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ABSRACT

The study sought to examine Short Messaging Se(8bS) as a marketing communication tool and custom
satisfaction in banking. The study draws on mudtitables to explain consumer perception of recgitaxt
messages and the influences on understanding a@broes satisfaction in the banking industry. The key
variables that were related to customer satisfadtioluded benefits of SMS, facilitation of relatghip, SMS as
nuisance and the relationship between Short Measgdggrvice (SMS) and customer satisfaction. Thasifs
were measured against customer understanding tdmas care by selected banks in the Kumasi Metispol
One hundred and three (103) customers participetetie study through random selection. A Likertlsca
guestionnaire was used to gather responses froncusimmers. The study found that there is relatign
between SMS and customer understanding of custoarerand customer satisfaction. There was no titatis
significance of the contributory variables, satisien however, showed a highly statistical sigmifice
relationship with Short Message Service (SMS) ameketing communication tool in the banking indystr

Keywords: Short Messaging Services, customer satisfactiorketiag communication

INTRODUCTION

Bank customers, nowadays, have a wide range obropto conduct banking transactions. One of thiitfes

of conducting a banking transaction, which is asgy to access, is SMS banking. Previously, SM%ihgn
was only available at Bank Islam Malaysia Berhaan{® but now this banking channel facility is aedile at
most commercial banks in Malaysia. Recently, Baikp@nan Nasional (BSN) offered SMS banking to its
clients for the purpose of account balance qualypélyment and more. By definition, SMS bankinglisfined

as a banking transaction through short messagimiceg SMS) using mobile phone (Amin, 2007). Presiy,
SMS evolved among people as a key social memo riaem with family members, friends, and teacheits. A
present, SMS has evolved as a medium of dissemgatinking information to make individual contadthw
banks better (Amin, 2007). SMS banking was firstadiduced in 2004 in Malaysia. Since then, SMS bagnkias
become an interesting topic of research, not anlMalaysia but also in other countries (MattilaD20Kleijnen

et al., 2004; Laforet and Li, 2005).

The mobile channel is fast becoming an importanimanent of business communications strategies wiaél
SMS or text messaging is an effective tool for bess communications because of its simplicity, edaese
and reach. SMS is available on virtually all molglones and over all mobile networks with a redch hillion
phones worldwide, making it the world’s most peivascommunications technology. For example, in the
United States alone, consumers exchanged more5Sthaltion text messages per day in March 2010 (CTIA
2010). And, according to Nielsen Mobile, the averagnsumer sends 600 messages per month compared to
using less than 200 voice minutes. It is astounthiag almost one quarter of the U.S. populatioadiin mobile-
only households, meaning that they have substitineid landline for mobile phones (CTIA, 2010). thss trend
continues, the ability to communicate with consusnga mobile phones is going to become vital. Tagoff is
significant considering that more than 90 percénéxt messages are opened and read, comparesktthén 40
percent of email solicitations, according to researommissioned by Single Point in June 2010.

The usage of SMS continues to grow because itriplsi easy to use and has enormous reach. Ultiynatel
consumers like to have choices in the way they conicate with businesses and increasingly consuarers
turning to SMS.

Organizational communication now has emerged tafémportant tool to every firm’s success; therefor

several inventions of marketing communication hamerged to help firms achieve their communication
objectives. Marketing Communication has been ddfibg Clow et al, (2007) as “messages and relatediane
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used to communicate with a market”, marketing comigations is the promotion part of the marketingt jodi

the marketing mix or the 4Ps which are productcegripromotion and place. There are several forms of
marketing communication which includes; advertisis@es promaotion, sponsorships, personal selliigdirect
marketing. Any or a combination of the above camged by a firm to achieve its communication olyest

A critical look is given to direct marketing in thcontext. Direct marketing is said to be “direataching a
market (customers and potential customers) onsopat (phone call, private mailing) basis or masslimbasis
(infomercials, magazines). It is therefore saidb® reaching a customer base with the messages of an
organization which is done internally (meaning &isrno use of advertising agencies).

The use of direct marketing has become a key figutee banking industry nowadays. This has beem rasult

of inability to attend to the growing size of custers on an individual basis. This lead to the dgwalent of
electronic banking in the sector, whereby custonuans access their banking needs through the ugbeof
internet and also mobile phones specifically textssaging. Text messaging banking since its incepies
reduced the pressure on banks to serve its clentaore customers can receive their services anghenes
through text messages. Text messages sent to arsttiave over the years come with merits and désn@tiis
paper therefore sought to examine the use of SMBSswmer perception, customer expectation of theofise
SMS by banks, the extent of benefits SMS providecustomers and the relationship between SMS as a
marketing communication tool and customer sati&fadn the banking industry in the Kumasi Metrapol

LITERATURE REVIEW
MOBILE BANKING

Internet and mobile technologies are increasingiynd adopted and utilized in the banking industhys has
reshaped the consumption of financial servicesKkanen, 2005),

In this research we analyze the security of eleatrbanking services with an emphasis on mobile rnence
transactions with a focus on mobile banking usirpite devices specifically cell phones.

Electronic banking is considered a way of delivgriranking services through the internet to the gones at a
reduced cost to the banking industry and improwea/enience to the customer (Pousttchi and Sch20ig4),

However there exists a low internet connectivitytlie developing countries given the costs of cotioec
especially in rural areas and yet banking servitesd to be brought closer to the population to echa
development (Kenny, 2000). A viable solution hesemobile banking. Here we are interested in what th
implications are in the terms of security and atsthe economic viability of these technologiedd&veloping
countries.

Mobile commerce shall be defined as commercialsation activities carried out via communicatiotwaeks
that interface wireless or mobile devices.

A mobile device is a device used to connect to adilaservice for example cell phones and Persorngitdd
Assistants (PDA). The high diffusion rate of molgleones coupled with the stability of mobile comieation
technologies have greatly contributed to the endiamant of mobile banking solutions in the provisioh
financial services in the world (Mallat et al., 200Mobile banking is considered as a service ¢natbles users
to receive information regarding the status ofrtlaeicounts, to transfer among bank accounts, ibtitéae stock
trading and direct payment confirmation using mekbliévices.

TRENDSIN MOBILE BANKING

Mobile Banking (also known as M-Banking,) is a tewsed for performing balance checks, account trdioses,
payments etc. via a mobile device such as a mahitene. Mobile banking today is most often performid
SMS or the Mobile Internet but can also use spegxiarams downloaded to the mobile device (Riiva0i05).

The advance of the Internet has revolutionized wlagy the financial services industry conducts bussne
empowering organizations with new business modeld aew ways to offer 24x7 accessibility to their
customers.
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The ability to offer financial transactions onlihas also created new players in the financial sesvindustry,
such as online banks, online brokers and wealthagens who offer personalized services, although players
still account for a tiny percentage of the industry

Over the last few years, the mobile and wirelesekatdhas been one of the fastest growing marketsenworld
and it is still growing at a rapid pace. Accordittgthe GSM Association and Ovum, the number of heobi
subscribers exceeded 2 billion in September 2008,rmw exceeds 2.5 billion (Stephan, Herstat & @bus,
2006)

Many believe that mobile users have just starteflilty utilize the data capabilities in their modiphones. In
Asian countries like India, China, Indonesia andifines, where mobile infrastructure is comparalty better
than the fixed-line infrastructure, and in Europeanintries, where mobile phone penetration is \egh (at
least 80% of consumers use a mobile phone), mbhit&ing is likely to appeal even more.

This opens up huge markets for financial institagionterested in offering value added serviceshWibbile
technology, banks can offer a wide range of sesvitetheir customers such as doing funds transfétew
traveling, receiving online updates of stock prcesven performing stock trading while being stirchraffic.
According to the German mobile operator Mobilconobife banking will be the "killer application" fadhe next
generation of mobile technology.

Mobile devices, especially smart phones, are thetnpoomising way to reach the masses and to create
“stickiness” among current customers, due to theitity to provide services anytime, anywhere, higte of
penetration and potential to grow. Shipment of $rphones is growing fast, and should top 20 millimits (of
over 800 million sold) in 2006 alone (Stephan, lt&r& Cornelius, 2006)

CONCEPT OF SHORT MESSAGING SERVICE (SMS)

Text messaging, or texting, is the act of typingl @ending a brief, electronic message between woare
mobile phones or fixed or portable devices ovehang network. The term originally referred to megssasent
using the Short Message Service (SMS); it has grmwinclude messages containing image, video, andd
content (known as MMS messages. The sender ot anessage is known as a texter, while the sertéedf has
different colloquialisms depending on the regianmby simply be referred to as a text in North Aiceerthe
United Kingdom, Australia and the Philippines, adsin most of mainland Europe, and a TMS or SM$han
Middle East and Asia.

Chaffey et al, (2009) define Short Messaging Ser¢®MS) generally called ‘texting’ as a form of aihbut it
creates communication between mobile phones r#tharpersonal computers.

Cheng et al (2009) argued that it is too fast comigation service and it delivers with in a very ghiime.
Cheng et al (2009) explain some of the benefitSME as a marketing communication tool as: high dpert
message delivery, Interactivity, More customer he@dass communication) and response rate for SMivas
times more than direct postal mail.

Dickinger et al. (2004) argued that SMS marketmgeary much cost effective and the only cost witichpany
has to bear is the cost of purchasing phone numbleich normally goes up to 30 U.S dollars for 1@dtne
numbers however this cost seems very minor aferStMS reaches to its exact target customer. Funtbre,
Menke (2007) argued that mobile phone technologleiseloping very rapidly and because of this gimaease
in the number of mobile users marketers have gatenepportunity to use this channel effectively foe
communication.

According to Fill (2005) the financial industry cget benefits from this SMS service as it is same-aail and
likewise sales promotion and brand awareness camdated by using mobile marketing. Furthermorebitao
coupons for price discount can be sent through M§enerating sales promotion (Carter, 2004).

Text messages can be used to interact with autonsgtstems to, for example, order products or sesyior
participate in contests. Advertisers and servicavigers use direct text marketing to message maitilene
users about promotions, payment due dates, insfeaging mail, e-mail or voicemail.

In a straight and concise definition for the pugmsf this English Language article, text messaginghones
or mobile phones should include all 26 lettershaf alphabet and 10 numerals, i.e., alpha-numergsages, or
text, to be sent by texter or received by the txte
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SM Sin the Banking Environment

SMS deployment in financial services closely aligoghe implementation of mobile banking. Tower o
projects that the base of mobile banking customaéiggrow from 18 million globally in 2010 to morthan 53
million in 2013. Mobile banking transactions willirgie to more than 14 billion globally during thergaperiod.
FSls that deploy SMS strategies consistently réfae conclusions. First, opt-in customers, byrthature, are
receptive to SMS communications. Second, FSIs gaeat a reduction in call center contact once gusts
link balance alerts and event notifies to theirkiag habits. Finally, empowering the customer tbbcate the
velocity and type of communications enhances lgyatid retention (Woodburn, 2002).

Financial institutions continue to deploy mobilenkimg and payments capabilities to a consumer Heeteis
increasingly reliant on mobile devices. Some finahinstitutions choose a particular mobile modald deploy
mobile banking (typically mobile Web, a downloadaliobile application, or SMS) to minimize their
investment and downside exposure; more robust anagicover multiple modalities. Regardless of thelality
they deploy initially, financial institutions everdlly realize that no single mobile banking modalitest
supports all users across all transactions. Towesugs continues to recommend that financial services
institutions deploy mobile banking and payment®ossrall available modalities, develop and depl@&yrttobile
capabilities most aligned with each modality, aldvatheir customers to select their preferred niibglddased
on their individual needs and preferences.

The SMS mobile banking modality has the unique athge of reach. The vast majority of handsets stippo
SMS, whereas less than half support mobile Webeamah fewer support mobile applications. This mixyma
change over time as advanced handsets become ru®ly available, but text messaging is and will taue to
be the most used feature of a Smartphone. Funpleeforming mobile transactions is generally farcifer via
SMS than via modalities that require multiple natign steps for the consumer to find the correcb\fage to
execute a desired transaction (Suoranta & Magd@4)

Push vs. Pull as strategiesfor text message in banking

Today, marketers use push and pull strategies wiedimering text messaging to their clients (Schetrlal.,
2005).While push strategy campaign, a predominagthaod, involves delivering unsolicited messagedl pu
strategies involve delivering messages based dormass’ requests (e.g., based on information tleyd via
mobile applications or on banner ads). A study ligkidger & Haghirian (2004) found that 50 percehtext
messages were in a push mode, 45 percent in pdilbparcent in both. Even though push strategiesnanre
economical to companies than that of pull strategieistomers may view the unsolicited contentsasdive
and unwelcome (Yunos et al., 2003).

SM S Convenience Factor to Customers

The convenience of executing simple transactiomssamding out information or alerting a customérsugh
text messages is often the overriding factor tlahidates over the skeptics who tend to be overttgmiby
security concerns.

As a personalized end-user communication instrunteday mobile phones are perhaps the easiest ehann
which customers can be reached on the spot, asctrey the mobile phone all the time no matter &hiiey
are. Besides, the operation of SMS banking funetipnover phone key instructions makes its use wmple.
This is quite different from internet banking whichn offer broader functionality, but has the latiitn of use
only when the customer has access to a computethardternet. Also, urgent warning messages, ascBMS
alerts, are received by the customer instantangouslike other channels such as the post, emati&rhet,
telephone banking, etc. on which a bank's notificestto the customer involves the risk of delayetivéry and
response.

The SMS banking channel also acts as the bank’sisnefalerting its customers, especially in an g@ecy
situation; e.g. when there is an ATM fraud happgrnimthe region, the bank can push a mass alé¢hio{agh not
subscribed by all customers) or automatically atemt an individual basis when a predefined ‘abnormal
transaction happens on a customer’s account uss@TM or credit card. This capability mitigate®thisk of
fraud going unnoticed for a long time and increasestomer confidence in the bank’s information ey
(Grénroos, 1994).

CUSTOMER SATISFACTION

Businesses need to attract and establish a custoariet and would need to retain it through satisfa. That

is the key to its business performance (Johnsah,e2000). In order to attain this goal, a compahguld have a
high satisfaction rate from its clients. The ingieg competition, whether for profit and non-prgfitrposes, is
forcing the business sectors to pay much and nteten to satisfying customers. Colgate (199@)gests that
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increased levels of customer satisfaction and tgyak frequently attributed or linked to positivetcomes for a
firm. Measurement of the rate of customer satigfacts also a measurement of how products and ceEgvi
supplied by a company meet or surpass customecttms. It is seen as a key performance indicator.

This is due to the fact that one of the factorsdeeein order to attain high competency and alsd hig
competitiveness is a high market share throughmareased, established and well-sustained customereat
population. Industries are beginning to understaedconcept that their customers, the ones whohpsectheir
products and use their services, are the primavedr of their position on the profitability ladde3atisfaction is

a multidimensional construct which has been conmdjzed as a prerequisite for building relationshgmd is
generally described as the full meeting of one’peexations (Oliver, 1980), and is a feeling ortadte of a
customer towards a product or service after itdeen used (Jhan and Khan, 2008).

Industries also recognize that the support of th&tamer requires a complex infrastructure whichutthmot
only design, produce, and distribute a producteswise which can be used by the customer withoat &
defect, it should also contain a mechanism whetbhbycustomer is effectively supported (Lowenst&®97).
Anderson and colleagues (1994), found out that sfinvith higher reported satisfaction levels alsowsho
significantly higher returns. They say that an airnlfs increase in customer satisfaction is worthLam%
improvement in current return on investment.

Companies then need to align their activities affdrts to satisfy and retain customers, agreeingttom
importance of customers in driving performance (3am et al., 2000). As markets shrink, companies ar
scrambling to boost customer satisfaction and kitsfir current customers rather than devoting aoio
resources to chase potential new customers. THi@dause it costs five to eight times as much tongev
customers than to hold on to old ones is key toetstdnding the drive toward benchmarking and tragki
customer satisfaction (Cacippo, 2000).

Satisfying and keeping customers is simply lesepgjve than constantly replacing them. They havegeized
that quality and satisfaction are not enough tosbdbe profitability of the business, thus they ameving
beyond by focusing directly on customer loyaltytlas key (Johnson et al., 2000). Because of thisipemies
are re-aligning their efforts and strategic plamsdrds increasing customer satisfaction and estabg loyalty
from the clients or the customers who are purclgasmavailing the services being provided by thenpany.
Researchers have also argued that increasing ceistoyalty helps to create future revenues (Foyri€B2),
decrease price elasticity (Anderson, 1996) and aedwst of future interactions (Reicheld and Saske?0).
Because of this, organizations are increasinglgrésted in retaining existing customers while téingenon-
customers, measuring customer satisfaction provatesndication of how successful the organizatienai
providing products and/or services to the markeglalhe tireless pursuit of improvement would notyo
increase efficiency but also increase customesfsation in the process, saving enough on costdending in
enough new and repeat business to more than coyen@enditures quality (Johnson et al., 2000).

Customer satisfaction is a psychological stategfadmess should then be taken when measuring impédtors
that are prospering in the new global economy reizegthat measuring customer satisfaction is a Kays is
because of doing so, industries can hold on tatistomers they have and understand how to bettactabhew
customers (Cacippo, 2000). Customer feedback osunements of customer satisfaction can help ideatif
risk customers, employees and partners before #neylost. Customer satisfaction measurements czm al
provide valuable insights into new products or BEw your customers want, putting one’s companychle
the competition (David, 2006).

The measurements or surveys of customer satisfacio be used to measure satisfaction with botrriat
services such as human resources, information eémipyy financial, and contracting and external oosrs
(Schay et al., 2000). Companies who will be susftksecognize that customer satisfaction is acatitstrategic
weapon that can bring increased market share amdased profits (Cacippo, 2000). There had beeast afl
mechanisms and surveys devised in order to me#seigatisfaction level of a number or part of tpuydation
toward the performance and services rendered kgrtaic company which also allows researchers tdyasa
areas that are important and have much room forawgment (Colgate, 1997).

Because of the growing demand and interests incttstomer satisfaction, all industries, includinghkiag
industries have been affected by this phenomenomeSgovernment agencies have also established and
deployed an agency wide customer satisfaction gutlvat represents the best science and practickntpdo
customer satisfaction (Schay et al., 2000).
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Banks may differ in their ability and willingness $atisfy customers with their service. Accordiag~aulhaber
(1995) suggests that customer satisfaction may tighdy profitable strategy for banks. Vavra (19@xplains
that financial marketers appear to have overlodkedfundamental truth that the longer an instituti@eps a
customer, the more profitable the customer beco®Basks then need to maximize their satisfactiorh wlite

institutions. Customer satisfaction can be coreglatith a number of factors. In a study conductedblgate
(1997), he has found out that customer servichasntost important factor that influences satistactiates or
levels. Followed by relationship closeness, lisigrio the needs of customers and value are alsigificance.

According to Taylor (2004) decisions and discussioagarding the level of service to be providedagiv
include the cost impact and relationship to custolifie time value, competitive pressures and thentwand
demands of the customers.

There is a significant difference in customer astal gatisfaction in both private and public sectors.

A study showed that layoff threats, quick turn gMess welfare schemes, and less scope for vegioalth
increase job dissatisfaction (Bajpai and DeepalQ420Experts have developed a structural model hvhic
incorporates bank decisions on productivity, risking and customer satisfaction into an equilibrionmdel of
banking markets.

Faulhaber (1995) found that greater customer satish correlates with greater profitability, pripally due to
higher levels of demand

It has been a growing trend today, for banks to emaway from a transactional-based marketing approaa
relationship-based approach that has its coredbegnition of the lifetime value of the customeatiSfaction
with banking services has been an area of growitegests to researchers and managers. There amakzenof
studies supporting and reinforcing that customésfsation is linked with performance of the barfgkam and
Khan, 2008). Customer satisfaction in the retaiikiag industry has been studied by a number ofarebers
including Ahmad (2002), along with customer prdfitdy management being integrated and optimizettiie
customer (James, 2004). There has been a postiatonship that has been established betweenyegni
satisfaction (Athanassopolous, 2004).

RESEARCH METHODOLOGY

Sampling issues- the study relied on the customer of the varicaiskiscattered at the central business district in
the Kumasi metropolis. One Hundred and three (k&fomers of three banks were randomly selected to
participate in the study, which investigates customerceptions of SMS as a communication tool isueng
customer care.

Data collection instruments-Questionnaire was used as data collection instrtsrfenthe study. Questionnaire
is a structured technique for data collection cstitgj of a series of questions, written or verlibht a
respondent answers to (Malholtra & Birks, 1999)e Tuestionnaire helped in collecting specific resgs to
specific questions that aim to answer the reseguastions and provide grounds for testing of thedyst
assumptions. The study used a Likert scale quewtion (5-strongly agree, 4-agree, 3-neutral, 2eptess,
strongly disagree) to collect field data from thepondents.

Data analysis-data was analyzed quantitatively and edited ireotd check mistakes and consistencies. Data
was first analyzed using frequency tables and titited further with bar chart, pie chat and perages.
Statistical package for social science (SPSS) wad to tabulate the data and derived the frequiaidgs and
charts for the interpretation and generalizatiothef response. Demographic characteristics oféepandents
were analyzed using descriptive statistical todlse various assumptions in the study were analymedg
symmetric measures for test of statistical sigaifice of the variables in relation to SMS and custom
satisfaction in the banking industry.

EMPIRICAL FINDINGS

Out of the 103 customers sampled, 75 (72.8%) doisti male and represent female, indicating a pigiportion of
males in customers sampled. Mean= (1.27), stardfandtion= (.447) and Variance = (.200)
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11 respondents were found to be technical/vocdtioolalers which represent 10.7%, 19 were also faonole
junior high school holders which represent 18.4%,SHS holder which represent 35.0%, while 36 ase al
tertiary education holders which represent 35% angas to be literate which represent 1%, it showet t
average educational background of the respondeéh®i it implies that majority of the responderdrev SHS
and tertiary holders. The standard deviation wa84l,.variance was 1.009.

35 of the respondents fall within the ages of 21y&@rs, 52 respondents’ falls within 31- 40 yeds,
respondents’ falls within 41-50 years, while 2 @sents’ falls above 51 years. Therefore, it indisagreater
number of respondent falls within 21 to 30 yearscihrepresents 57.3% and follows by 31 to 40 yedrich
represent 34.7%. It is assumed that majority ofréspondent fall within the working force since fwith are
also part of the force. And also the mean of trepoadent age was 1.53, which shows that averagefage
respondent is between 21 and 30 years: mathenhatieptesent 25.5 year. The standard deviatioh®figes of
respondents (SD=0.739) and Variance (V= 0.546).

SMSASA MARKETING COMMUNICATION TOOL

Communication: 71 of respondents which represent 68.9% stroagige that SMS from bank gives regular
information on transaction, 34 of respondents Whapresent 33.0% agree that SMS from bank gigslar
information on transactions, 15 of respondents Wwhiepresent 14.6% remained neutral that text massag
(SMS) from bank gives regular information on traet®n, 6 of the respondents which represent 5.B#gdee
that text massages (SMS) from bank gives regafarmation on transaction, and 4 of the respondeshish
represent 3.9% strongly disagree that text masg&ig&) from bank gives regular information omsaction.
The responses from customers of the selected vasiles summaries in a descriptive statistics, whiehegated
mean statistic (M=1.62), standard deviation stat{8D=1.112) and Variance statistic (V=1.238)

Facilitates relationship: 17 of respondents which represent 16.5% stroraglyee that SMS facilitates
relationship with the customers, 43 of responderitieh represent 41.7% SMS facilitates relationshith the
customers, 33 of respondents which represent 32e@¥rded neutral that SMS facilitates relationshith the
customers, 7 of respondents which represent 6.8%gdie that SMS facilitates relationship with thetomers,
and 3 of the respondents which represent 5.8% ngliradisagree that SMS facilitates relationshiphwibe
customers. Mean statistic (M=2.38) standard deviagiatistic (SD=.941) variance statistic (V=.885)

Influence Perception: 37 of respondents which represent 35.9% stroagsee that SMS influence their
perception of the bank as providing customer c28pf respondents which represent 22.3% agreeShts
influence perception of customer care, 22 of redpats which represent 21.4% were neutral that Si¥Gence
perception of customer care the commercial barksf¥espondents which represent 14.6% disagreeStis
influence perception of customer care, and 6 ofrdspondents which represent 5.8% strongly disatijrae
SMS influence perception of customer care by thaimk. Summary statistics of mean(X), standard dievia
(SD) and variance (V.) Mean statistic (M=2.31),nsl@rd deviation statistic (SD 1.262) and varianegissic
(V=1.548)

Nuisance 27 of respondents which represent 26.2% strorglgeathat SMS is not a nuisance, 33 of respondents
which represent 32.0% SMS is not perceive as noesaP0 of respondents which represent 19.4% remhaine
neutral that SMS is perceived as nuisance, 17 sgfaredents which represents 16.5% disagree that iSM&t
perceive as nuisance, and 6 of the respondenthwjresent 5.8% strongly disagree that SMS igpaateive

as nuisance. The descriptive statistics show a amnof Mean=2.44, SD=1.210 and Variance=1.464.

STATISTICAL TEST OF THE RELATIONSHIP BETWEEN SMSAND CUSTOMER SATISFACTION

A symmetric measures values obtained from theysthdwed a highly statistical significant betwediSSand
customer satisfaction in the banking industry. Imuestion item that purports to summaries the mielti
variables, the respondents indicated the leveltéfaction when they receive regular test messiges the
bank. The frequency distribution show that 42 apendents which represent 40% strongly agree SN&&
from bank increases customer satisfaction and sacep, 34 of respondents which represent 33.0%eathat
SMS from bank increases customer satisfaction amepdance, 22 of respondents which represent 21.4 %
neutrally agree that SMS from bank increases custagatisfaction and acceptance, 4 of respondenishwh
represent 3.9% disagree that text massage (SM@&h lrank increases customer satisfaction and acuapta
1.0% strongly disagree that text massage (SMS) BMS bank increases customer satisfaction andoé@cee.
The descriptive statistics results generated meistic (M=1.91), standard deviation statistic (8030) and
Variance statistic (V=0.865.)
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Symmetric Measures

Value Approx. Sig.
Nominal by Nominal Phi 469 .000
Cramer's V 469 .000
N of Valid Cases 103

The symmetric measures of the above information ties statistical significance of SMS and consumer
understanding of customer care as a tool for custaatisfaction. This item sought to specificalhdfout from

the respondents that SMS a tool for customer satish. V=.469 at relationship level. This indiesia highly
relationship between SMS and its influence on austo understanding of customer satisfaction. The
significance level (approx.sig =.000) which is Hightatistically significant at (p < .05), meang tfelationship
can be generalized to SMS as a suitable marketingrwnication tool for customer satisfaction in banking
industry.

CONCLUSION AND IMPLICATION

SMS in banking industry still is in a growing stagied has a long way to go before the sender ancetever
can fully utilize a service that can bring in agkiion. As the empirical data show relationshipween SMS
and consumer perception of customer care, meahaigistomers obviously react towards SMS as aetiack
communication tool in the banking industry. A salngial portion of the respondents were young peapt&do
not perceive SMS as nuisance. The approx. sig @).8i0ows that there is a statistically significeglitionship
between short massages services (SMS) and cussatigfaction. The findings can confidentially car# that
banking operations through text massage have pesffect on customer satisfaction.

The Banking industry is therefore required to imygrehe use of SMS to customers. Customer satisfatbiols
may be affected if the SMS tends to become a ncistnthe customers. Text messages which do neiaapp
be clearly defined may generate a negative respoileen customers rather than what is expected ¢ater
satisfaction.

In order to know what customers reaction and akittowards SMS in banking industry, it is importamt
recommend to managers in the banking industry3M$ banking emerging tool for marketing communimai
it broadens the theoretical foundations of direatkmating. Actually it is an interesting marketirgpt which can
reach the target customers.

On the other hand, SMS may disturb the customexdtieg in more negative perception about the pctsland
services of the bank. Therefore, the message neustebrelevant and interesting to the customersetessary
massage should therefore be avoided. Also massdgesd not be sent to customers at mid night aed th
account number should not be included in the massagause of security reasons. Lastly, better duves
should be set against standards to measure thi¢ aeslits impact on customer’s attitude. A liniiba of this
study is that it focuses on only on SMS as a margetommunication variable for customer satisfattio the
banking industry. Another limitation is that theidy did not use a big data set (n =103) and ordyges on one
sector (commercial banking) of the financial ingiin. It is expected that future study will utdizand build on
these findings for the entire financial industréensl also a bigger data set for study customerfaetiisn. Finally,
further study should address the customer satisfaédsues on other aspect of SMS and customesfaetion
such as security, private and confidential issues.
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