesis so we accept that there is no significant difference between the views of 

people with different ages about these variables. As a result the age of people could not have a significant effect 

on these variables and the response of people was independent of their age but about the mental image on the 

age, the significance level is below 5%, and age has relationship with this variable (Table 2). Taghavi Fard et al 

[10] by examining the age of people on customer confidence found that the age of people has a significant effect 

on variables of confidence they also found that the ages of 26 and 35 have the greatest impact on electronic 

banking. 

 

Review the respondents' educational level on the research variables: 

 Since the dependent variable is quantitative and independent variable is qualitative (educational level), the 

One-way ANOVA was used. 

 
Table 3: F-Test results (ANOVA) to examine significant difference in terms of education. 

 Source of changes The sum of 
squares 

Df Mean of 
squares 

F Significance 
level 

(1) Attitude Between Groups 2.378 4 .595 1.439 .221 

Within Groups 125.985 305 .413   

Total 128.363 309    

(2) Marketing skills Between Groups 14.207 4 3.552 6.157 .000 

Within Groups 175.943 305 .577   

Total 190.149 309    

(3) Electronic tools Between Groups 1.581 4 .395 1.159 .329 

Within Groups 103.952 305 .341   

Total 105.533 309    

(4) Marketing Mix Between Groups 1.211 4 .303 .813 .518 

Within Groups 113.535 305 .372   

Total 114.746 309    

(5) legal and 

telecommunication 
infrastructures 

Between Groups 8.118 4 2.030 4.952 .001 

Within Groups 124.992 305 .410   

Total 133.110 309    

(6) confidence Between Groups 4.449 4 1.112 2.351 .054 

Within Groups 144.262 305 .473   

Total 148.710 309    
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(7) mental image Between Groups 2.405 4 .601 1.423 .226 

Within Groups 128.913 305 .423   

Total 131.319 309    

 

 Since the value of F-statistic and the p-value (sig) for all the research variables except the variables of legal 

and telecommunication infrastructures and customer skill are located in the area of not reject the null hypothesis 

(sig value is greater than 0/05) so we accept that there is no significant difference between the views of people 

with different education about these variables. As a result the education of people could not have a significant 

effect on these variables and the response of people was independent of their education but about the legal and 

telecommunication infrastructures and customer skill, the significance level is below 5%, and education has 

relationship with this variable (Table 3). Customer confidence in e-banking is significantly related to customer 

education [9]. Taghavi Fard et al [10] by examining the education of customers on e-banking found that 

education has also a significant effect on e-banking they also found that more than 80 percent of customers have 

academic education and updated programs and based on the technology of the day should be used to attract and 

retain these customers. 

 

Conclusion: 

 The data at 1% level showed a significant effect in customer attitude, customer skill and marketing mix on 

variable of consumer confidence. According to the results of this research it can be stated that customer attitude, 

customer skill and marketing mix variables have a positive impact on consumer confidence and can increase the 

demand for the use of electronic banking services and expand the services provided by the bank. Also the data 

of tables showed that the relationship of age had a significant effect only in mental image (significance level of 

5%). Also the education level on the measured variables has significant effect only on legal and 

telecommunication and skill infrastructures of customer at the 5% level. Due to the remarkable role of mental 

image of customer about Electronic services of banks, the customer confidence can be improved to enhance the 

mental image of customers about electronic banking services. 
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