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Abstract— Digital financial services have a profound contribution to quality service delivery in Rwandan 
commercial banks. Using the survey research design, the study examines commercial bank user’s perceptions of 
digital financial services, and quality service delivery in aspects like the Automated Teller Machine, telephone 
banking, internet banking, retail service and points of sale. The study equally analyzes the reliability of 
services, responsiveness, assurance of services, customer loyalty and the tangibility of services. The main 
objective for this research was to analyze the contribution of digital financial services to quality service 
delivery in Rwanda Commercial Bank, and to this end, research questions were generated to establish the 
respondents’ characteristics, what their perceptions are on digital financial services as well as the quality of 
service delivery in Rwandan commercial banks. The population of this study comprised 21,072 customers from 
four branches of Bank of Kigali who use digital financial services. Primary data was collected using 
questionnaires and data treatment done using SPSS version 22. The regression analysis found that most digital 
financial services have a significant and positive effect on quality service delivery in Rwandan commercial 
banks. This paper concluded that digital financial services contribute to the quality of service delivery in 
Rwanda commercial Banks. Therefore, the study recommends that the Bank of Kigali should improve its digital 
financial services by increasing the number of agents in different corners of Kigali. Similarly, Bank of Kigali 
should also make its digital financial services more accessible to customers who don’t have smartphones. 

Index Terms— ATM, Assurance of Service, Customer Loyality, Internet Banking, POS,Retails agents, Reliability services,Responsiveness 

Telephone Banking, Tangibility of service  

——————————      —————————— 

1 INTRODUCTION                                                                     

ffective utilization of technological(IT) innovations has 

been a major theme in most of the recent studies relating 

to the influence of digital banking on quality service de-

livery. Effective utilization of IT innovations requires changes in 

the organizational structure and management practices in the 

banking industry. Not all organizations can easily incorporate 

necessary changes to benefit from IT innovations (Chirongo and 

Motayana D. 2018). 

By the early 21st century, financial institutions had become 

increasingly large with a more sophisticated and interconnected 

range of retail banking activities (Adem, 2015) 

This global financial system emerged during the first modern 

wave of economic globalization, marked by the establishment of 

the central banks, multilateral treaties, and intergovernmental 

organizations aimed at improving the transparency, regulation, 

and effectiveness of international markets (Graham, 2016). The 

revolution of information technology has influenced almost every 

facet of life, among them, is the banking sector. Service delivery 

in banks has greatly transitioned from visiting banking halls to 

making transactions remotely. The need to reach customers in 

areas gave rise to retail banking (Graham, 2016). 

The United Kingdom has one of the highest rates of retail bank-

ing adoption in the world: around one-third of customers use mo-

bile banking applications and mobile banking is now available to 

customers of all the major banks. While there are profound dif-

ferences in the sophistication and functionality of the mobile 

banking applications offered by the established banks in the UK, 

customers are typically able to check their balance, set up per-

sonalized alerts, send payments to other accounts using a mobile 

number, and locate their nearest branch or ATM. In its end-to-end 

digital transformation, Lloyds Bank in the UK focused on ten 

customer journeys, using agile delivery, deploying cross-

functional customer journeys, and empowering product owners 

with responsibility. Lloyds also modernized its IT architecture to 

extend the use of microservices, and cloud environments. The 

results were dramatic. Between 2014 and 2016, the number of 

customers using Lloyds’ mobile channel grew from five million 

to eight million (Mackinsey, 2017).  

Platform companies that orchestrate these ecosystems have be-

come the de facto interface for customers across multiple ser-

vices, and financial service players are at risk of being reduced to 

white-label manufacturers for the platform player. Already, in 

China, digital attackers managed $6.5 trillion in transactions in 

2015, five times the level just two years earlier, and exceeding 

the $6 trillion in offline point-of-sale transactions handled by 

traditional banks in 2015. Similarly, digital attackers increased 

their share of the unsecured lending market in China from 1 per-

cent in 2013 to 25 percent in 2016 (Kothari, 2011) 

According to Shyamala (2015), there have been a number of in-
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novations in Australia’s retail banking market in recent years with 

respect to products (such as the introduction of reward accounts), 

services (as part of the wider digitalization of retail banking); and 

new business models (for example by firms with only an online 

presence). When assessed individually, there is a considerable 

degree of variation in the development of each innovation and the 

extent to which each innovation has impacted (or is likely to im-

pact) the market. Both the introduction of reward accounts and 

mobile banking (as part of the wider digitalization of retail bank-

ing) are well established. In contrast, other innovations, such as 

the use of account aggregation services, big data, and digital wal-

lets are in the early stages of development, particularly when 

considering their application to the wider retail banking market 

(Finscope World, 2013) 

Africa’s retail banks have compelling reasons to embrace digital 

transformation. Firstly, African banking customers are among the 

most enthusiastic adopters of mobile and digital channels of any 

developing region. Secondly, a number of disruptive competitors, 

including numerous mobile money players and digital attackers 

such as Tyme Bank in South Africa or Alat in Nigeria, are emerg-

ing and posing a threat to revenue share (Honohan C. 2016). Ad-

ditionally, advances in technology are raising the bar and the op-

portunity for innovation; these include increased affordable com-

puting power for processing big data; the rise of artificial intelli-

gence and machine learning; robotics lowering the cost of auto-

mation; and blockchain. Finally, ecosystems, which have 

emerged most notably in China, are likely to become more of a 

feature in the African economy, and banks need to have the digi-

tal sophistication to play a role as they develop the retail banking 

sector (Naison, 2013). 

Good business environment, sound regulatory framework of the 

banking sector as well as the retail banking sector network exten-

sion facilitated the entry of regional banks in Rwanda. As a re-

sult, the level of financial inclusion in Rwanda increased from 

24% to 72% in 2012 and from 48% to what % in 2008 (FinScope, 

2013). BNR (2016), to reduce transaction costs as another barrier 

of financial inclusion, digital financial services such as mobile 

payments, mobile banking, and internet banking were introduced 

in Rwanda. This contributed to the expansion of financial ser-

vices in the country between 2012 and 2016. The use of digital 

financial services boosted access to formal non-bank financial 

services to 42% in 2015 from 19% in 2012. For example, in 

2015, 74% of adults in Rwanda (2.8 million) used mobile money 

services. Clearly, the formulation and adoption of economic poli-

cies are important in achieving sustainable economic develop-

ment. It is about how leaders adjust strategies and choices to 

changing circumstances (Jawadekar,2016) 

Gopinath (2015) asserts that the advancement in technology has 

played a vital role in improving service delivery standards in the 

banking industry. In its simplest form, Automated Teller Ma-

chines (ATMs) and deposit machines now allow consumers to 

carry out banking transactions beyond banking hours. As most 

Rwandans now own mobile phones, banks have also introduced 

mobile banking to cater to customers who are always on the 

move FinScope (2013). Mobile banking allows individuals to 

check their account balances and make fund transfers using their 

mobile phones. This was popularized in Rwanda first by Ecobank 

Rwanda and Bank of Kigali before other banks followed suit. E-

banking has made banking transactions easier around the World 

and it is fast gaining acceptance in Rwanda.The current technolo-

gy in the bank plays a vital role in helping financial managers to 

retrieve data, process them and then analyze them to make effec-

tive and efficient growth sustainability decisions, unlike in the 

past where most commercial banks used to face fatal difficulties. 

Therefore, the researcher carried out a study on the contribution 

of digital financial services to quality service delivery in Rwan-

dan commercial banks focusing on BK as a case study on account 

of its wide range of solutions for mobile and digital devices that 

are fast, safe and easy to use. 

1.1. Statement of the Problem 

According to Mackinsey (2017), in the past, customers’ demand 

for banking services was driven basically by the safety of their 

monies as well as interest accruing from such savings. However, 

the present-day customer demand has shifted from just the safety 

of money to how banks deliver their services. The reason is that 

the present-day customer requires efficient, fast and convenient 

services. Since its establishment, some commercial bank has re-

mained bank of choice for urban and rural dwellers, rich and 

poor, ordinary and privileged, and active workers and pensioners. 

Even if those banks have been advanced in digital financial ser-

vices like Mobile application, ATM, and others, they still face the 

challenge customers crowding different branches in town and 

rural areas to access financial services in lieu of using the digital 

financial services that are quick and save time. It is upon this 

background that this study sought to investigate the contribution 

of digital financial services to quality services delivered to cus-

tomers of Bank of Kigali. Abd-El-Salam, (2013) reports that in 

the recent past, growth in information technology has had mas-

sive consequences on flexible modes of payment, banking ser-

vices that are user-friendly and led to more resourceful and suc-

cessful banking systems. Although internet banking makes the 

transaction faster and more convenient, several commercial banks 

in Kenya have not adopted this new banking product. The banks 

that have adopted the product face various obstacles thus necessi-

tating a need for a study to ascertain the challenges facing inter-

net banking and to determine how they can be overcome to en-

hance internet banking. 

1.2 Objectives of the Study 

The main objective of the study is to find out the contribution of 

digital financial services to quality service delivery in Rwanda 

Commercial banks. This research guided by the following specif-

ic objectives: 

1. Examine the perception of respondents on the reliability of 

services from Rwanda commercial banks 

2. Investigate the perception of respondents on their respon-

siveness to Rwanda commercial banks. 

3. Evaluate the perception of respondents on the assurance of 

services from Rwanda commercial banks. 
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4. Find out perception of respondents on customer loyalty in 

Rwanda commercial banks. 

5. Examine the perception of respondents on the tangibility 

of services from Rwanda commercial banks 

 

6. Investigate the effect of DFS on the quality of services de-

livered by Rwanda commercial banks. 

1.3 The research Hypotheses 

According to Johnson (2001), a hypothesis is a proposal project-

ed to explain facts and observations to questions asked. It is like a 

statement which can be shown, confirmed and made to order. It 

can be accepted or rejected depending on the result of the stati-

cally tested data. A hypothesis provides direction to research. The 

hypotheses for this study were as follows: 

              Ho1:There is no significant effect of DFS on the reliability of 

quality service delivery. 

              Ho2: DFS does not significantly affect the responsiveness of 

commercial banks in Rwanda. 

              Ho3: DFS do not have a significant effect on the assurance of 

quality service delivery in a commercial bank in Rwanda. 

              Ho4: There is no significant effect of DFS on customer loyalty in 

commercial banks in Rwanda. 

              Ho5: No significant effect of DFS on the tangibility of service in a 

commercial bank in Rwanda 

              HO6: There is no significant effect of DFS on quality service 

delivery in commercial banks. 

 1. 4 Justification of the Study 

Dietz (2016) argues that as long as technology and digital ser-

vices continue to ingrain themselves into more aspects of our 

lives, the financial sector is not immune. New technology has 

given way to new services and with new services comes disrup-

tion of the old. Whether it’s a service such as PayPal or Apple 

Pay; or digital banks such as HSBC’s “First Direct,” digital trans-

formation of the financial industry is ongoing. Customers are 

gravitating more towards digital experiences and digital products. 

At the same time, providers within the industry are rethinking the 

playbook. Although financial services have been computerized 

for decades, with products such as retail brokerage using digital 

channels for some 20 years, a more radical transformation of the 

industry was delayed due to the market advantages of traditional 

financial service providers. These included the established trust 

of customers, regulatory barriers to entry in banking and insur-

ance, and supervisory approaches that created a bias to internaliz-

ing all or most of the value chain. This research sought to assess 

and measure the quality of services delivered in regard to digital 

banking services, the research was carried out through a survey 

design that questioned and measured respondents’ perception on 

the contribution of digital financial services adopted by many 

financial institutions in Rwanda, to the quality of services deliv-

ered by those financial institutions. 

2 REVIEW OF RELATED LITERATURE AND 

STUDIES 

2.1 CONCEPTUAL REVIEW 

Digital financial services: The ultimate goal for banks is to 

maintain a certain level of customers who generate profits. There-

fore, the aim is to retain existing and gain new customers. By so 

doing, customer growth becomes a paramount objective to the 

bank. Banks are realizing that revenue growth cannot be taken for 

granted anymore and that survival is not simply a question of 

turning revenues into reasonable profits, but of actively securing 

a flow of revenues through retail banking (Kossowki, 2013). 

2.1.1The role of Automated Teller Machine (ATM) on quality 
services delivery 

Using the ATM, customers can access their bank deposit or credit 

accounts in order to make a variety of transactions such as cash 

withdrawals, check balances, or credit mobile phones. If the cur-

rency being withdrawn from the ATM is different from that in 

which the bank account is denominated, the money is converted 

at an official exchange rate. Thus, cash machines often provide 

the best possible exchange rate for foreign travelers and are wide-

ly used for this purpose (Pandey, 2013). ATM is so widely ac-

cepted that the first cash machine was put into use by Barclays 

Bank in its Enfield Town branch in north London, United King-

dom, on the 27th of June 1967. This design used paper cheques 

issued by a teller or cashier, marked with carbon-14 for machine 

readability and security, which is a later model that was matched 

with a personal identification number (PIN). Shepherd-Barron 

states, "It struck me [that] there must be a way I could get my 

own money, anywhere in the world or the UK (Mwangi, 2016). 

According to Kossowki (2017), in the modern cash ma-

chines, the customer is identified by inserting a plastic ATM card 

with a magnetic stripe or a plastic smart card with a chip that 

contains a unique card number and some security information 

such as an expiration date. Authentication is then provided by the 

customer by entering a personal identification number (PIN). An 

electronic card is a physical plastic card that uniquely identifies 

the holder and can be used for financial transactions on the inter-

net. For instance, Automated Teller Machines (ATM) and Point-

of-Sales (PoS) terminal are usually used to authorize payment to 

the merchant or seller. 

However, bank customers usually enjoy the convenience of 

ATM debit cards to take out money from a machine and to buy 

products or services. One doesn’t have to carry cash because they 

can get it from almost any ATM machine, though they may end 

up paying a fee if they use an ATM that's not in their bank's net-

work. Customers can pay your bills easily and quickly with a 

debit card because the number on the card acts like a credit card 

number (Garry, 2012). Criminals target ATMs, so using an ATM 

could place the customer at risk of robbery after withdrawing 
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money from the machine(Mwangi, 2016). 

2.1.2 Telephone Banking on quality services delivery 

Revathy (2012) reveals that telephone banking is a service pro-

vided by a bank or other financial institutions that allows its cus-

tomers to conduct a range of financial transactions remotely us-

ing a mobile device such as a mobile phone or a tablet and using 

a software, usually called an app, provided by the financial insti-

tution for the purpose. Telephone banking is usually available on 

a 24-hour basis. Some financial institutions have restrictions on 

which accounts may be accessed through telephone banking, as 

well as a limit on the amount that can be transacted. 

The types of financial transactions which a customer may trans-

act through telephone banking include obtaining account balanc-

es and the list of latest transactions, electronic bill payments, and 

funds transfers between a customer's or another's accounts. Some 

also enable copies of statements to be downloaded and, some-

times, printed at the customer's premises; while others charge a 

fee for mailing hard copies of bank statements (Sridhran, 2017). 

According to Phanindra (2015), from the bank's point of view, 

telephone banking reduces the cost of handling transactions by 

reducing the need for customers to visit a bank’s branch for non-

cash withdrawal and deposit transactions. Transactions involving 

cash or documents (such as cheques) are not able to be handled 

using mobile banking, and a customer needs to visit an ATM or 

bank branch for cash withdrawals and cash or cheque deposits 

(Paxton, 2015). 

Khan (2016) mentioned that key challenges in developing sophis-

ticated mobile banking applications arise from a large number of 

different mobile phone devices given that banks do not offer tele-

phone banking solutions on any type of device. Some of these 

devices support Java ME and others support SIM Application 

Toolkit, a WAP browser, or only SMS. There is a myth that there 

is a challenge of interoperability between telephone banking ap-

plications due to the perceived lack of common technology 

standards for mobile banking. In practice, it is too early in the 

service lifecycle for interoperability to be addressed within an 

individual country, as very few countries have more than one 

telephone banking service provider. As telephone banking ma-

tures, money movements between service providers have natural-

ly adopted the same standards as in the banking world. 

2.1.3 Internet banking and quality service delivery 

Jude (2014) defines internet banking as an electronic payment 

system that enables customers of financial institutions to con-

duct financial transactions on a website operated by the institu-

tion such as a retail bank, virtual bank, credit union or building 

society. Internet banking is also referred to as online bank-

ing, virtual banking and other terms. To access a financial institu-

tion's online banking facility, a customer with Internet access 

would need to register with the institution for the service, and set 

up some password (under various names) for customer verifica-

tion.  

Kitwa (2014) argues that the customer can link to the customer 

number any account which the customer controls, which may be 

cheque, savings, loan, credit card, and other accounts. Customer 

numbers should also not be the same as any debit or credit card 

issued by the financial institution to the customer.  

To access online banking, a customer would go to the financial 

institution's secure website and enter the online banking facility 

using the customer number and password previously set up. 

Some financial institutions have set up additional security steps 

for access to e-banking, but there is no consistency in the ap-

proach adopted.  

Mukhopadhay (2013) claims that internet banking facilities of-

fered by various financial institutions have many features and 

capabilities in common, but also have some that are application 

specific. The common features fall broadly into several catego-

ries: a bank customer can perform non-transactional tasks 

through online banking, including - viewing account balances, 

viewing recent transactions, downloading bank statements, for 

example in PDF format, viewing images of paid cheques, order-

ing checkbooks, downloading periodic account statements and 

applications for M-banking, E-banking. 

2.1.4 Agency banking and quality service delivery 

Agency banking was introduced to aid increasing convenience in 

banking for customers especially for those based in rural areas as 

the agents operating hours are more since some agents open as 

early as 3hours and close late. Through agency banking, custom-

ers can deposit at free or low costs and withdraw at a cost that 

would have previously included transport. In addition, agency 

banking is deemed more convenient as they open for longer hours 

compared to formal banks, there are shorter queues to access ser-

vices, and are more accessible for illiterates and the very poor 

who might feel intimidated in branches. Therefore, customers 

save on time they have to travel to a bank branch, and the time 

they have to wait in line to be served (Mwangi, 2016).  

Similarly, banks are now providing special services, value-added 

services, by way of increasing convenience, tapping a broader 

market, increasing service channels and lowering cost in access-

ing their services. When there is a great demand for these ser-

vices like school opening times, month end and other prime 

times, the long queues are a disservice to customers, who may 

choose to go to competitors; thus, taking away the business 

(Jaldesa, Muturi & Sumba, 2015). 

Commercial banks are institutions that engage in two distinct 

types of activities, one on each side of the balance sheet and lend-

ing. Commercial banks’ deposits are dependent on depositor’s 

money as a source of funds (Werner, 2014). Bank deposits repre-

sent the most significant components of the money supply used 
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by the public, and changes in money growth are highly correlated 

with changes in the prices of goods and services in the economy 

(Mashamba, 2014). Bank deposits are made to deposit accounts 

at a banking institution, such as savings accounts, checking ac-

counts, time deposit accounts, and money market accounts. The 

account holder has the right to withdraw any deposited funds as 

set forth in the terms and conditions of the account. The "deposit" 

itself is a liability owed by the bank to the depositor (the person 

or entity that made the deposit), and refers to this liability rather 

than to the actual funds that are deposited (Adem, 2015). Con-

sumers deposit their money in banks as a safety measure, for ease 

of access and the possibility of returns. The motive is to keep the 

money in safety for future use.   

Bank deposits represent the most significant components of the 

money supply used by the public, and changes in money growth 

are highly correlated with changes in the prices of goods and ser-

vices in the economy. Deposits provide most of the raw materials 

for bank loans and thus represent the ultimate source of the 

bank’s profits and growth. Banks make a profit by using their 

deposits, therefore it is said that depositors can disciple banks 

(Gemedu, 2013). Commercial banks are critical to the develop-

ment process. By granting loans in areas such as agriculture, 

manufacturing, services, construction and energy sectors, they 

contribute to the development of the country. Bank loan portfoli-

os including volume, tenor and structure may be generally influ-

enced by their expectations of the performance of the economy 

both in terms of stability and level of performance. As cited by 

(Churchill, 2014), banks make out more loans during periods of 

boom and reduced level of macroeconomic uncertainty and cur-

tail lending when the economy is in recession. 

Since agency banking is targeted toward financial inclusion, 

transaction costs related to the financial services have to also 

reduce considerably. This is because the segments targeted are 

often customers with low balances but with frequent transactions.  

Banking agents should be the lowest cost channel for cash trans-

actions, and the charges for using them should reflect that. Trans-

action charges should be lower on deposit than on withdrawal, 

reflecting the additional revenue deposits. This may seem at odds 

with the higher commission the bank might pay the agent for a 

deposit, but this reflects that the bank stands to gain far more 

from a deposit than from a withdrawal. So the bank should aim to 

recover more of its costs when the money is on its way in, not 

out. As is expected, most commercial banks that have rolled out 

agency banking have put in place a transaction cost model on 

withdrawals and no fees for cash deposits. This is expected to 

increase the volume of deposits into the bank, making money 

available for loans and other investment opportunities. Agent 

banking systems are the most cost-effective for transactional ac-

counts with low balances and frequent transactions (Veniard, 

2015). 

Agent banking systems are up to three times cheaper to operate 

than branches for two reasons. First, agent banking minimizes 

fixed costs by leveraging existing retail outlets and reducing the 

need for financial service providers to invest in their own infra-

structure. Although agent banking incurs higher variable costs 

from commissions to agents and communications, fixed costs per 

transaction for branches are significantly higher (Veniard, 2015).   

Some of the benefits that commercial bank gain from agency 

banking are: huge savings on cost of construction of bank prem-

ises and leasing costs when a bank is using the agency premises; 

human resource expenses have reduced as bank do not have to 

employ new staff to manage the agency and the cost of training if 

any is to the bare minimum; savings on equipment like furniture 

and computers (Mashamba, 2015). Formal approval for each 

branch opening is required in 78 percent of developing countries. 

In several countries, such as in Kenya, physical inspection from a 

central bank representative is required as part of the approval 

process, which may substantially delay a branch opening in re-

mote areas. In several countries, such as in India, regulating au-

thorities limit the number of branches in geographical areas. 

Whether a branch opens and when a branch opens, therefore, 

depends on administrative processes. These regulations impose 

restrictions on efficient branch installation, thus may substantially 

affect investment costs and the profitability of branches (Mwangi, 

2016). The construction and facilities of bank branches are sub-

ject to regulation and therefore cause substantial investment 

costs. 

2.2. Quality Service Delivery in Rwanda Commercial Banks 

Quality service is one of the most important competitive factors 

in today’s business industry. A fundamental question is how to 

make it excellent. However, excellent service is not a one-way 

street. It depends on how the customer gives feedback to that 

particular service. That being said, one fact is without question; if 

the service quality is not sufficiently high, the service provider is 

likely to disappoint the customers regardless of their expectations 

(Nkusi, 2018). 

The low and middle-income countries, including my country 

[Rwanda], as opposed to the upper-middle-income economies 

(currently referred to as developed countries), need to focus much 

attention on quality services. While the upper-middle-income 

economies are far ahead of the low and middle-income countries 

in terms of service delivery due to tremendous penetration of 

technology in every aspect of life, the latter must embark pro-

foundly on continued or improved quality service. The concept of 

service climate plays an important role in understanding how to 

deliver excellent service quality, as it captures what employees 

experience in terms of organizational practices regarding service 

delivery. It also influences employee motivation regarding ser-

vice behavior (Trotter, 2010). 

If employees experience excellent service quality with the organ-

ization, they are more likely to be motivated to deliver excellent 

quality services outside of the organization. Today, findings show 

that training, empowerment, and rewards are the three most sig-

nificant factors which determine the level of performance, and in 

turn, lead to the delivery of service strategy and excellent service 

quality. To illustrate more, training of service employees, as one 
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of the most important tools of equipping the employees with rel-

evant skills has long been identified as the most important factor 

behind higher service quality. For years, studies have proved that 

there is a strong correlation between the number of employee 

training hours and the degree of service quality. To make it a suc-

cess, the employer should focus on more than the basic service-

specific competencies. The main emphasis should rather be on 

training of service management and other soft skills such as so-

cial skills, attitude and language abilities. This enhances the over-

all capabilities of  service employees and improves the overall 

performance of the service system  (Nkusi, 2018) 

Secondly, empowerment means providing employees with 

enough autonomy to allow them to handle unforeseen situations 

and challenges and let them be more self-sufficient in their work. 

It, however, doesn’t imply doing away with monitoring and eval-

uation of the service delivery. It simply means to give them the 

requirements to be able to do things at a certain level of inde-

pendence while bearing in mind that accountability and transpar-

ency must be envisaged  (Nkusi, 2018) 

Another thing is the reward for excellent performance. The term 

reward should in this context be understood as a broad term refer-

ring to more than just monetary reward. Contrary to common 

perceptions, monetary rewards play a much smaller role in align-

ing performance with the service organization’s values and goals 

compared to non-monetary rewards. For both types of goals, it is 

of high importance that the goals are realistic and achievable and 

that the employee has been involved in the goal-setting process. 

The intangible nature of services means that performance can be 

difficult to measure. Therefore, employees must be trusted to 

monitor their own performance. Performance appraisals should 

include input from employees as well as customers and the ap-

praisal results must be used in determining training needs. For 

this to be achieved, it requires, however, to invest largely in 

young people’s education, health and protects and guarantee their 

rights. The corollary of that is the change of mindset towards 

better service delivery (Mackinsey, 2017). 

It is arguable that today’s youth are tomorrow’s innovators, crea-

tors, builders and leaders. nevertheless, they need the required 

support to attain desirable knowledge and skills to be part and 

parcel of a broader transformational agenda. The precursor for 

improved service delivery is to have people with changed mind-

sets. To put it succinctly, improved service delivery must be 

premised on the shift of patterns of doing things and without a 

push-button. For instance, Rwanda’s largest segment of the popu-

lation is youth, and thus a lot more needs to be done to train and 

inculcate young people to contribute more meaningfully to better 

service delivery. Change of perspectives is the fulcrum for chang-

ing the patterns of behavior in service delivery. Change of mind-

sets is not the only yardstick but a driving force behind improved 

services  (Nkusi, 2018) 

Though all other factors remain constant, we can never underes-

timate the role of information technologies to improve service 

quality. The integration of information technology in virtually all 

services would tremendously lead to improved service quality. 

Harnessing information technologies is equally a fundamental 

tool in improved service delivery. Technologies can be used in 

quality control to collect customer data, monitor operations and 

facilitate service recoveries, among others. Indeed, technology 

now is able to help provide key advantages to businesses in en-

gendering customer loyalty by improving customer service. The 

goal of any business in terms of its customer interactions is to 

generate loyalty. There’s no better way to do that than to offer 

quality products and services and to be responsive to your cus-

tomers  (Nkusi, 2018). 

According to Arora, (2013) service can be defined as the perfor-

mance of work or duty by an official or an act of helping others, 

or power to control or make use of resources, or an organization 

or system providing the public with something useful or neces-

sary (The Universal customers). 

2.2.1.Reliability of Services within Commercial Banks 

According to Abdullah, (2013) reliability refers to the ability to 

deliver expected standards at all times, how the organization han-

dles customer service problems, performing right services for the 

first time, providing services within promised time and maintain-

ing error-free records. In regard to ATM services, he notes that 

the reliability of machine parts or product parts is considered as 

consistently good quality or performance which is able to be 

treated at any time. 

Barry (2014) defines reliability as a fundamental criteri-

on of superior electronic service quality and he states that relia-

bility consists of accurate order of fulfillment, accurate record, 

accurate quote, accurate billing, and accurate calculation of 

commissions which keep the service promising to the customer. 

Self Service Technology (SST) is opted for as an alter-

native for banks to cater for the withdrawal and deposit of cash 

besides over the counter transactions. According to the World 

Bank (2014), the number of ATMs available (per 100,000 adults) 

has increased from 36% in 2010 to 69% in 2016. This indicates 

the sizeable capacity and accessibility of ATM services provided. 

The variation of services reflects the significant attention and 

potential growth in ATMs services. There are two issues that af-

fect service quality of ATMs. First, reliability of ATMs is affected 

by the situation where the ATM runs out of cash due to a large 

number of customer usage or late replenishment (Kundeliene, 

2011). 

The process in which service providers remain faithful in render-

ing services to its customers can be considered as the reliability 

dimension of service quality, Reliability assures the customer of a 

service provider’s ability to consistently provide a perceived 

quality of service. Reliability has an impact on trust and the over-

all impression left in the mind of a customer after service con-

sumption, the reliability dimension of service quality is vital and 

perceived through the people aspect of service quality, Reliability 

means the ability of a service provider to provide the committed 
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services truthfully and consistently. Customers want trustable 

services on which they can rely (Abd-El-Salam, 2013). 

According to Arora (2013), reliability is the most important di-

mension of market segmentation, which is also an important di-

mension in the SERVQUAL scale (A multiple item scale for 

measuring customer perceptions of service quality). In the virtual 

environment, it is vital to make customers trust that an organiza-

tion is going to perform what it promises to do. The principal 

objective of organizations is to maximize profits and to minimize 

costs. Profit maximization can be achieved through increased 

satisfaction because satisfaction leads to customer loyalty, rec-

ommendation and repeat purchase. 

The following attributes in reliability dimension can make cus-

tomers recognize the consistency and credibility: accurate deliv-

ery of services, complete order service, a company being truthful 

about its offering, the correct and timely digital financial services 

keeping service promise, keeping promotion promise, accurate 

online booking records and a running website (Arora, 2013). 

2.2.2 Responsiveness of services in  Commercial Banks 

 

According to Olusanya (2015), responsiveness is defined as the 

ability to respond to customer requirements quickly and flexibly. 

The Evolution of information technology has brought astonishing 

changes in the banking business environment more than in other 

sectors. Banks have to adopt technology to deliver their services 

and at the same time reduce cost due to the creation of value-

added services for customers. 

According to Al-Hawary (2011), the willingness to help custom-

ers and to provide prompt service is responsiveness. It may also 

refer to the help customers get when they bring forward E-

banking complaints such as accounts being debited when money 

has not been dispensed, cards being captured as underpayment, 

lack of certain currency denominations, no receipts being issued 

and situations where the e-banking is out of service for very long 

hours and at times days. This is another area that needs attention 

to prevent the customer from feeling that the services are below 

their expectations. 

Responsiveness means compliance to help customers and to pre-

sent punctual examination, as well as the notion of flexibility and 

the ability to customize the service to customer needs. Respon-

siveness reflects on the motivation to help customers and provide 

on time service; a bank must avoid keeping customers waiting for 

no apparent reason, especially when they come to the bank for 

some products or services. These are no excuses given for the 

charges/price to any late service gotten from the bank  (Brenda, 

2012). 

Customer satisfaction is a degree of satisfaction provided by the 

goods or services of any company as measured by the number of 

repeat customers or how service meets the customer’s expecta-

tions From the viewpoint of business administration, service 

quality is an achievement in customer satisfaction. It reflects at 

each service encounter. Customers form service expectations 

from past experience, word of mouth and advertisement; in gen-

eral, customers compare perceived service with expected service 

in which if the former falls short of the latter, the customers get 

disappointed. 

Responsiveness includes documenting customer complaints, 

tracking the actions taken to resolve them and surveying custom-

ers on their satisfaction with the result. The responsiveness sys-

tem compares high levels of reliability, competence, and delivery 

to the level of customer satisfaction  (Biwott, 2015). 

2.2.3. Assurance of Services to Customers of  Commercial 

Banks 

According to Abd-El-Salam (2013), assurance is to inspire trust 

and confidence. Assurance is defined as employee’s knowledge 

of courtesy and the ability of the firm and its employees to inspire 

trust and confidence. Trust and confidence may be embodied in 

the person who links the customers to the company, for example, 

the marketing department. Thus employees are aware of the im-

portance to create trust and confidence from the customers, in 

order to gain competitive advantage and for customers ‘loyalty 

(Al-Hawary, 2011). 

Assurance means competence and courtesy of employees and the 

ability to convey trust and confidence. This category includes 

these measured components: competence, courtesy, credibility, 

and security guaranteed to the customers. The quality of assur-

ance is embedded on the knowledge and courtesy of employees 

and their ability to inspire trust and convert confidence among 

customers (Abd-El-Salam, 2013) 

2.2.4. Tangibility of Services within Commercial Banks 

Tangibility is defined as the appearance of physical facilities, 

equipment, personnel and written materials. Malik (2011) re-

ferred to tangibility as modern looking equipment, healthy physi-

cal employees and visually appealing materials. 

According to Rehman (2012, facilities’ management is the inte-

grated management of the workplace to enhance the performance 

of an organization. More specifically, facilities’ management can 

be defined as the management of promises and services required 

to accommodate and support the core business activities of a cli-

ent organization, while constantly adding value to the stakehold-

ers. Facilities’ management is, therefore, a key function in man-

aging facility resources, as well as supporting services and the 

working environment to support the core business of an organiza-

tion in both the long and short term. According to Sulieman 

(2013), tangibility is defined as the degree to which a service or 

product can provide a clear concrete image of services. 

Among different service quality dimensions, tangible aspects of 

banking services play a pivotal role in satisfying all kinds of cus-

tomers of any bank. However banking is basically intangible in 

nature and bankers are converting it into tangible with the help of 

physical facilities, equipment, personnel and communication ma-

terials. The banker who converts these tangible factors well, 

reaching successfully every customer, leads to customer satisfac-

tion. Conversely, at the same time, several banks are experiencing 

increasing customer dissatisfaction and resulting in the customers 

switching behavior. This dissatisfaction could be the cause of 

missing tangible options of the bank. Because the rate of custom-

er retention and satisfaction highly depends on various tangible 

factors like bank providing data, information, modern-looking 

equipment, staff appearances, bank providing materials associat-

ed with services and visually appealing parts of the bank, banks 

IJSER

http://www.ijser.org/


International Journal of Scientific & Engineering Research Volume 11, Issue 4, April-2020                                                                                                       483 

ISSN 2229-5518  

 

IJSER © 2020 

http://www.ijser.org  

ought to do better in this area. This excellent tangible service 

quality is a major optional competitive strategy that may or may 

not, be adopted to differentiate one bank from another: today it is 

essential to customer satisfaction (K.Kalidoss, 2014). 

Customer satisfaction is a major issue for any business that is 

operating in technology-based tangible facilities and related ser-

vices. Good customer service quality is the determinant factor in 

the future survival of any business. Most consumers now prefer 

technology based service delivery such as ATM, mobile banking, 

internet banking and SMS offered by employees  (Caffasso, 

2011) 

ATMs are self-service technology devices that are used by banks 

for financial service delivery. They can also be described as elec-

tronic computerized telecommunications devices that provide the 

clients of a financial institution with access to financial transac-

tions in a public space without the need for a cashier, human 

clerk or bank tellers. Customers can access their bank accounts in 

order to make cash withdrawals, check their account balances as 

well as purchase prepaid cell phone credit whilst using an E-

Banking (Narteh, 2013). 

The appearance of physical facilities, equipment, personnel and 

communication materials. This relates to the physical appearance 

of e-banking. It should be appealing to the customer and should 

be brightly lit at night. The surroundings should be maintained 

clean by way of the bank providing waste bins for litter generated 

from receipts. The personnel that provide guidance to the cus-

tomers should also look presentable (Malik, 2011). 

 

2.3. Theoretical Review 

This study stems primarily from three theories; Game The-

ory, Disruptive Innovation Theory and Technology Ac-

ceptance Theory. These theories enhance understanding of 

innovative strategies like retail banking. This section com-

prises different theories which are related to the research 

topic. 

2.3.1. Technology Acceptance Theory 

The technology acceptance model was introduced by Davis 

in 1986. According to this theory, emerging technologies 

cannot improve organizational effectiveness and perfor-

mance if the change has not been accepted by the users.  

The theory of technology acceptance is one of the most 

popular theories in understanding the adoption of computer 

technologies. Adoption of any innovation or information 

technology requires investment in computer-based tools to 

support decision making, planning, and communication. 

However, these systems may be risky. It is therefore very 

critical that the systems are specified on organizational 

preference and logic. It is also necessary to understand that 

people may resist technological changes. There must be an 

effort to understand why people resist changes and the pos-

sible ways through which such issues can be resolved. Ap-

propriate organizational culture must be inculcated; the 

change must be adopted in an incremental way accompa-

nied by communication. Everyone involved must be in-

formed of their roles and empowered to perform those re-

spective roles (Graham, 2015).  

Acceptance theory of technology is based on two assump-

tions; perceived usefulness of the system such as improved 

performance, enhanced productivity, effectiveness, and ef-

ficiency in operations, and the perceived ease of use of the 

new systems such as ease to learn, easy to use, ease to con-

trol and ease to remember. This theory brings an under-

standing that acceptance and use of new technology is a 

function of the users’ feelings about the system and its per-

ceived benefits (Graham, 2015). This theory is so important 

to this study since digital financial services cannot be effec-

tively implemented and used when users do not appreciate 

it; commercial banks need to formulate strategies that en-

courage customers to use digital financial services. 

2.3.2. Disruptive Innovation Theory  

Barahona and Elizondo (2013) point out that digitalization 

is an innovation in the banking sector. As such, it requires 

continual improvements to avoid disrupting the normal 

banking operations and processes. The theory of disruptive 

innovation is characterized by small and costly client base 

and non-attractiveness at the initial stages of implementa-

tion, some level of acceptance as the system is implement-

ed, new competition as innovation continues and continu-

ous quality improvement to improve adaptability by users 

and stakeholders.   

Disruptive innovations require critical resources, processes, 

and values. Critical resources include resources supporting 

normal business activities such as people, technologies, 

product designs, brands, customer and supplier relation-

ships, relationship management with its clients and suppli-

ers and marketing activities. Critical processes include de-

cision-making protocols and coordination patterns that sup-

port operations of existing business operations. In addition, 

organizational cultural values, belief system, and assump-

tions are also critical (Barahona & Elizondo, 2013).  

According to Barahona and Elizondo (2013), the theory of 

disruptive innovation recognizes the fact that companies 

and systems are less flexible. Therefore, the adoption of 

some strategies requires a strategic and proactive approach 

so as to build the system within the existing structures ra-

ther than adoption of completely new systems. Adequate 

preparation in terms of the right technology, leadership to 

foster change process, training of the employees and 
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awareness campaign among users is critical. It is important 

to note that sometimes disruptive innovations may only 

work in the short run. Clayton, (2015) criticizes the theory 

by arguing that the problem with conflating a disruptive 

innovation with any breakthrough that changes an indus-

try’s competitive patterns is that different types of innova-

tion require different strategic approaches. To put it another 

way, the lessons learned about succeeding as a disruptive 

innovator (or defending against a disruptive challenger) 

should not be applied to every company in a shifting mar-

ket. He adds that “If we get sloppy with our labels or fail to 

integrate insights from subsequent research and experience 

into the original theory, then managers may end up using 

the wrong tools for their context, reducing their chances of 

success. Over time, the theory’s usefulness was be under-

mined.” 

This theory is very meaningful to this study since it re-

minds commercial banks’ management that consistent in-

novation and improvement of digital financial services are 

key not only on customers but also to a bank’s competitive 

advantage. 

2.3.3 The Game Theory 

Game theory was developed extensively in the 1950s by 

many scholars. It was later explicitly applied to biology in 

the 1970s, although similar developments go back at least 

as far as the 1930s. Game theory has been widely recog-

nized as an important tool in many fields. Modern game 

theory began with the idea regarding the existence of 

mixed-strategy equilibria in two-person zero-sum 

games and its proof by John von Neumann in 1950. It is 

one of the important theories that management at tactical 

levels consult before taking durable company strategies. 

This theory helps to analyze dynamic and sequential deci-

sions at the tactical level.  The main value of game theory 

in strategy is to emphasize the importance of thinking 

ahead, thinking of the alternatives, and anticipating the re-

actions of other players in your "game."  Key concepts rel-

evant to strategy are the payoff matrix, extensive form 

games, and the core of a game. Application areas in strate-

gy are new product introduction, licensing versus produc-

tion, pricing, R&D, advertising and regulation (Branden-

burger and Nalebuff, 2015). 

Morgan (2013) criticizes this theory on grounds that suc-

cessful strategy cannot depend just on one firm's position in 

industry, capabilities, activities, or what they have.  It de-

pends on how others react to your moves, and how others 

think you react to theirs. By fully understanding the dynam-

ic with others, you can recognize win-win strategies that 

make you better off in the long term, while signaling tactics 

that avoid lose-lose outcomes at the same time.  Moreover, 

if you understand the game, you can take actions to change 

the rules or players of the game in your favor  

Branden burger and Nalebuff (2015) give some good ex-

amples of this.  One way a company can change the game 

and capture more value is by changing the value other 

players can bring to it; companies can change their game of 

business in their favor by changing: players ("Value Net") - 

customers, suppliers, substitutes, and complements (not just 

the competitors), added values - the value that each player 

brings to the collective game, rules - laws, customs, con-

tracts, etc. that give a game its structure, tactics - moves 

used to shape the way players perceive the game and hence 

how they play and scope - boundaries of the game. 

Game theory has been a burgeoning branch of economics 

in recent years.  It is a complex subject that spans games of 

static (one-time) and dynamic (repeated) nature under per-

fect or imperfect information. For strategy, though, it can 

often be a major step just to recognize certain situations as 

games, and thinking about how a player can set out to 

change the game (Morgan, 2013). This theory is also very 

important to this study because it can help commercial 

bank managements to strategize at a high level of other 

players within the game. 

3. METHODOLOGY 

3.1. Research Design 

   According to Somekh (2012), research design is defined 
as a careful set of plans developed by a researcher that pro-
vides criteria and specifications for the study or research. 
The research design is the conceptualized architectural 
structure within which research is conducted with reference 
to appropriate research approach. It constitutes the blue-
print for the data collection, measurement, and analysis 
(Cooper & Schindler, 2008). This research used the survey 
research design. A survey research design is a procedure in 
quantitative research in which an investigator administers a 
survey to a sample or to the entire population to describe 
their attitudes, opinions, behaviors, or characteristics of the 
population. In this procedure survey the researcher collect-
ed quantitative numbered data using questionnaires. 

3.2 Population 

According to Somekh (2005), population is the totality of 

all elements, subjects, or members that possess a specified 

set of one or more common characteristics that define it; in 

inferential statistics, the group to which inferences are 

drawn. 

A Population is the total collection of elements about which 

the researcher wishes to make some inferences (Cooper & 

Schindler, 2008). This study based on commercial banks, 
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specifically BK and the research was only able to cover 4 

of its branches located in Kigali city. The study targeted a 

population of 21,072 customers who used digital financial 

services. 

3.3. Sample size & Sampling Technique. 

A sample within context is a subset of the population. This 

research used a probabilistic sampling technique. The re-

searcher decided to adopt and utilize a probabilistic tech-

nique based on the fact that every member of 

a population has a known and equal chance of being, so 

simple random sampling was used. 

Kothari (2012), asserts that if the sample, let’s say 100 re-

spondents, is properly used from a population of 1000, the 

information presented by the sample equals the information 

presented by the entire population. The sample size was 

generated by applying the following formula (Venable 

2002).   
 

 
Where 

n= Sample size 

N=Number of population 

e = Significant Error Term (0.05) 

z = Standard associated with the chosen level 

of confidence 

 = Confidence 

P=estimated percent in the population 

q =1-p 

For the purpose of this research, the researcher took a 

sample with 95% of confidence and 5% error of esti-

mation and the sample size was calculated using the 

following  Formula: 

 

3.4. Research Instrument 

The researcher used a questionnaire which is a tool for 

collecting and recording information about a particular 

issue of interest. It is mainly made up of a list of ques-

tions, but should also include clear instructions and 

space for answers or administrative details. Question-

naires should always have a definite purpose that is 

related to the objective of the research. But it needs to 

be clear from the outset how the findings were used. 

There were mainly two parties: the first one focused 

on particulars of the respondent, and the second one 

emphasized on the research objectives. The respond-

ents were given questionnaires built on a four-point 

scale ranging from 1 to 4 (Completely disagree, disa-

gree, Agree, completely agree). The distributed ques-

tionnaires gathered all information as per their content, 

with the aim to find out whether there is any contribu-

tion of digital financial services to quality service de-

livery in Rwanda commercial banks. The structured 

questionnaire was distributed to the respondents for 

the achievement of the study objective. Secondary da-

ta were collected from published books, newspapers, 

magazines, journals, online portals etc.  There is an 

abundance of data available in these sources about 

business studies, almost regardless of the nature of the 

research area. Therefore application of appropriate set of 

criteria to select secondary data to be used in the study 

played an important role in terms of increasing the levels 

of research validity and reliability. 

3.5 Data Gathering Procedures 

 It is imperative to the researcher to collect all necessary 

data after getting approval to distribute questionnaires to 

the respondents. The approval emanated from the supervi-

sor. Then, the researcher personally distributed the ques-

tionnaires to the targeted respondents. Even though the re-

searcher gave the opportunity to the respondents to explain 

freely, the results came up from the answers found on the 

questionnaires. The researcher distributed copies of the 

questionnaires corresponding to the total number of re-

spondents and retrieved them at100% of retrieval rate. For 

about a month, the researcher met customers at the bank 

and requested them to respond to the questionnaires.  

3.6 Validity and Reliability of the Instrument 

Validity and reliability are the two main concerns on the 

credibility of scientific research (Silverman, 2013); these 

were tested by using the results from a pilot study. 

Validity is the extent to which an instrument 

measures what it is supposed to measure and performs as it 

is designed to perform. It is rare, if nearly impossible, that 

an instrument be a hundred percent valid, so validity is 

generally measured in degrees. As a process, validation 

involves collecting and analyzing data to assess the accura-

cy of the instrument. Thus, the questionnaire was approved 

by the supervisor of this work, before its distribution to the 

respondents. The reliability and constructed variability was 

done from 10 copies of questionnaires that were adminis-

tered to 10 customers from other commercial banks. 

The variability and reliability of questionnaires were tested 

from different customers from other commercial bank 
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which are not part of the not case study and SPSS was used 

to access average variance extracted and compared to 

measure, and Cronbach’s Alpha coefficient was used. 

The results from the reliability test demonstrated that all 

the variables under this study passed the reliability test 

where the Cronbach’s Alpha Coefficients were  0.880 for 

ATM,  0.865 for Telephone Banking, 0.800 for Internet 

Banking, 0.889 for Retail agents,  0.790 for POS. Thus, 

these results showed that all independent variables are 

highly reliable 

For the dependent variables, it was shown that the 

Cronbach’s Alpha Coefficients were:  0.854 for reliability 

services, 0.874 for responsiveness, 0.861 for assurance of 

service, 0.822 for tangibility of service and 0.845 for cus-

tomer loyalty. All of the statistical evidence from 

Cronbach’s Alpha Coefficients show that the variables of 

dependent variables are also highly reliable; all the indica-

tors of variables and those of value creation passed the 

minimum coefficient test requirement of 0.79.   

3.7. Multiple Regression model 

There was a test of multicollinear, normality and a test of 

autocorrelation to establish that  the results were not biased 

before any inferences were made. 

RES= β0+ β1ATM+ β2TEB+ β3INB+ β4REA+ β5POS+ μ 

Model 1 

RPS= β0+ β1ATM+ β2TEB+ β3INB+ β4REA+ β5POS+ μ 

Model 2 

ASS= β0+ β1ATM+ β2TEB+ β3INB+ β4REA+ β5POS+ μ 

Model 3 

CL= β0+ β1ATM+ β2TEB+ β3INB+ β4REA+ β5POS+ μ 

Model 4 

TAS= β0+ β1ATM+ β2TEB+ β3INB+ β4REA+ β5POS+ μ 

Model 5 

QSD= β0+ β6DFS+ μ Model 6 

4. Results and Discussion 

This section presents the data, the analysis and interpreta-

tion of the data. It contains their perceptions on each of the 

sub variables as well as the regression model analysis for 

the hypotheses testing. 

4.1 Testing Hypotheses 

Regression analyses are a set of statistical techniques that 

allow one to assess the relationship between one dependent 

variable and several independent variables. This section 

concerns the determination of the best variables of digital 

financial services that best predict the quality of service 

delivery within Rwandan  commercial bank. This was done 

by using the multiple regression analysis for testing hy-

potheses that have been formulated in chapter one.   

Testing Null Hypothesis H01 

Hypothesis One: There is no significant effect of DFS on 

Reliability on quality service delivery. 
The results from findings indicated the effect of 

digital financial services on Reliability of services in com-

mercial bank (β1=.012; t=.156; p-value (sig of 0.876) 

>0.05). This means that ATM doesn’t have an effect on the 

reliability of services in Rwandan commercial bank.  

The result from the table above shows that telephone Bank-

ing has positive but insignificant effect on reliability of ser-

vices in  commercial bank ((β2= 0.021; t=0.164; p-value > 

0.05). This means that telephone Banking doesn’t have 

an effect on reliability of services. 

The results again indicated that internet banking has 

positive but insignificant effect  on reliability of ser-

vice in  commercial    bank. (β3= 0.19; t=660; p-

value > 0.05). This means internet banking doesn’t 

have any effect on reliability of service in  commer-

cial bank. However, retail agents have a significant 

effect on reliability of services in  commercial bank 

(β4= .474; t= 3.152; p-value of 0.02 < 0.05). This 

means that retail agents have an effect on reliability 

services in commercial bank.   

The results showed that POS (point of sales) has a 

positive but insignificant effect on reliability of ser-

vices in commercial bank (β5= .058; t=.525p-value 

of .600 > 0.05). This means that point of sales 

doesn’t have an effect on the reliability of services at 

commercial banks.   

    RES= β0+ β1ATM+ β2TEB+ β3INB+ β4REA+ 

β5POS+ μ Model 1. Therefore, based on the results 

the econometric model one is represented as follows: 

RE      RES = 2.604 + 0.12ATM+ 0.21TEB+ 0.119INB+ 

0.474 REA+ 0.58POS +0.659 

Where; 

RES: Reliability of Services 

REA: Retail agents 

ATM: Automated teller Machine 

TEB: Telephone Banking 

INB: Internet Banking 

POS: Point of sales 
  Testing Null Hypothesis H02 

  Hypothesis Two: There is no significant effect of DFS on 

Responsiveness of service at commercial banks. 

 The results indicated the effect of digital financial services 

on responsiveness in commercial bank (β1=.009; t=.115; p-

value (sig of 0.909) >0.05). This means that ATM doesn’t 

have an effect on responsiveness in commercial bank.  

The results shows that also telephone Banking has positive 

but insignificant effect on responsiveness (β3= 0.26; t=200; 

p-value of (0.841) > 0.05, this mean that telephone banking 
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doesn’t have an effect on responsiveness in commercial 

bank 

 The results again indicated that internet banking 

has positive but insignificant effect on responsiveness in 

commercial bank (β3= 0.117; t=657; p-value of (0.514) > 

0.05). This means internet banking doesn’t have any effect 

on responsiveness in commercial bank. Also retail agents 

have a significant effect on responsiveness in commercial 

bank (β4= .498; t= 3.331; p-value of 0.01 < 0.05). This 

means that retail agents has an effect on responsiveness in  

commercial bank.   

The results showed that POS(point of sales) has positive 

but insignificant effect on responsiveness in  commercial 

bank (β5= .079; t=.713p-value of .0.477 > 0.05). This 

means that point of sales doesn’t have effect on respon-

siveness at commercial bank.  The second model of the 

study was as follows: 

     RPS= β0+ β1ATM+ β2TEB+ β3INB+ β4REA+ β5POS+ μ 

Model 2 

      Therefore, based on the results the econometric model one 

is represented as follows: 

               RPS= 2.604 + 0.09TM+ 0.26TEB+ 0.117INB+ 0.498 

REA+ 0.79POS +0.659 

Where; 

RES: Reliability of Services 

REA: Retail agents 

ATM: Automated teller Machine 

TEB: Telephone Banking 

INB: Internet Banking 

POS: Point of sales 

Test Null Hypothesis Three (H03) 

Hypothesis Three: There is no significant effect of DFS on 
Assurance of service at commercial banks. 

 

The results  indicated the effect of digital financial services 

on assurance of services in commercial bank (β1=.272; 

t=4.664; p-value < 0.05). This means that ATM have effect 

on assurance of services in commercial bank.  

The result shows that also telephone Banking has positive 

and significant effect on assurance of services (β3= 0.340; 

t=3.437; p-value < 0.05, this mean that telephone banking 

has effect on assurance in commercial bank 

The results again indicated that internet banking has posi-

tive and significant effect on assurance of service in 

commercial bank (β3= 1.145; t=8.267; p-value < 0.05). 

This means internet banking has effect on assurance of 

services in commercial bank. Also retail agents have posi-

tive but insignificant effect on assurance of services in 

commercial bank (β4= .225; t= 2.206; p-value of 0.29 > 

0.05). This means that retail agents doesn’t have effect on 

assurance of services in commercial banks.  The results 

showed that POS (point of sales) has positive and signifi-

cant effect on assurance of services (β4= .784; t= 9.169; 

p-value < 0.05).  This means that point of sales has effect 

on assurance of services in commercial bank.  The model 

three of the study was as follows: 

     ASS= β0+ β1ATM+ β2TEB+ β3INB+ β4REA+ β5POS+ μ 

Model 3 

Therefore, based on the results the econometric model one is 

represented as follows: 

            ASS= 2.604 + 0.272TM+ 0.340TEB+ 1.145INB+ 

0.255REA+ 0.784POS +0.659 

Where; 

RES: Reliability of Services 

REA: Retail agents 

ATM: Automated teller Machine 

TEB: Telephone Banking 

INB: Internet Banking 

POS: Point of sales 

Test Null Hypothesis Three (H04) 

Hypothesis Four: There is no significant effect of DFS on 
customer loyality at commercial bank. 

The results indicated the effect of digital financial services 

on customer loyalty in commercial bank (β1=.016; t=.212; 

p-value of .833 > 0.05). This means that ATM doesn’t have 

an effect on customer loyalty in  commercial bank.  

The results shows that also telephone Banking has positive 

but no effect on customer loyalty (β2= 0.016; t=.127; p-

value of .899> 0.05, this means that telephone banking 

doesn’t have an effect on customer loyalty in  commercial 

bank 

The results again indicated that internet banking has posi-

tive but no effect on customer loyalty in commercial bank 

(β3=.118; t=.649; p-value of .517>0.05). This means in-

ternet banking doesn’t have an effect on customer loyalty 

in  commercial bank. Also retail agents have positive and 

has an effect on customer loyalty in commercial bank 

(β4= .456; t= 3.014; p-value < 0.05). This means that re-

tail agents have an effect on customer loyalty in commer-

cial bank.   

The results showed that POS (point of sales) has positive 

but no effect on customer loyalty (β4= .784; t= .687; p-

value of .493 > 0.05).  This means that point of sales 

doesn’t have an effect on customer loyalty in  commercial 

bank.  The model three of the study was as follows: 

     CL= β0+ β1ATM+ β2TEB+ β3INB+ β4REA+ 

β5POS+ μ Model 4 

Therefore, based on the results the econometric model one 

is represented as follows: 

           CL=2.604 + 0.16TM+ 0.16TEB+ 0.118INB+ 

0.456REA+ 0.77POS +0.659 

Where; 

RES: Reliability of Services 
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REA: Retail agents 

ATM: Automated teller Machine 

TEB: Telephone Banking 

INB: Internet Banking 

POS: Point of sales 

Test Null Hypothesis Three (H05) 

Hypothesis Five: There is no significant effect of DFS on 
tangibility of service at commercial banks. 
The results  indicated the effect of digital financial services 

on tangibility of service in commercial bank (β1=.103; 

t=1.836; p-value of .068 > 0.05). This means that ATM 

doesn’t have an effect on tangibility of service in commer-

cial bank.  

The results show that also telephone Banking has positive 

and has an effect on tangibility of service (β2= .302; 

t=3.182; p-value < 0.05, this means that telephone banking 

have effect on tangibility of service in commercial bank 

The results again indicated that internet banking has posi-

tive but no effect on tangibility of service in commercial 

bank (β3=.180; t=1.352; p-value of .178.>0.05). This 

means internet banking doesn’t have an effect on tangibil-

ity of service in commercial bank. Also retail agents have 

positive value but doesn’t have an effect on tangibility of 

service in commercial bank (β4= .193; t= 741; p-value of 

0.84 > 0.05). This means that retail agents doesn’t have an 

effect on tangibility of service bank.   

The results showed that POS (point of sales) has positive 

and has an effect on tangibility of service (β5= .680; 

t=8.282 p-value < 0.05).  This means that point of sales 

has effect on tangibility of service in commercial bank.  

The model three of the study was as follows: 

    TAS= β0+ β1ATM+ β2TEB+ β3INB+ β4REA+ β5POS+ μ 

Model 5 

  Therefore, based on the results the econometric model one is 

represented as follows: 

           TAS= 2.604 + 0.103TM+ 0.302TEB+ 0.180INB+ 

0.193REA+ 0.680POS +0.659 

Where; 

RES: Reliability of Services 

REA: Retail agents 

ATM: Automated teller Machine 

TEB: Telephone Banking 

INB: Internet Banking 

POS: Point of sales 

Test Null Hypothesis Three (H06) 

Hypothesis six: There is no significant effect of DFS on 

quality service delivery at commercial banks. 

The results indicated the effect of digital financial services 

indicators jointly on quality service delivery in commercial 

bank (β1=.355; t=4.897; p-value < 0.05). This means that 

ATM as one of digital financial service indicators have effect 

on quality service delivery in commercial bank. The results  

shows that also telephone Banking have positive and doesn’t 

have an effect on quality service delivery (β2= .259; t=2.113; 

p-value of 0.036>0.05, this means that telephone banking 

doesn’t have effect on quality service delivery in commercial 

bank. 

The results again indicated that internet banking has posi-

tive and have an effect on quality service delivery in  

commercial bank (β3=.614; t=3.567; p-value < 0.05). Also 

retail agents have positive value and have effect quality 

service delivery in commercial bank (β4= .590; t= 

4.111; p-value < 0.05). 

The results showed that POS (point of sales) has pos-

itive and no effect on quality service delivery (β5= 

.143; t=1.343 p-value of 0.181> 0.05).  This means 

that point of sales doesn’t have effect on quality ser-

vice delivery in commercial bank. The model three 

of the study was as follows: 

QSD=β0+ β1ATM+ β2TEB+ β3INB+ β4REA+ β5POS+ 

μ Model 6 

Therefore, based on the results the econometric model 

one is represented as follows: 

           QSD=2.604 + 0.355TM+ 0.259TEB+ 0.614INB+ 

0.590REA+ 0.143POS +0.659 

Where; 

RES: Reliability of Services 

REA: Retail agents 

ATM: Automated teller Machine 

TEB: Telephone Banking 

INB: Internet Banking 

POS: Point of sales 

5 CONCLUSION AND RECOMMENDATIONS 

5.1. Conclusion 

Based on the findings of this paper, independent variables 

(ATM, telephone banking, internet banking, retail agent and 

point of sales) have a positive and significant effect on the 

quality of services delivered in commercial banks in Rwan-

da. This means that automated teller machines, internet 

banking and retail agents are important for quality service 

delivery in commercial banks. 

The paper concludes that digital financial services have 

positive and significant effects on quality service delivery 

in commercial banks. This means that as long as commer-

cial banks continue to enforce digital financial services, 

the quality of services and customers are be able to do any 

transaction in an efficient way. This paper also concludes 

that digital financial services have positive and significant 

effect on (reliability of service, responsibility of services, 

assurance of services, customer loyalty and tangibility of 

services). This indicates that once commercial banks con-
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tinue to protect and innovate those digital financial ser-

vices, the quality of services which is sometimes affected 

by many factors will be boosted. 

5.2. Recommendations 

Based on the aforementioned findings of the study, the fol-

lowing recommendations were made to management of 

commercial bank( BK ): 

1. More ATMs should be installed in different areas so 

that some clients who live from those areas can ac-

cess digital financial services. 

 

2. Commercial banks should make sure that there is 

money in those ATMs 

3. Commercial banks should care about those custom-

ers who don’t have phones which can facilitate them 

like to install bank application so that they can ac-

cess digital financial services. 

4. Internet banking should be strongly protected so that 

customers can trust doing transactions online 

5. Retail agents are still few, those banks should in-

crease agents especially BK which has less retail 

agents since they help customers to get bank ser-

vices immediately by using their cards 

6. Those banks should enforce professionalism of their 

employees since customers still need services and 

go to banks. This means employees of those banks 

should know better how to provide good services to 

customers since some customers are still unhappy 

with the services they get from those bank.  
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