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CHAPTER V: CONCLUSION, RECOMMENDATIONS, 

LIMITATIONS AND FUTURE STUDIES 

 

5.1: CONCLUSIONS  

The main objective of the study was to investigate the internet service quality and its impact 

on customer satisfaction and customer loyalty. First of all, the 24 items used in this survey 

are extremely valid and reliable in measuring the quality of service and its dimensions. In 

general, the quality of e-services offered by Burundian banking sector does not meet 

customer expectations. The study also tried to examine the relationship between customer 

satisfaction and customer loyalty. The highest and the lowest score mean values for e-service 

quality measurement range from 2.85 to 3.30. This shows that E-SQD should be carried out 

based on five service quality dimensions criteria measures. The highest mean score is 5 

points, the overall values of service quality measurements results have fallen even below 

point 4 which means that banks in Burundian area need to focus more on offering adequate 

internet service quality to satisfy their customers as well to boost the customer loyalty since 

a satisfied customer is in many cases synonymous with a loyal customer. Furthermore, 

within the study, the results revealed that the wholly service quality measurements have a 

positive relationship between customer satisfaction and customer loyalty. Thus, it shows that 

the hypotheses proposed by the author are supported.  

Even though this study provides important information about the e-service quality in 

Burundian banking sector particularly in Bujumbura city, there is still room for expansion, 

explore for a deeper understanding of how e-banking services are provided in Burundi. 

Future research may highlight service quality across the banking sector throughout the 

territory of Burundi to get an overview of the quality of banking services within Burundian 

banking industry, especially e-services and this will allow the leaders of this sector to 

improve their services to increase customer satisfaction as well customer loyalty. A 

dissatisfied customer is too difficult to manage, the employees of these banks waste a lot of 

time on customer complaints, and this will disrupt almost the entire operation of the bank. 

A dissatisfied customer will share negative information with his friends and relatives and 

subsequently that will ruin the whole reputation of these institutions in general. Future   
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research can be directed towards investigating the use of SERVPER within other services 

companies by integrating additional service quality measures. 

As a managerial contribution, this study will help the banks’ leaders to become more focus 

on its customer, provide the prompt service for them, providing an individual attention to 

the clients, the study will also serve as a wake-up call for those authorities of  different banks, 

especially in Bujumbura where the survey was focused on to review the operation system of 

the call centre of these banks institutions, review the working hours for this kind of service. 

 

5.2: RECOMMENDATIONS  

One of the main objectives of the study was to make pertinent recommendations on e-service 

quality of Burundian banking sector. According to the outcomes of the survey and 

conclusions different recommendations are made. The results showed that customers are not 

satisfied with the overall e-services delivered by Burundian banking industry. The findings 

revealed that the overall banking e-services in Burundi were found to be below customer 

expectations means that e-service quality is low. The managers of Burundian banking sector 

should be aware of that information and take serious decisions to improve the overall service 

quality of the banks. To do so, the staffs of these institutions must be motivated and trained 

to improve customer confidence in the banking services. 

 Thus, a great deal of effort is required to maintain or even improve their performance in 

terms of physical structure, kit, and appearance of staffs. In addition, the capability to execute 

the assure service reliable and truthfully should be improved. Likewise, the improvement 

also is required in improving readiness to support clients and provide prompt e-service to 

them. Acquaintance and courtesy of employees as well their skill to generate trust and 

security need to be on focus for these institutions toward the customers. Therefore, the 

managers of the banks should focus more on the individual care and attention that their 

companies provide to the clients toward customers satisfaction as well the customer loyalty.  
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5.3: LIMITATIONS AND FUTURE STUDIES  

The main limitation of this survey is that the author cannot generate data from all over the 

country, because of issues relating to funds and time, the author only collected data with 

customers of different banks living in the city of Bujumbura. We strongly encourage the 

authors within the future studies that they can refer to us and collect data on the whole 

Burundian territory finally to have an overview about internet banking and the quality of the 

service offered by the different banks on the Burundian territory in general. 
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