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Abstract

Adopting various technologies in enterprises was vital since it provided a quick service process. E-money
transfer services study aimed to evaluate customer satisfaction with e-money transfer services using the E-
SERVQUAL approach. The researchers used a descriptive-correlational research design and purposive sampling
to select 100 e-money transfer service customers in selected Cavite municipalities. The study's results revealed
that the participants were primarily young adult females, commonly single. The results showed that most
participants were college undergraduates with a monthly income of Php 10,000 and below. The study showed
that the customers were highly satisfied with e-money transfer services regarding reliability, security, website
design, accessibility, and personalization. In contrast, in terms of responsiveness, the customers were satisfied.
The study found that the biggest challenges in utilizing e-money transfer services were lack of prompt responses,
slow money processing, the possibility of committing fraud, lack of creativity of the website, not an accessible
website, and lack of expertise. This study showcased that the age of customers has a significant relationship to
the reliability and website design of e-money transfer services. Moreover, the sex of customers is significantly
related to the reliability and security of e-money transfer services. This study recommended that e-money transfer
services improve the e-service quality for customer satisfaction.
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1. Introduction

Various technologies surround people today. Technology advancements have a significant
impact on the lives of customers and businesses. It accelerates the ability to assist companies in working
more efficiently and effectively in less time (Wilburn & Wilburn, 2018) both in local and international
markets, such as the status quo perspectives of Southeast Asian countries (Mendoza & Tadeo, 2022).
One example is e-money transfer services. As defined by Suryandari and Setyari (2020), e-money is a
cashless method amenity gaining popularity among the general public. It can promote service
adaptability, efficacy, and privacy in various transaction needs. Non-cash transactions can also boost
productivity since they make it easier for firms to keep records of every transaction
(Octabriyantiningtyas, 2019). E-money transfer services might greatly benefit everyone because it
merely prevents a person from carrying excessive amounts of cash, particularly on lengthy and
potentially hazardous bus rides, and it's also managed effortlessly and efficiently (Chituru & Umezurik,
2022). Considerably, the utilization of various technology in business will aid in increased satisfaction
among its customers (Mendoza et al., 2023), enhance personal marketing strategies (Mendoza et al.,
2023) and boost potential profit in the long run. In business, customer satisfaction is essential because
it allows companies to collect and use customer feedback to manage and improve their operations.
However, it is challenging to establish whether the customers are satisfied with the availability of the
goods or services (Chattopadhyay, 2019). The service quality model measures the service quality
dimensions: responsiveness, adequacy, connection, civility, transmission, creditability, security,
customer perception/knowledge, and tangibles (Albalushi, 2020). As Nhung and Ngan (2022)
mentioned, e-service quality measurements delineate their impact on service quality assessment after
introducing the technology. It is the conditions that a website can establish to make effective online
services.
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Customers encountered difficulties in socialization, and it was challenging to trust online
services since money was involved. Moreover, there have problems during communication with
network service operations. It comprises failure of the process, lack of delivery, deficiency of services,
unfriendly staff, and uncertain results (Ngahu, 2019). In early 2000, the introduction of electronic
money technology, such as g-cash and smart money, was a radical approach that could threaten banking
and credit card (Chaves et al., 2019). Understanding the millenary generation's insight into electronic
money's advancement, difficulties, and advantages is critical, especially in the post-covid era.
Specifically, customers experienced obstacles in e-money, such as fear of losing cash, the uncertainty
of phone security, e-money system errors, and a diversity of other challenges (Pertiwi et al., 2021). In
addition, they perceived e-money to be more challenging to use than credit payments (Maulana &
Aryanti, 2018). Customer satisfaction and service quality are critical aspects of business, as a company's
development relies heavily on how well it retains its customers through service (Suciptawati et al.,
2019).

Thus, the researchers aimed to evaluate customer satisfaction with e-money transfer services in
selected municipalities of Cavite, specifically in Tanza, Rosario, Kawit, and Noveleta Cavite, through
E- the SERVQUAL approach. This study serves as the basis for marketers by providing a potential
solution to the challenges in using e-money transfer services to improve e-service quality and customer
satisfaction.

The research aimed to understand and analyze customer satisfaction with e-money transfer
services in selected Cavite municipalities using an e-SERVQUAL approach. Its specific goal
was to determine the respondents’ socioeconomic profile and their level of satisfaction with
responsiveness, reliability, website design, accessibility, and personalization. Significantly,
respondents’ challenges in using e-money transfer services were also identified. Considerably,
analyses of causality between socioeconomic status and customer satisfaction were
determined. Finally, potential solutions to the identified challenges were recommended.

2. Literature Review

2.1 Evaluation of customer satisfaction with the services
The study of Neisa (2021) researched customer satisfaction evaluation several times since the

desire was to comprehend customer satisfaction. Customers could better determine the difference
between high-performing organizations and those that performed poorly (Suchanek & Krélova, 2018).
A study by Moraru et al. (2022) supported numerous variables of consumer satisfaction with banking
services. Several kinds of research on the satisfaction of customers with bank services include the
convenience aspect, albeit the dimensions evaluated were slightly different. In the U.K., in the 1980s
and 1990s, it was common for business leaders to stress the importance of good customer service
because they believed that customers were the lifeblood of any business success (Chattopadhyay, 2019).

2.2 Customer satisfaction with e-money transfer services
The study by Asiyanbi & Ishola (2018) explained that customers were pleased with the non-

cash system, the availability of cash, the time saved from bank visits, and the speed of the transactions.
Digital currencies have grown in popularity recently due to their ability to provide cashless and
convenient day-to-day payments or transactions. Moreover, improving information security
management principles was essential for the digital wallet industry's growth (Muhtasim et al., 2022).
Moreover, Suryandari and Setyari (2020) revealed that the affection for utilizing electronic money
increases when the risk perception is low, the negotiation expands, productivity increases, and attractive
promotion is provided. Additionally, Bawelle et al. (2020) revealed that several companies used mobile
money transfer services as a business and sustainability strategy to engage customers. The results
showed that the Bank of Ghana established E.M.I. guidelines to help mobile money operators and
agents. The Bank of Ghana updates this policy document based on what is happening in Ghana.
Moreover, the study by Timosan et al. (2020) stated that in the Philippines, there have many chances
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for digital payments and cash transfers to the country's rising economy and growing population, as well
as the widespread use of mobile devices and the internet. Many people currently use online payment
apps, and more payment options are available in local markets (Sanjai & Keelkatalai, 2021). However,
the study by Ngahu (2019) stated that negative experiences occur during a customer's interaction with
a service provider, referred to as service failure. It included system failure, poor delivery, unavailability
of services, unfriendly employees, and unpredictable outcomes.

2.3 Evaluation of customer satisfaction on service quality
The study by Suhada et al. (2021) revealed that acceptable service levels positively impact

customer satisfaction. Customer satisfaction is heavily reliant on the services offered by the company.
The assurance dimension has the highest value, whereas the physical dimension has the lowest value,
according to the link between customer service quality characteristics. The study demonstrates that
Telkomsel's quality assurance capabilities and customer service services had a significant relationship
in terms of improving the company's image. Reliability and empathy were significantly correlated with
customer satisfaction, while tangibility, responsiveness, and assurance had a less significant effect on
customers (Balinado et al., 2021). Additionally, the Brucal et al. (2022) study explained that accounting
firms must measure service quality because better levels of service quality were linked to higher levels
of customer satisfaction. Moreover, Manyaga and Hacioglu (2021) study revealed that some
SERVQUAL aspects, such as reliability, empathy, and responsiveness, have positively impacted
customer satisfaction.

2.4 Customer satisfaction with services using the E-SERVQUAL model
The e-service was increasing crucially for businesses seeking to retain and attract customers.

Online clients return to the firm's websites because they feel loyal to the company due to the good
services they receive. In particular, adequate e-service quality is one of the most crucial strategies to
keep consumers coming back, despite the difficulties in the Nigerian banking sector. According to the
findings of the study of Raza et al. (2020), service quality is crucial in every society since it now serves
as the basis for how customers perceive online banking and, ultimately, how it functions and interacts
with other online services. The study by (Uwabor et al., 2021) found that customer personalization and
support can significantly increase customer satisfaction with bank services. Bhatti et al. (2020)
explained that the number of website design users was expanding daily, influencing customer
satisfaction worldwide. The findings showed that web design and 1.C.T. impact customer satisfaction.
People value I.C.T. and web design, which ultimately improves satisfaction. Hashim et al. (2017) also
explained that e-SERVQUAL and customer satisfaction with Islamic online banking services positively
associates with customers. Businesses with the most e-commerce success and experience were starting
to realize that online services included a measure of e-commerce success or failure.

2.5 Challenges in e-money transfer services

The study of Ariyanti and Joseph (2020) explained that the nature of e-service is legitimately
associated with the quality of service perceived by the customer. Most of the customers were satisfied
with the privacy aspect but less with the system's availability component of the service quality
evaluation; nonetheless, the demographic profile of the chosen bank decided that clients have no bearing
on customer satisfaction (Tan, 2021). The study by Rasli et al. (2018) found that customer happiness
was directly and favorably impacted by factors such as website design, the quality of the information,
and transaction and payment capabilities. On the other hand, delivery service, security, and privacy
have negligible effects on consumer satisfaction stated that negative experiences occur during a
customer's interaction with a service provider, referred to as service failure. It included system failure,
poor delivery, unavailability of services, unfriendly employees, and unpredictable outcomes.
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2.6 Conceptual Framework
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Figure 1. Study framework of customer satisfaction on e-money transfer services
through an E-SERVQUAL model

Figure 1 presents the conceptual framework for assessing customer satisfaction with e-
money transfer services through the E-SERVQUAL model approach. First, the socioeconomic
profile of the participants was identified through a descriptive research approach. Moreover, a
rating scale was utilized to measure the participants' satisfaction level with e-money transfer
services in terms of responsiveness, reliability, security, website design, accessibility, and
personalization. In addition, challenges in using e-money transfers were also determined.
Furthermore, analysis was showcased through an inferential approach by determining the
differences between the socioeconomic profile and level of customer satisfaction.

3. Methodology

3.1 Research Design
The researchers utilized a descriptive-correlational design in this study. The researchers used a

descriptive research design to describe the socioeconomic profile of the participants, the challenges in
utilizing e-money transfer services, and the satisfaction of customers with e-money transfer services. A
descriptive research design fits the identification or description of dataset in aid for higher analysis
(Tadeo & Mojica, 2022). Moreover, the study employed inferential analysis to determine the significant
difference between the socioeconomic profile of the participants and customer satisfaction. The
researchers targeted 100 legally aged customers that usually used e-money transfer services in selected
municipalities of Cavite specifically, Tanza, Rosario, Kawit, and Noveleta. The researchers utilized a
purposive sampling technique to determine the participants for the study.

3.3 Research Instrument
The researchers used a self-constructed survey questionnaire to collect data through Google

Forms. The research instrument was undergone in content validation by the experts of related fields and
participants of the study to test the validity and reliability of the questionnaires. The Cronbach alpha is
calculated at 0.75, and Lawshe's content validity value of 0.83.
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3.4 Data Gathering Procedure
The researchers utilized a self-constructed survey questionnaire using google forms to assess

participants' responses. The researchers used scanning and screening to identify the sample in the
selected municipalities of Cavite. Specifically, the researchers targeted legal-age customers who usually
used e-money transfer services. The researchers distributed the questionnaires through the use of social
media. Lastly, the entire survey questionnaires were gathered from the participants, and the researchers
analyzed and interpreted the data.

3.5 Sources of Data
In this study, the researchers used both primary and secondary data sources. Primary sources

were gathered from the participants' responses through a self-structured survey questionnaire via
Google Forms. The secondary data were acquired from online academic sources such as published
articles, books, journals, and other academic references.

3.6 Statistical Treatment
The researchers utilized frequency count and percentage distribution to determine the

socioeconomic profile of the participants and the challenges in utilizing e-money transfer services. The
Likert scale was used to assess customer satisfaction with e-money transfer services. Lastly, Kruskal
Walis was employed to identify the difference between the participants' socioeconomic profile and
customer satisfaction level.

3.7 Ethical Consideration
The researchers informed the participants that they were part of the study, that their

participation was voluntary, without compensation, and that they could withdraw at any time. The
participants signed the consent form to proceed with completing the survey questionnaires. The
participants' confidentiality was protected by the anonymity of the completed questionnaires utilized
for research purposes. In conducting this study, the researchers ensured that no one could harm.

4. Result and Discussion
Table 1 shows the socioeconomic profile of the participants in the study. It indicates that most

of the participants who used e-money transfer services belong to 18 years old to 24 years old, with 64
percent of the total responses. Moreover, the results revealed that most participants were females, with
61 percent of the total responses. Considerably, it showcased that 75 percent of the participants were
single. Noticeably, the study found that 37 percent of the total responses belonged to college
undergraduates. Furthermore, 42 percent of the participants have an estimated net household monthly
income of Php 10,000 and below. The findings of the study contradict the study of Suryandari and
Setyari (2020), which revealed that the majority of electronic money users lied under the age group of
20 and 25. The study's results parallel the study of Timosan et al. (2020) that the typical consumers who
adopted online money transfer services were females. Moreover, the study of Bawelle et al. (2020)
showed that most of the participants who used mobile money technology were single. The study's
findings contradict the study of Bala et al. (2021), that the majority of the participants who utilized
mobile banking during the pandemic graduated with a bachelor's degree. In addition, the study by Raza
et al. (2020) showed that most Internet banking users have a monthly income of under Php 15,000 to
Php 35,000.
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Table 1. Socioeconomic profile of the participants

Categories Frequency Percentage
18 years old to 24 years old 64 64.00
25 years old to 34 years old 24 24.00
Age 35years old to 44 years old 5 5.00
45 years old to 54 years old 6 6.00
55 years old to 64 years old 1 1.00
Sex Male 39 39.00
Female 61 61.00
Single 75 75.00
Civil Status Married 22 22.00
Cohabitation 3 3.00
High School Undergraduate 3 3.00
Educational ~ High School Graduate 25 25.00
Attainment  College Undergraduate 37 37.00
College Graduate 35 35.00
Php10,000 and below 42 42.00
Estimated net  |Php10,001 to Php22,000 33 33.00
household Php22,001 to Php43,000 18 18.00
monthly income  |Php43,001 to Php76,000 3 3.00
Php76,001 and above 4 4.00

Table 2 presents the satisfaction level of the customers with e-money transfer services.
It showed that the customers of e-money transfer services were satisfied regarding their
responsiveness, with a total grand mean of 4.19. Moreover, regarding the reliability of the e-money
transfer services, the customers were highly satisfied, with a total grand meanof 4.26. Noticeably,
the customers of e-money transfer services were highly satisfied with thesecurity of the services, with
a grand mean of 4.27. Additionally, regarding the website designof e-money transfer services, the
customers were highly satisfied with the services, with atotal grand mean of 4.31. Considerably,
the customers of e-money transfer services werehighly satisfied regarding the accessibility of
the services, with a total grand mean of 4.35.Finally, the customers of e-money transfer services
were highly satisfied with thepersonalization of the services, with a total grand mean of 4.27.
Midor and Kucera (2018) stated that the most dissatisfaction for customers regarding the
responsiveness of serviceswas the waiting time for the connection with a consultant. The results
are similar to the studyof Harijanto and Watson (2021) that the consistency of services was a sign
of reliability, the ability to serve a customer in the proper sequence. This is similar to Rasli's (2018)
study, wherethe participants indicated that they feel secure in doing transactions on the website. The
studyby Muhtasim et al. (2022) stated that rising frauds and hackers must improve security. Rasli
(2018) mentioned that the customers of e-business were satisfied with the website design in terms
of creativity and layout. The study by Smolarczyk (2018). stated that ease of use servedas a source
of customer satisfaction, indicating the simplicity of the payment process. Al- Hashem et al.
(2022) study revealed that e-personalization and e-customization were critical inputs in developing
and enhancing e-customer satisfaction.
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Table 2. Customer satisfaction level of the participants in e-money transfer services

Categories Mean Descriptive Value
Timeliness of responses 4.32 Highly Satisfied
Responsiveness [Readiness of responses 4.27 Highly Satisfied
Effectiveness in handling complaint process 3.98 Satisfied
GRAND MEAN 4.19 Satisfied
IAccuracy of information 4.47 Highly Satisfied
Reliability Err(?r-free of transactions _ 4.13 Sat?sf?ed
/Actions are taken on the commitments. 4.18 Satisfied
GRAND MEAN 4.26 Highly Satisfied
Protection of data 4.26 Highly Satisfied
Security Confidential_ity of inf_ormation _ 4.29 H@ghly Sat?sf@ed
Safeness of information on the website 4.26 Highly Satisfied
GRAND MEAN 4.27 Highly Satisfied
\Website's visual appearance 4.28 Highly Satisfied
Website Design Wepsites' color _schgme 4.30 _ Satisfigd .
Easiness on navigation 4.34 Highly Satisfied
GRAND MEAN 4.31 Highly Satisfied
Ease of use of an online application 4.52 Highly Satisfied
Accessibility Limitless access to the online application 4.2 Satisfied
Availability of various gadgets 4.32 Highly Satisfied
GRAND MEAN 4.35 Highly Satisfied
Customization of service sent through e-mails 4.27 Highly Satisfied
Personalization Recgmme_}ndatiops of services 4.23 Highly.Sa_tisfied
Availability of different languages 4.30 Satisfied
GRAND MEAN 4.27 Highly Satisfied

Table 3 presents customers' challenges in using e-money transfer services regarding

responsiveness. As shown, 20 percent of the responses lack prompt responses to the customers'

complaints, ranking as 1 in the challenges regarding the responsiveness of services.
Considerably, other responses have the lowest rank, with 1.36 percent of the total population,

including not willing to give back, especially the scammed payment. It shows that the lack of
prompt response to the customers' complaints is the main challenge of customers on e-money

transfer services. The study's findings were similar to the study of Hashim et al. (2017) that the

services must ensure that all of their customers receive prompt responses and accurate feedback

regarding their problems. However, in the study of Tan(2021) mentioned that the challenges
encountered in Internet banking were crashes of thewebsite of the service.

Table 3. Challenges in using e-money transfer services in terms of responsiveness

Categories Frequency | Percentage | Rank

Lack of prompt responses to the customers' complaints 44 20.00 1
Lack of advice on how to increase the internet speed ofservices 31 14.09 2
Lack of website page connectivity 31 14.09 2
Not promptly addressing potential problems of services 31 14.09 2
A lot of website failures during transactions 27 12.27 3
Not instantly providing access to the customers 21 9.55 4
Limited time on accessing accounts 18 8.18 5
Refusal to assist the customers' inquiries 14 6.36 6
Others 3 1.36 7
TOTAL 220 100.00
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Table 4 showcases customers' challenges in using e-money transfer services regarding
reliability. As shown, 45.36 percent of the responses are slow money transfer processing dueto
website errors, ranking as 1 in the challenges regarding the reliability of services. Noticeably,
other challenges with no response have the lowest rank, with 2.19 percent of the total population.
It implies that the slow money transfer processing due to website errors isthe main challenge for
customers of e-money transfer services. This was similar to the study of Ronald and Amelia
(2022), which stated that customers were concerned regarding theaccuracy of the information,
which could result in errors. Users are worried about losing their online connection, which may
cause transactional errors. In addition, the study by Nhung and Ngan (2022) suggested that e-
retailers should fulfill customer commitments toprovide the appropriate quality and quantity of
delivering the appropriate services or goods on time.

Table 4. Challenges in using e-money transfer services regarding reliability

Categories Frequency |Percentage Rank
Slow money transfer processing due to website 83 45.36 1
errors
Many errors during online transactions 21 11.48 2
Inadequate capacity to fulfill the commitments 20 10.93 3
to thecustomers
Lack of knowledge in offering online services 18 9.84 4
Outdated information on the online services 13 7.10 5
Unreliability of information regarding their 12 6.56 6
online services
Provides insufficient information about 12 6.56 7
services
Others 4 2.19 8
TOTAL 183 100.00

Table 5 reveals customers' challenges in using e-money transfer services in terms of
security. As shown, 17.70 percent of the responses are possibly committing fraud to the
customers who rank as 1 in the challenges regarding the security of services. Moreover, other
challenges with no response have the lowest rank, with 1.91 percent of the total population.It
indicates that the possibility of committing fraud to the customers is the main challengefor
customers of e-money transfer services. The study of Hashim et al. (2017) showed thatsecurity
entailed protecting users against the risk of fraud and financial loss. Furthermore,privacy and
security were critical evaluative criteria for meeting the customers of onlineservices. Moreover,
this is similar to the study of Tan (2021) that the problem with Internetbanking is the possibility of
fraud.
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Table 5. Challenges in using e-money transfer services regarding security

Categories Frequency |Percentage Rank
Possibility of committing fraud to the Customers 37 17.70 1
Unaware of the encryption of data provided by 32 15.31 2
online services
Lack of dependability and safety of online 29 13.88 3
transactions
Lack of security features for online transactions 25 11.96 4
Many fraudulent e-mails infiltrated the accounts 25 11.96 4
Lack of security in protecting customers' account 23 11.00 5
Insufficient security in protecting customers' 22 10.53 6
confidentiality
Many malicious activities infiltrated the accounts 12 5.74 7
Others 4 1.91 8
TOTAL 209 100.00

Table 6 shows customers' challenges regarding website design using e-money transfer
services. As revealed, 17.83 percent of the responses lack the creativity to arrange the
information on the website, ranking as 1 in the challenges regarding website design of services.
Moreover, other challenges with no response have the lowest rank, with 2.55 percent of the
total population. It implies that the lack of creativity in the arrangement ofinformation on the
website is the main challenge for customers of e-money transfer services. The study by Nhung and
Ngan (2022) stated that the website provides an understandablestructure to easily search, less
time for the customers to search for specific information, and makes it easy to understand the
transaction directions. However, the study of Rasli (2018) impliedthat most of the participants
agreed that the website design was creative and they liked thelayout of the website.

Table 6. Challenges in using e-money transfer services regarding website design

Categories Frequency |Percentage Rank
Lack of creativity in the arrangement of information 28 17.83 1
on the website
Difficulties in navigating of website 25 15.92 2
Lack of availability of different languages on the website 21 13.38 3
Not easy to read the information on the website due to 18 11.46 4
thecolor scheme
Lack of icons for options in transferring money 18 11.46 5
online
Not easy to understand the icons on the website 17 10.83 6
Information on websites is not visually appealing 13 8.28 7
Poor quality of website pages 13 8.28 8
Others 4 2.55 9
TOTAL 157 100.00

Table 7 presents the challenges of customers in using e-money transfer services interms
of accessibility. As shown, 25.15 percent of the responses are that the website systemis not always
accessible, which ranks as 1 in the challenges regarding the accessibility ofservices. Hence,
other challenges with no response have the lowest rank, with 2.92 percentof the total population.
It indicated that the lack of creativity in the information on the website is the main challenge for
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customers of e-money transfer services. This was confirmedby the study of Puteri et al. (2022) that
certain e-money issuers regularly update their systems,emphasizing the ease-of-use concept for all
users through the application while also making it simpler for users to identify and utilize their
features and enhancing the features on theintriguing list of merchants and other promotions. The
study by Putra et al. (2020) revealed that customers use e-money Link Aja mainly because of the
ease of transactions, which can be done through cell phones.

Table 7. Challenges in using e-money transfer services regarding accessibility

Categories Frequency |Percentage Rank

The website system is not always accessible 43 25.15 1
Difficulties in using software or online applications 21 12.28 2
Inadequate instructions regarding online transaction 21 12.28 3
Limited gadgets or applications for the online 19 11.11 4
transactions

Lack of clarity of website features and website systems 19 11.11 4
Lack of effort in communicating with their customers 19 11.11 4
Not easy to understand the online systems of services 13 7.60 5
Not user-friendly for online transactions 11 6.43 6
Others 5 2.92 7
TOTAL 171 100.00

Table 8 presents customers' challenges in using e-money transfer services in terms of
personalization. As shown, 17.68 percent of the responses lacked expertise in addressing customers'
needs during online transactions, ranking as 1 in the challenges regarding the personalization of
services. Noticeably, other challenges with no response have the lowestrank, with 3.31 percent
of the total population. It implies that the lack of expertise in addressing customers' needs during
online transactions is the main challenge for customers on e-money transfer services. The study's
findings contradict the study of Uwabor (2021) revealed that not all customers were
complimentary of the goods and services.

Table 8. Challenges in using e-money transfer services regarding personalization

Categories Frequency |Percentage| Rank
Lack of expertise in addressing customers' needs during online 32 17.68 1
transactions
Limited languages used in communication with their customers 28 15.47 2
Inability to customize the use of the website for online services 24 13.3 3
Lack of effort regarding the level of personalization for online 23 12.71 4
services
Lack of recommendations regarding the online services 22 12.15 5
Lack of endeavor to meet the customers' expectations of the 18 9.94 6
online services
Lack of convincing information regarding online services 16 8.84 7
An inadequate presentation of the online services during 12 6.63 8
transactions
Others 6 3.31 9
TOTAL 181 100.00
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Table 9 shows the significant difference between customers' age and satisfaction levelwith
e-money transfer services. It revealed that there have significant differences betweenthe age of
customers and the reliability of e-money transfer services. This implies that theage of customers
affects the reliability of the e-money transfer services. Since the customer's age became senescent,
they were more engaged in employing technologies or other onlineplatforms. Singh (2018)
mentioned that customer satisfaction differed significantly among age groups. It implies that this
disparity could be because persons between the ages of 61and 85 were less aware of recent
changes, were less tech adept, and used their mobile phones,all of which makes them more
satisfied than other age groups. Moreover, there has a significant difference among satisfaction
levels of using electronic payment services and the classified age group of the respondents (Rajesh
etal., 2022).

Table 9. Significant difference between the age and satisfaction level of customers on
e-money transfer services

Category Significance Decision
Responsiveness 0.374 Not Rejected Hy
Reliability 0.030 Rejected Hy
Security 0.340 Not Rejected Hy
Website Design 0.419 Not Rejected Hy
Accessibility 0.347 Not Rejected Hy
Personalization 0.405 Not Rejected Hy

*Significant values set at 0.05 critical level

Table 10 reveals the significant difference between the sex and satisfaction level of
customers on e-money transfer services. It showed that there have no significant differences
between the sex of customers and satisfaction level of customers on e-money transfer services
in terms of responsiveness, reliability, security, website design, accessibility, and personalization
with a corresponding significance of 0.186, 0.058, 0.307, 0.988, 0.858, and 0.541, respectively.
The study of Kincl and Strach (2018) discussed that men and women responded differently to a
website's positive or negative performance and mentioned the difference between the sex and how
they perceive certain website qualities.

Table 10. Significant difference between the sex and satisfaction level of customerson
e-money transfer services

Category Significance Decision
Responsiveness 0.186 Not Rejected Hy
Reliability 0.058 Not Rejected Hy
Security 0.307 Not Rejected Hy
Website Design 0.988 Not Rejected Hy
Accessibility 0.858 Not Rejected Hy
Personalization 0.541 Not Rejected Hy

*Significant values set at 0.05 critical level

Table 11 showcases the significant difference between customers' civil status and
satisfaction level with e-money transfer services. It showcased that there have no significant
differences between the civil status of customers and satisfaction level on e-money transfer services
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in terms of responsiveness, reliability, security, website design, accessibility, and personalization
with a corresponding significance of 0.191, 0.103, 0.755, 0.996, 0.824, and 0.821 respectively. The
study of Nguyen and Homolka (2021) discovered significant differences in the factors that influence
consumer satisfaction among three different online shopper demographics: single, married, and
divorced/separated. It was revealed that married and divorced/separated online shoppers had quite
different levels of satisfaction.

Table 11. Significant difference between the civil status and satisfaction level ofcustomers
on e-money transfer services

Category Significance Decision
Responsiveness 0.191 Not Rejected Hy
Reliability 0.103 Not Rejected Hy
Security 0.755 Not Rejected Hy
Website Design 0.996 Not Rejected Hy
Accessibility 0.824 Not Rejected Hy
Personalization 0.821 Not Rejected Hy

*Significant values set at 0.05 critical level

Table 12 illustrates the significant difference between customers' educational attainment
and satisfaction level with e-money transfer services. It revealed that there have no significant
differences between the educational attainment of customers and satisfaction level on e-money
transfer services in terms of responsiveness, reliability, security, website design, accessibility, and
personalization with a corresponding significance of 0.578, 0.787, 0.840, 0.812, 0.477, 0.870
respectively. According to the study by Joshi and Khan (2023), customers with varying levels
of education have significantly different perceptions of online banking services. As a result,
the various education levels and customer perceptions of online banking services were
significantly influenced.

Table 12. Significant difference between the educational attainment and satisfaction level
of customers on e-money transfer services

Category Significance Decision
Responsiveness 0.578 Not Rejected Hy
Reliability 0.787 Not Rejected Hy
Security 0.840 Not Rejected Hy
Website Design 0.812 Not Rejected Hy
Accessibility 0.477 Not Rejected Ho
Personalization 0.870 Not Rejected Hy

*Significant values set at 0.05 critical level

Table 13 displays the significant difference between the estimated net household
monthly income and the satisfaction level of customers on e-money transfer services. It
showcased that there have no significant differences between the estimated net household
monthly of customers and satisfaction level on e-money transfer services in terms of
responsiveness, reliability, security, website design, accessibility, and personalization with a
corresponding significance of 0.833, 0.533, 0.146, 0.674, 0.623, and 0.263 respectively. According
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to Oyelami et al. (2020), increasing the confidence of an ordinary customer involved in financial
transactions via electronic methods was critical in increasing the rate of e-payment adoption.

Table 13. Significant difference between the estimated net household monthly income
and satisfaction level of customers on e-money transfer services

Category Significance Decision
Responsiveness 0.833 Not Rejected Hy
Reliability 0.533 Not Rejected Hy
Security 0.146 Not Rejected Hy
Website Design 0.674 Not Rejected Hy
Accessibility 0.623 Not Rejected Hy
Personalization 0.263 Not Rejected Hy

*Significant values set at 0.05 critical level

5. Conclusions and Recommendations

5.1 Conclusions

The survey revealed the socioeconomic status of e-money transfer service customers in
selected Cavite municipalities. It showed that the majority of the participantswere young adult
females. Noticeably, the majority of the participants were single and commonly college
undergraduates. Moreover, the study showed that most participants were low-income earners with
Php 10,000 and below as the estimated net household monthly income.

The satisfaction level of the participants on e-money transfer services in terms of
responsiveness was satisfied. Noticeably, the satisfaction level of the participants on e-money
transfer services in terms of reliability, security, website design, accessibility, and
personalization was highly satisfied.

The common challenges in using e-money transfer services in terms of responsiveness were
a lack of prompt responses to the customers' complaints, a lack of advice on how to increase the
internet speed of services, lack of website page connectivity. Moreover, regarding reliability, the
biggest challenges in using e-money transfer services were slow processing of money transfers due
to website errors, many errors during online transactions, and inadequate capacity to fulfill
customer commitments. In addition, the biggest problems in terms of security were the
possibility of committing fraud to the customers, unawareness of the encryption of data
provided by online services, lack of dependability, and lack of security features for online
transactions. Additionally, the biggest challenges in the website design of e-money transfer
services were the lack of creativity inthe arrangement of information on the website, difficulties in
navigating of website, and lackof availability of different languages on the website. The common
problems in the accessibility of e-money transfer services are where the website system is not
always accessible, difficulties in using software or online applications, and inadequate
instructions regarding online transactions. Furthermore, the biggest challenges in the
personalization of e-money transfer services were the lack of expertise in addressing customers'
needs during online transactions, limited languages used in communication with their
customers, inability to customize the use of the website for online services.

All socioeconomic profile of the participants has no significant relationship to thecustomer
satisfaction level on e-money transfer services except the correlation between reliability and
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age of customers, website design, and age of customers. Moreover, the reliability and security
of e-money transfer services have a significant relationship with the sex of customers.
5.2 Recommendations

The study recommended that e-money transfer services develop their services to satisfy their
customers. The creativity of information on the website of e-money transfer services should be
improved so that customers may easily understand how online works. Ensure that customers
are always assisted by posting details oftransactions. Moreover, they must emphasize the
customers' demands for their services concerning transactions. Maintaining privacy and
security for every customer's personal information on websites is always essential. The e-
money transfer services should be consumer-responsive in dealing with inquiries and customer
support. Moreover, recommended that customers be conscious of their behavior or thoughtful
when interacting. They seek other flyers and materials that are used to guide online services.

The researchers recommended that marketers use more strategies to operate e-money transfer
services successfully. Prioritize the customer needs and the importance of their service quality
to ensure that customers will be satisfied. Marketers should enlighten themselves on improving
the e-service quality because service quality is the most crucialfactor in enticing customers.
Marketers should provide excellent service to receive positive customer feedback, particularly
during online transactions. Additionally, the study suggested that future researchers may seek
other variables that future researchers could use to assess the e-service quality of e-money transfer
services. This study provides a basis for future researchers to understand and determine customer
satisfaction concerningservice quality. Moreover, they could search for other customer challenges
to provide more possible solutions for improving customer satisfaction with e-money transfer
services. Additionally, future researchers may use this study to support their research by
providing citations and behavioral variables that may prove technical and theoretical notes of
the study.
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