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ident from the literature that linking customer empowerment to consumer
ion: has become important. Customer involvement, firm's responsiveness and

e contact are the contexts measured for the above refationship.

mer tastes, preferences, and behavior continuously change with time. There is
0 nition of the importance of customer empowerment and satisfaction.
| here is very limited literature that discusses impact of such relationship in the
g industry. The literature disregards the factors of customer involvement, firm’s
ﬁéés, and face to face contact, while it is considered that customer

ment is major driver for consumer satisfaction.

jec_tlvé of this research is to investigate the relationship between customer
ent and customer satisfaction, and to study how this relationship is
'd":tjy: customer involvement, responsiveness to consumers, and face to face
yetween the customer and employee. To achieve this objective, a quantitative
 will be used with questionnaire as tool. SPSS software is used for descriptive

LS estimation software was used to test the relationships among the

ndings of the study indicate that customer empowerment has a positive impact on
atiéfaction and customer involvement. On the other hand, customer
ent has a negative insignificance on customer satisfaction. Whereas, firm's
sness and face-to-face contact have an indirect moderating effect on
er satisfaction. The results contribute to the body of knowledge on the role of

“empowetrment in banking.
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INTRODUCTION

r Introduction
provides a summary of the entire research. it starts by providing the

the study and identifying the problem by discussing the main issues of
that leads to the research gaps. It continues to outline the objectives of the
jefines the entire direction of the research and gives a clearer scope,

he 'research, and limitations of the research.

everal terminologies that were used interchangeably which may have
:s:. However, for the purpose of this research, these terms should
e mééning. Those terms are as follows: Customer and Consumer; Firm

ation: Sector and Industry.

becoming more and more important in the consumers’ daily routines. On
traditional banks and financial service providers are very slow to
dopt 1 Zéw technologies. This has not only kept them behind the eight ball,
opp_dﬁunities for non-financial organizations to step in and meet the

s'of the consumers (Eistert et al., 2012).

-shop, and the rapid advancement of online commerce have led the
d'o"-.shbpping anywhere and anytime. Such accessibility is astonishing not
s, but also organizations have access to their customers around the
sult, online retail modernized the business mode! and transformed how
ai:ltf).roac:!*\ed by their consumers. Although it is an astonishing effect on the

it is merely an evolution and far from revolutionary (Kucuk, 2012;

or
In the business world, continucus advancement of technology has always

frécf as opportunities.

of customer empowerment amongst researchers and practitioners has a

terest especially in the extent of e-commerce. Shilby (2009) explains
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red customer empowerment as assisting consumers to select whatever

1enever they want it, and on their desired terms. There is no consistency in

retailers, and brands via technological devices. In this era of the
ustomers, it proves without a single doubt that who is in control when it
bﬂ'yihé. Technology enables consumers, can know everything about their
instant. If, through cooperative communication can knockdown

ow challenging will it be for them to break or make a brand? (Schaefer,

atement

aw_cjrs, preferences, and tastes are dynamic and always change with the
_='_rr:1..arket. When organizations fail to meet the changing demands of their
3"ey"will fail to retain their consumers (Kim et, al., 2012). Not long ago,
ation seemed to be very effective to increase satisfaction and retain
is strategy followed mass production which was introduced decades ago.

ass customization seemed to be ineffective to meet each single consumer.

demographics keep on changing rapidly in many countries including
heir demand for speedy and safe access together with convenience of the
h :_é:r been growing rapidly. For the purpose of attracting new consumers and
e existing ones, banks are required to keep developing new ways of
Ig- consumers to use banking services that are automated which can cut out
costs that frustrates banks with channels of paperwork that are always
(ACI WorldWide, 2011).
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h companies have heard the voices of customers, control and power is
entralized. This is due to the fact that companies are still having the final
. hat should be provided to consumers (Fuchs, Prandelli and Schreier,
-studies indicated that 30,000 consumers in 13 different nations want to
ed - known, and heard; as current consumers are more vocal, connected,
ever (Schaefer, 2012; Schaefer, 2011; Wang, 2012). As such banking

{0 learn how to empower their consumers to shop how and whenever

'_i_ve discussions in the literature that emphasize on the importance of
action in the banking services. Arbore and Busacca (2009) highlighted
greater consumer satisfaction in the financial industry which include
el distance, opening hours, queuing time, ATM availability, parking
0 é_l quality (speed, reliability, accuracy, functionality), and several other
oﬁc’frﬁic, physical environment and relational quality. In other words,
g_i_ylng consumers all channels of empowerment to customers will the
tb:“ ichieve greater satisfaction level.

d r_l_é by Masrek, Omar and Khairuddin (2012} in Malaysia investigated
b'etWeen mobile banking use and consumer satisfaction and loyalty
ng findings. The results proved mobile banking utilization has positive
mer satisfaction but not loyaity. Only 4% of mobiie users in Malaysia are
b_anki'ng services. The authors highlighted that the’services mobite banking
] 'é_nt to influence customer satisfaction. Also, it was highlighted that not
av.e established mobile banking services and there is a risk of losing
6__bi|e banking is not implemented. Although mobile banking is not very
Malaysia due to lack of implementation by banks, it is widely used in many
é_iéveloped countries, consumers are bored with mobile banking and their
'Iréady led them to the adoption of e-wallets and banking through social
tudies have shown that consumers are already complaining that banks can't
ith’ﬁ'them. For example, banks take a week to process one transaction of e-

e the consumers are demanding it to be done instantly (Eistert et al., 2012).
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is. proves banks worldwide especially Malaysia cannot keep up with the
me}-jt_ of technology and the changing demands of consumers which negatively
mer satisfaction. Banks are required to cope with the changes and not the
ardund. For the purpose of this research, it is assumed that empowerment is

gi en to consumers in which requires investigation on how it affects customer

rch Objectives

ves of this research are as follows:

o investigate the relationship between customer empowerment and customer
isfaction

'eﬁStigate the effect of customer involvement on the relationship between

ge_n__'"_iér empowerment and customer satisfaction.

t'uay the effect of firm's responsiveness to customers that can enhances the

10néhip between customer empowerment and customer satisfaction.

ly the effect of face to face contact that can enhances the refationship

een customer empowerment and customer satisfaction.

' cance of the Study
should be of significance to government, academia and the industry. This
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:{he results will provide the core knowledge that allows the government to
nd the level of power provided by financial sector to the public. Not only that,

4rch will also help firms in the sectors to improve their processes which can

research. The first constraint of the research is its cross-sectional
cross-sectional research may restrict the study to provide

that depend on causation, suggesting that longitudinal research
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uggestions that represent the whole country. Obtaining wider participant around
| ntry could be very helpful. The study focuses on Negeri Sembilan due to

-and time consiraints, other regions in Malaysia can be considered for future

ope of the Study
research is piloted in West Malaysia specifically in Negeri Sembilan. The focus of
search is on individuals above the age of 18 with active bank accounts in the
rvice industry. This target focus was chosen due to the fact that they have
N wledge in this area and have the necessary information to measure the impact
sumer empowerment and customer involvement on customer satisfaction, and
é’_r face to face contact and firm's responsiveness increases their satisfaction

dividuals from all banks are selected through convenience sampling method.

itative research approach is used in this research. This approach includes a
uestionnaire that is used to measure the construct of consumer empowerment,
involvement, face-to-face contact, and firm's responsiveness. Structural
Model (SEM) is used on Partial Least Square (PLS) to measure the validity
eliability and hypothesis testing about the relationship among the constructs.

PSS software is used to analyze the respondents’ profiles through a descriptive

perational Definitions

erational definitions focus at the descriptions of

nyms: CE (Customer Empowerment), CS (Customer satisfaction), FR (Firm’s
ponsiveness), FF (Face to Face contact).

terms; (empowerment; satisfaction; involvement; face to face; firm's
onsiveness,; customer; Bank, Malaysia).

r related concepts/terms: (SEM — Structural Equation Modeling, PLS — Partial
18t Square).




