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Introduction

CHAPTER - I
INRODUCTION


The banking sector has undergone a massive restructuring during recent years as a result of developments. New technologies have added to the competition. The IT revolution has made it possible to provide ease and flexibility in operations to customers thus making banking simpler and easier. Rapid strides in information technology have, in fact redefined that role and structure of banking in India. Further due to exposure to global trends after the information’s explosion led by internet, customers both individuals and corporates are now demanding better services with more products from their banks. The financial market has turned into a buyer’s market. Banks are also coping and adapting with time and are trying to become one-stop financial supermarkets.




Banking industry in India  underwent radial changes. The banking sector reforms in India enabled the banking personnel to update their knowledge. In the modern computer world, all the activities of the banking transactions are made through electronic/computers. More specially after the introduction of new economic policy.

Traditionally, payment systems in India have been individual scattered clusters with a substantial quantum of payments being routed through the non-bank based sectors too. With increasing concern over the existing state of payment and settlement systems in India, the RBI has taken up the cause for the establishment of an integrated payment and settlement system to benefit all the sectors of the economy apart from the common man at large.

MOBILE BANKING


Mobile communication devices are revolutionizing banking transactions over wireless networks and the internet to attract and retain customers, banks need to extend their full range of services across a wide range of mobile, wireless devices without having an impact on their current infrastructure and delivery channels it currently supports. Wireless networks, mobile gateways all play an important role in bringing mobile banking strategy to the market. Mobile networks provide the following competitive advantage.
· Always on 24 x 7 Accesses: Mobile networks enable consumers to be transaction ready much in a way cable access has facilitated online pc access and reduced consumer dial-up delays.

·  Advanced penetration of Mobile Networks: The 2G networks already cover more than 90%of the population in the western world and this number is growing steadily.

· Personalization: Through subscriber identity module (SIM) cards, mobile customers have a specific profile that enables customized functionality to directly reflect the way they want to transact business over mobile devices through the convenient addition of a multi-application services, including security keys, virtual credit cards and other customized payment instruments.

· WAP: Rapid evolution of global protocols such as wireless applications protocol (WAP) enables the communication channel between computers and mobile devices. The WAP component essentially provides the facility for reforming data for display in wireless handsets. Faster data processing speed increases in band width and data transmission speeds make mobile data services efficient and cost-effective in a real time environment.

· Security: In addition to afore mentioned smart card, a private key stored on the SIM card can protect e-banking transactions. Wireless wallet to protect proprietary purchase and financial information.

MOBILE PAYMENT


It means executing a payment transaction using a wireless device, for example, Mobile phone or personnel digital assistant. The Mobile device becomes the electronic payments device. Its mobility is its big advantage; it enables payments to be transacted regardless of place and time and for both bricks and mortar and internet purchases. Announcements about new mobile payment solutions appear regularly at the moment. Potential players form partnerships and fight to win a place mobile payment. These players include mobile operators, banks credit card companies, mobile device manufacturers, smart card manufacturers and a whole range of mobile payment startups.


Existing mobile payment solutions are based on one of these distinct payment options:

· Prepaid

· Direct from credit card or current account paid through phone bill.

SECURITY 

The Mobile phone should ensure the security of all personal data transmitted through the wireless handset to become transactional device. Just as e-commerce over fixed-line internet device can hardly be expected to flourish if fraud or theft is easy business so also the consumer, subscriber, commercial entities and industry are unlikely to make media if they are insecure. Although security is mainly a matter of technology, there are two other important aspects-legal protection and customer perception.

TECHNOLOGY

Within the next few months, some real improvements will appear in the security of mobile payment technology platforms. When analyzing the security of a mobile payment transaction, one has to consider three distinct areas: the buyer .the medium between buyer and seller, and the seller.

· Security on the buyer’s side implies security of the access device. Because a mobile device belongs to an individual, it is inherently more secure than a shared device. Solutions such as PKI and SIM2 will be introduced in the market early in 2001, which will significantly improve security for buyers.

· Real improvements in the security of the medium between buyer and seller will occur when 30 networks become operational. These 3G networks are based on technology that uses complex encoding and decoding algorithms, originally developed by the military.

· On the seller’s side; Acceptable levels of security will also be available in early 2001 when wireless transport layer security will be introduced WTLS is an encryption technology, which makes sure that the seller receives everything sent by the buyer . A similar technology, TLS is currently used successfully in fixed–line          e-commerce.

NEW TRENDS IN SMART CARD MOBILE BANKING


Smart card integration is also likely to play a vital role in driving new security standards for mobile banking, one which is based on existing banking relationship card models. By incorporating smart cards into mobile banking equation, e-banking customers will have a convenient, secure storage mechanism for retaining proprietary customer information, payment instructions, PIN numbers and in the most advanced scenario, digital signatures and private keys for PKI-based security. Smart cards also provide the opportunity to build an incremental revenue stream by providing an ideal platform, for multi-application relationship cards is detained to have an enormous impact on the Mobile banking environment, alleviating security concerns while deriving customer loyalty.


For global financial institutions the question is simply one of mobile or traditional channels. To ensure growth of consumer and corporate banking market share, a multi-channels delivery scenario incorporates customers preferred channels for banking and provides an applications framework of migrating to new channels as they come online.  Type mobile delivery channel is the latest of these and is proceeded historically by branch banking; call centers, ATMs and e-banking. Multi channel delivery also facilitates customer relationship management by integrating more seamlessly within customers preferred business processes bring banks to a new level of service delivery by integrating life, and financial management decisions that are made at strategic points on route.

      
Financial institutions already have a flexible channel infrastructure supporting e-banking. Investment in Mobile banking does not represent a technology leap world and the virtual world. Meridian estimates that solution range is between USD 2,00,000 and 3,00,000 for average institutions since the technology investments represent enhancements and modifications rather than ground floor solutions.

TRENDS IN MOBILE BANKING

The advance of internet has revolutionized the way of conducting business in the financial services industry. It has empowered the organizations with new business model and ways to offer 24*7 accessibility to their customers. The online facility has also created new players in the financial service industry; such as online banks, online brokers and wealth managers who offer personalized services. Although such players still account for a tiny percentage of the industry. Over the last few years the Mobile and wireless markets has been one of the fastest growing markets in the world and it is still growing at a rapid pace.

 
The number of Mobile phone subscriber now exceeds 2.5 billion. It is expected that 35% of online banking households will be using Mobile banking by 2010 up from less than 1% today. In Asian countries like India, China, Indonesia and Philippines  where mobile infrastructure is better than fixed line infrastructure and European countries where mobile phone penetration is very high (at least 80% of consumers use a mobile phone) Mobile banking is likely to appeal even more. This opens up huge market for financial institutions interested in offering value added services. With mobile technology banks can offer a wide range of service to their customers such as doing fund transfer while travelling, receiving online updates of stock price, or even performing stock trading while being stuck in traffic.

MOBILE BANKING BUSINESS MODELS


There are various models have been evolved on the basis of who will establish the relationship (account opening, deposit taking lending etc.) to the end customers. The bank or the non-bank/telecommunications company (Telco) models of mobile-banking can be classified into three categories.

  
BANK FOCUSED MODEL

    
Under this model a traditional bank uses non traditional low-cost delivery channel to provide banking services to its existing customers. Example range from use of automatic teller machine (ATM) to internet banking or Mobile phone banking to provide certain limited banking services to bank’s customers. This model is additive   nature and may be seen as a modest extension of conventional branch based banking.   

BANK LED MODEL 


The bank led model offers a distinctive alternative to conventional branch based banking. In that customer conducts financial transaction at a whole range of retail agents (or through mobile phone) instead of at bank branches or through bank employees. This models promises the potential to substantially increase the financial services outreach by using a different delivery channel (retailers/mobile phones); a different trade partner (Telco/Chain store) having experience and target market distinct from traditional banks based alternatives. This model may be implemented by either using correspondent arrangements or creating a JV between bank and Telco (non-bank) .In this model customer account relationship rests with the bank.

NON-BANK LED MODEL

The non-bank led model is where a bank does not come into the picture (except possibly as a safe keeper or surplus funds) and the non bank (e.g. Telco) performs all the functions.

MOBILE BANKING IN INDIA


Mobile banking is still in its infancy in India, and technology companies are working overtime to bring our bank closer to your finger tips on a secure any time anywhere basis. The Indian banking sector in taking baby steps into this emerging arena by offering non transactional banking on the Mobile phone through SMEes -like salary receipts, details of last five transactions, stop payment request, etc. Many banks are also test piloting Mobile banking on the SMS platform for very low ticket transactions, and closed fund transfers (between registered parties) to familiarizes themselves with the new technology. With the introduction of three new products                   i.e. (i) M-cheque, (II) NGpay and (iii) pay Mate an evolution is going   to take place in M-commerce in India.

 M-CHEQUE

M-cheque was launched in September 2005 with ICICI bank, Airtel and Bangalore based start-up  A.L would need to replace their SIM cards with a high –powered memory chip (number remains the same),which is then personalized by the bank with the credit card authentification  data. This new SIM card can be bought over the counter at Airtel outlets, while the personalization or credit card data resides on the chip: The mobile phone is ready to make transactions the  way it works is simple . Walk into a merchant establishment that accepts this form of payment and give him your Mobile number. The merchant, who has a handset with similar chip, sends an SMS to a predetermined number with the customer Mobile numbers. The server that receives this SMS maps the data and sends it to ICICI banks payment gateway. In turn way, the banks server checks the credit limit and sends a message to the customer asking to verify the transaction.  Customer’s acceptance is completed   through an SMS along with the Mobile PIN. This goes to the bank server, which sends an SMS to the merchant confirming the payment. Finally, the customer receives an SMS which serves as a proof of purchase. For this the cost to the customer is just one SMS and a monthly charge for using the service (currently waived by Airtel). Regarding the security the SIM is digitally signed, so it is secure. If the mobile get lost just inform the bank. Launched as a pilot project,            m-cheque is now accepted at 50 merchant establishments each in Mumbai and Delhi. The target market is 3.5 million credit cards issued by ICICI bank and 14 million Airtel subscribers across India. Currently m-cheque about 1000 customers.
NGPay


A Bangalore based firm, JiGrahak Mobility solutions began beta testing its m-commerce application NGPay, which enables users to book airline and movie tickets and buy retail merchandise through text messages. NGPay differs from m-cheque in that it is operator agnostic. So you can be an Airtel or a spice subscriber and still use NGPay. Currently this service is available only on GSM networks. How does NGPay works? First you need a Java-enabled mobile phone (most handsets upwards of rs.3500-4000 qualify) with GPRS subscriptions. You start off by downloading the software (takes less than 64b of memory) through an SMS to +919945444000 and keying in NGPay DND. Once the download is complete, registration is done by filling in personal details like name, date of birth and address, which will be used to customize NGPay for you. This is a one-time exercise and the details are stored in an encrypted fashion, so even if the phone is misplaced you are safe. The registration is complete after you select a six-digit PIN along with a security question and answer and agree to use airtime for transacting. Currently, NGPay works with both VISA and MasterCard but soon debit accounts will also be linked. NGPay has gone live with air Deccan, sifymail and inbox. NGPay can be used to book, reschedule and cancel air Deccan tickets by filling in the journey details and sending an SMS and voila a PNR is generated that can be used for a ticket at the airport. And all this can be done on the move. The service comes free the user pays only for SMS and GPRS subscription (Airtel charges Rs. 600 per month, hutch charges Rs.99 per month) there is no limit on transacted amount. How secure is NGPay? Apart from personal details, stored in an encrypted manner on your handset, it also encrypted while being transmitted to the payment gateway. The correct mobile PIN will be necessary to use the credit card number stored in your phone.
PAY MATE


The most recent entrant into the m-commerce application space is Mumbai-based pay mate. A spin-off from Coruscant Tec , a wireless content provider that was short-listed for Red Herrings 100 Asia award a pay mate is technology and platform agnostic. Launched in July, 2006 pay mate works across GSM and CDMA networks and the service is offered Airtel Hutch, Idea, Reliance and BPL subscribers. Unlike m-cheque, it does not require a SIM upgrade nor is a GPRS subscription like NG Pay-all it needs a basic mobile handset that is SMS enabled. Both credit card and debit card holders of banks can avail of pay mate. But currently this service is restricted to City bank customers. Citibank customers can register for the service by sending    “PAY MATE” as an SMS to 2484. Post-registration, the customer receives a 4 digit password through SMS which can be used as password for transactions. Currently pay mate is live with Rediff, Nauru, Jeevasathi, and Cleartrip.com, travel Mart, PVR, Adlabs, and Telebrands.
How does it work? Upon selection of a product, the customer sends a premium SMS, costing Rs.2 to 7333 with the amount and PIN. Post verification of the PIN, transaction details are sent to the bank, which debits the customer’s credit card or savings account for the amount. Both the merchant and customer receive confirmation messages approving the transaction. But there is a limit on the transaction amounts-Rs.5000/- per transaction and Rs. 10000/- per day.

FUTURE CHALLENGES IN MOBILE-BANKING

SECURITY
Mobile banking can go mass market but what’s worrying bankers are the security issues, instances of online fraud are well documented. The securities of financial transaction are being executed from remote location and transmission of financial information over the air. The most complicated challenges need to be addressed jointly by mobile applications developers; wireless network service providers and the bank’s IT department.

REGULATION
Another problem area is regulation. The Reserve Bank of India does not allow any money transaction outside the banking channel which is why all credit card issues are banks. In case of fraud is a grey area legally. For example there is no law to define the liabilities of the subscriber, operator, technology provider and bank.

INTEROPERABILITY
There is a lack of common technology standards for Mobile banking. It is good for vendor to develop a Mobile banking   applications that can connect multiple banks. Today a wide range of mobile hand sets are available in India under GSM and CDMA technology platforms. It is a big challenge for bank to offer Mobile banking solutions on any type of device. In order to  address this problem, banks are vigorously test piloting all the available technologies to address issues like the massive volumes of cheap, entry-level handsets (that will not support many of the technologies required for Mobile banking) multiple languages and also the security aspect for high net worth clients. Globally the big Mobile hand sets manufactures are working on newer technologies like near field communication (NFC) which allows transaction to be carried out by simply touching the Mobile handsets of sending SMSes or running an application or loading a chip recognition model to enable money transaction through the Mobile network.

The desire for interoperability is largely dependent on the banks themselves, where java enables application are better secure transactions. Similar to that of internet banking while SMS can provide the basics but becomes a hassle to operate with more difficult transactions.

APPPLICATION DISTRIBUTION
It would not be practical to expect customers to regularly visit banks or connects to a website for regular upgrade of their Mobile banking applications due to the nature of connectivity between the customers and bank. It will be expected that the Mobile applications itself check the upgrades and download necessary patches. However there could be many issues to implement this approach such as upgrades/synchronization of other dependent components.

SCALABILITY & RELIABILITY
Another challenge for the banks to fulfill the exception of customers in terms of scalability and reliability. It will be big challenges for banks to scale up the mobile-banking infrastructure to handle the exponential growth of the customer base. The customer may be sitting in any part of the world   (a true any time anywhere banking) and hence banks need to running a true 24x7 fashion. As customers will find Mobile banking more and more useful their expectation from the solution will increase. The inability to meet the performance and reliability expectation the banks may lose the customers.

PERSONALISATION
It would be expected from the mobile application to support personalization such as: 

i. Preferred languages

ii. Date/time format

iii. Amount format

iv. Default transaction

v. Standard beneficiary list

vi. Alerts.

OBJECTIVES OF THE STUDY
· To study the Socio-Economic profile of Mobile banking users in Coimbatore city.
· To estimate awareness and usage of Mobile banking services.

· To analyze customer satisfaction about various Mobile banking services.

· To offer meaningful suggestions to customer’s to use Mobile banking services.

Review  of  Literature


CHAPTER - II
REVIEW OF LITERATURE
Ja-ChulGu et al (2009) made an analysis on determinants of behavioural intention to mobile banking in South Korea. The study is examined and validates determinants of uses intention to mobile banking. The study uses a structural equation modeling (SEM) to test the causalities in the proposed model. The study found that self efficiency was the strongest antecedent of perceived ease-of-use, which directly and indirectly affected behavioural intention through perceived usefulness in mobile banking. Structural assurances are the strongest antecedent of trust, which could increase behavioural intention of mobile banking. Thus the verified the effect of perceived ease-to-use on behavioral intention in mobile banking. 

Peffers (1991) argues that banks which were early adopters of Automated Teller Machines (ATM) gained significantly more than later adoptee. He claims that the use of even a single information technology application can affect a wide range of performance variables. Information technology also impacts organizations in other ways, such as, changing the decision structure of banks to better deal with competition (Clarke, 1989). It is becoming apparent that companies as well as individuals are becoming more likely to manage their accounts and do their banking operations through the web. Web banking can, for example, allow a relatively small company to structure and issue basic financial tools such as letters of credit. Other companies are attracted to online banking because it enables them to monitor accounts on a 24-hour basis. As online banking evolves, it is giving some corporations more than just an account–monitoring tool. Several banks for instance provide corporate online banking and allow their clients to invest overnight funds. This can generate substantial profits for a company that has significant, but temporarily, idle cash funds (Martin, 1998). Companies will also be able to do some sophisticated bargaining and comparison shopping for banking services, since the size and location of the client becomes less important. Other banks have developed online banking products specifically tailored to their smaller business clients. From an individual perspective web banking is a very attractive choice. It is proven to be fast, economical, and flexible.

Jarrah (1999) reported that Arab electronic shoppers spent approximately 95 million US Dollars in April 1998. Payments were made mainly by credit cards (82percent), followed by bank transfers (11percent), cash upon delivery (9percent), and cheques (3percent). 78 percent of online shoppers said they believed fax transmission of private financial information was secure enough, versus telephone at 70 percent, and E-mail at confidence of 50 percent. This suggests that opportunities are available to banks in order to strengthen their on-line presence and assure both security and privacy of their operations to customers. 

Jarrah (1999) also presented descriptive statistics that provide a good overview of Internet usage in the Arab world. It is estimated that the total number of users in thirteen Arab countries was close to one million in April 1999. Egypt ranked highest in terms of users with 207,200, followed by UAE with 204,000, Saudi Arabia with 112,500, and Kuwait with 62,800, while Jordan ranked sixth with approximately 50,000 users. Jarrah argues that the growth percentages in this industry are very impressive and are expected to spur the development of electronic business and other online services in the region. In Jordan, banks are now establishing their web sites and offering what is called a new generation of financial services.

Jalan B (2003) IT revolution has brought about a fundamental transformation in banking industry. Perhaps no other sector has been affected by advances in technology as much as banking and finance. It has the most important factor for dealing with the intensifying competition and the rapid proliferation of financial innovations.

Chpora V.K (2001) concludes that it is a need to accept the challenges before PSBs and fought with planning, adoption of technology focused approach, rationalization of staff, reduction in operating expenses, increase in non-interest income through varied schemes ect. The new banking scenario should be in line with expectations of the controlling and regulatory authorities of the country, and shall be at par with the kind of banking offered by their peers, worldwide.

Muniappan G.P (2002) studied paradigm shift in banks from a regulator point of view. He concluded the positive effect of banking sector reforms on the performance of banks. He suggested many effective measures to strengthen the Indian banking system. The reduction of NPAs, more provisions for standards of the banks, IT, sound capital bare are the positive measures for a paradigm shift. A regulatory change is required in the Indian banking system.

Chatzky (1998) focuses on four major web banking services. First, direct deposit, where a customer can manage deposits, reimbursements, social security payments, mutual fund distributions, and tax refunds. Second, electronic bill payment where lenders and vendors are authorized to withdraw the amount from a customer’s account. Third, automatic investing plans, which debit the customers account monthly. Finally, electronic budgeting, where some financial packages offer advice to manage income and make key financial decisions. 

Furst et al (2002) provided a comparative study of Internet and non-Internet banks in U.S. and found that institutions with Internet banking outperformed non-Internet banks in profitability. Also, banks in all categories of size offering Internet banking tended to rely less on interest yielding activities and deposits than non-Internet banks do.

Koedrabruen et al (2002) investigated, designed and developed an Internet based retail banking prototype that meets the requirements of the Thai customers. It found that more than half of the sample Internet users in Thailand are very interested in using the Internet banking services. The main features needed are balance inquiry, bill payment, fund transfer, business information, and payment for goods purchased. The prototype was then developed and validated. The survey from the executives of four Thai banks revealed that there was a potential growth for retail Internet banking in Thailand. 

DeYoung (2001) investigated the performance of Internet-only banks and thrifts in the U.S.  The empirical analysis found that the newly chartered Internet-only banks substantially underperforms the established banks at first, but these performance gaps systematically diminish over time as new banks grow older and larger. The study suggested that the Internet-only banking model may be feasible when executed efficiently.  

DeYoung (2001) found that the average one year old Internet-only bank earned significantly lower profits than the average one year old branching bank, due to low business volumes and high non-interest expenses. It supports the proposition regarding the Internet-only banks, fast growth but low (or no) profits.

Jasimuddin (2001) found that within one year of the introduction of Internet service in Saudi Arabia, Saudi banks had at least decided on their Internet presence. 73% of the Saudi banks possessed their own web sites and 25% of the web sites were offering full services over Internet. The banks viewed the Internet as a key alternative delivery channel.  

Suganthi et al (2001) conducted the review of Malaysian banking sites and revealed that all domestic banks were having a web presence. Only 4 of the ten major banks were with transactional sites. The remaining sites were at informational level. There are various psychological and behavioral issues as trust, security of Internet transactions, reluctance to change and preference for human interface which appear to impede the growth of Internet banking

Furst et al (2000) presented data on the number of national banks in U.S. offering Internet banking and the products and services being offered. Only 20 percent of national banks offered Internet banking in the third quarter of 1999. However, as a group, these Internet banks accounted for almost 90 percent of national banking system assets, Banks in all size categories((and 84 percent of small deposit accounts. Offering Internet banking tends to rely less on interest-yielding activities and core deposits than do non-Internet banks. Also, Institutions with Internet banking outperformed non- Internet banks in terms of profitability. 

Guru et al (2000) examined the various electronic channels utilized by the local Malaysian banks and also accessed the consumers reactions to these delivery channels. It was found that Internet banking was nearly absent in Malaysian banks due to lack of adequate legal framework and security concerns. However over 60 percent of the respondents were having Internet access at home and thus represented a positive indication for PC based and Internet banking in future. 

Egland (1998) conducted the first important study that estimated the number of U.S. banks offering Internet banking and analyzed the structure and performance characteristics of these banks. They have found no evidence of major differences in the performance of the group of banks offering Internet banking activities compared to those that do not offer such services. 

Diniz (1998) reported a survey of web sites of banks in USA. It was found that most of the bank websites were basic and intermediate level. No website was found to be of advanced level.  

Sullivan (2000) found that Internet banks in 10th Federal Reserve District incurred higher expenses but also generated higher fee income and concluded that the measures of profitability for Internet banks are similar to those of the non-Internet banks.  

Booz Allen Hamilton (1997) conducted a global survey covering 386 retail and corporate banking institutions in 42 countries to assess the strategic impact of Internet banking on the financial service industry. According to the study, there is a huge perception gap between North American/European banks and Japanese banks regarding the future of Internet banking. North American and European banks expect Internet banking to become the most important retail channel within 10 years, but Japanese banks expect traditional branches to remain the most important channel. The study also indicates the rapid growth potential of Internet banking. Many of the banks that responded have plans to upgrade the functionality of their Internet service offerings. 

Adesina Ayobami Adekunle (2009) examined the influence of demographic variables and electronic banking on perceived customers’ service delivery in the Nigerian banking sector. The data was collected from 131 respondents through questionnaire method. T-test and 2/2 ANOVA model was used to identify customers’ perception on quality service delivery. The study found that sex of customers had a significant influence on quality perception and age was not significant influence on quality perception.

Ahasanul Haque (2009) made an empirical analysis on electronic transaction of internet banking and its perception of Malaysian online customers. The study examined the level of consumer perception about e-payment, to evaluate the level of confidence on electronic transaction and the factors affecting consumer perception towards electronic payment. The data was collected through questionnaire and e-mail from 230 respondents with the help of convenience sampling method. The study found that security of transaction was the most important variable to expand and strengthen the operation of e-banking. Thus, the study suggested that the bankers activities towards customers. If possible, bank should not charge consumers for their online services. The banks to invest in technology research through which greater prevention and protection tools can be innovated and e-banking practices could be a tested mechanism to ensure full security.

Mohammed Sadique Khan and Siba Sankar Mahapatra (2009) made an empirical study on service quality evaluation in Internet Banking in India, from customer’s perspective. A structured questionnaire containing 44 quality items was administered to various target groups. Seven qualities diminishes, viz, reliability, accessibility, user-friendliness, privacy\security efficiency, responsiveness and fulfillment are identified based on principal component factor analysis. Demographic analysis of data reveals that gender is hardly a bias for use and evaluation of service quality of i-banking in most of the cases across various categories of customers. A valid mathematical model was proposed to assess the overall service quality using regression analysis. The results showed that customers are satisfied with quality of service on four dimensions such as ‘reliability’, ‘accessibility’, ‘privacy/security’, responsiveness and fulfillment but least satisfied with the ‘user-friend-lines’ dimension. The empirical findings not only priorities different parameters but also provided guidelines to bankers to focus on the parameters on which they need to improve. 

Uppal Dr.R.K and Pooja (2009) made an empirical case study on the perception of bank customers regarding e-delivery channels in Punjab. The research design of the study concerned with the perception of customers public sector, private sector and foreign banks. Data was collected from 768 customers equally divided into the 3 banks groups through questionnaire method in November 2008 in Indiana district of Punjab. The study found that most of the customers were aware and highly satisfied with the e-banking services. E-banking made the banking easy and comfortable. Thus, the authors suggested that e-banking has a bright future and it serves as a powerful tool to the banks to satisfy the customers.

R.K.Uppal (2008) made a survey on customer perception of E-Banking services of Indian banks. The study focused on 25 bank customers holding saving and current accounts in the e-banks. Data was collected through a pre-tested and well structured questionnaire in Punjab in May 2006. Weighted average scores were calculated using five point Likert scale. The study revealed that majority of the customers were highly satisfied from E-Banking with time and cost utility which provided efficient services. The customers were not fully aware of the operational part of each channel and their transactional facilities. Hence the author suggested that operating system and facilities provided by e-channels should be highlighted to each age group and also to the customers irrespective of their occupation. This would create a better awareness among the customers on the e-banking services.

S.S.Hugar and Nancy H Vaz (2008) made an evolution of the customer orientation of the public sector banks in India through SWOT analysis. The variables chosen for the analysis were (i) the products offered (ii) the technology adopted (iii) the service environment and (iv) the complaints received. For the analysis 5 public sector banks, 3 new generation banks and 3 foreign banks were selected for the study period 2005 and 2006. From the analysis of the data in terms of ATMs of the banks, computerization, the profit per employee and the complaints received against the banks, the study concluded that for the public sector banks to stand to the global competition, they should improve customer orientation. The PSBs must take the right action at the earliest with the intense competition from the new generation banks and other private sector banks.

Uppal R.K (2008) analysed that the quality of e-banking services in the changing environment. The paper concludes that the customers of          e-banks are satisfied with different e-channels and their services in the spread of e-banking services. This paper also suggests some measures to make e-banking service more effective in the future. The present study is mainly concerned with the Indian banking industry in general and particular those banks that are producing service through e-channels. The sample size of bank customers is 25. The data is collected through pre-tested and well structured questionnaire in Ludhiana, Punjab in May, 2006. 

Uppal R.K and Rosy Chawla (2008) made an empirical study on    e-banking channel banking services in Punjab. The authors argued that the opinion of customers regarding e-banking services and the problems faced by them while using e-banking services. The survey was conducted in September 2008 through 1200 customers of public sector banks, private sector banks and foreign banks in Ludhiana district with the help of  percentage, ranking and weighted average score method. The study found that the customer preferred to avail e-banking services but at the same time they faced problem like less knowledge poor response of employers’ lack of online shopping facilities, misuse of ATM card and opening an account. However, the study suggested that strategies like to create knowledge to organize seminars, proper network and infrastructure facilities. ATM machine should be installed at suitable locations to eradiate there problems. Thus the future of e-banking is quite bright.

Andrew C. Worthington (2007) made an empirical analysis of the technological and informational constraints of Australian consumers on personal bank account access and awareness. The study examined two important and largely unresolved aspects. Firstly, establish the profile of the consumers with entry to the newer ways of accessing their transaction and savings accounts. Secondly quantify the level of knowledge of fees and charges in personal banking in Australia, and whether consumers are in a position to use this knowledge to make better decisions. The data used in this study are unpublished data from the ANZ survey of adult financial literacy in Australia; the national telephone survey of 3548 respondents. The data composed of three sets of information. The first set used in this consists of each respondent’s answers a set of questions aimed at measuring access and understanding of personal bank accounts. The next two sets of information are specified an explanatory variables in the binary logit regression models. The first relate to demographic and socio- economic characteristics, and the second to financial characteristics. The analytical technique used to specify each respondent’s responses concerning personal banking accounts as the dependent variable in a regression with demographic, socio-economic and financial characteristics predictors. The nature of the dependent variable (binomial) indicators discrete dependent variable techniques is appropriate. The study used Binary Logit models investigate the role of demographic, socio-economic and financial characteristics in determining access to and awareness of personal banking accounts in Australian adults. Access is defined in terms of the ability to use new technology comprising ATM, EFTPOS, telephone banking and Internet Banking. Awareness in defined in terms of understanding bank statements and fee and charges, shopping around for accounts and the use of internet calculators to compare the interest rates, fees and charges on bank accounts. The author suggested some target groups identified in the broader push for improving financial literacy in Australia-low income, unemployed and non-working households will be well served in terms of understanding and managing bank accounts if literacy programmes by governments and business continue. More problematically, the issue of access to bank accounts through the newer forms of technology clearly, some of these problems can also be addressed with education and training but it also appears that supply side factors also have a role to play putting this aside, the historically high rate of technology take-up by Australians may eventually telephone and Internet Banking become as commonplace as ATM and EFTPOS. In that event, most differences in access and awareness can be addressed through traditional literacy programmes and measures. 

Arunachalam.L and SivaSubramanian.M (2007) made a theoretical framework to measure the user satisfaction in internet banking. In this paper a new conceptual perspective was introduced. The user experience was a construct of satisfaction, appearance and ease of use. In addition, when markets of electronic services mature a good user experience of customer could be a competitive advantage, with which companies could differentiate their products and services. Thus the study suggested that evaluation of user experience and different user experience scales will be likely needed in the future.    

Hanudin Amin (2007) in his work on “An Empirical investigation on consumer Acceptance of Internet Banking in an Islamic bank” investigated the determinants that influence Internet Banking acceptance among the customers. Technology acceptance model is utilized as a pointed of departure. In this study, perceived credibility, amount of information an Internet Banking, perceived enjoyment,  and social norm are added to the model in addition to perceived usefulness, perceived ease of use. The estimated linear regression model suggested that perceived credibility and social norm are significant determinants of Internet Banking acceptance among Muslims. In contract, the estimated linear regression model suggests that perceived usefulness, perceived ease of use perceived enjoyment and social norm are significant determinants of Internet Banking acceptance among non-Muslims.

Rafiqual Islam (2007) investigated the customer satisfaction of HSBC ATM services in Dhaka, with respect to promptness of card delivery, the performance of HSBC ATM, the service quality of ATM personnel etc., and their opinions on various other related issues using convenience sampling technique. The HSBC management was found to have better customer service and in a better competitive position. 

Uppal R.K (2007) concludes that Indian banking industry has undergone radical changes due to liberalization and globalization measures undertaken since 1991. A highly satisfied and delighted customer is a very vital non- financial asset for the banks in the emerging IT era. This paper is based on the responses of 768 customers of public sector banks and Indian private sector bank and foreign bank operating in Amritsar District of Punjab in month of September 2007 in case of e-bank have been taken into consideration. Time is major factors which affects the quality and reputation of banks. E-banks provide quick services and that is why they are becoming more popular. Hence, it is very essential that all bank groups should put a place the right kind of systems to further cut down on service time and render instantaneous services to the customers. 

Edwin T.C Cheng et al (2006) investigated how customers perceive and adopt internet banking in HongKong. The authors developed a theoretical model based on the (TAM) Technology Acceptance Model with an added construct perceived web security and empirically tested its ability in predicting customers’ behavioural intention of adopting internet banking. The data was collected from 203 respondents through random sample method. The authors analysed the data using Structured Equation Modeling (SEM) to evaluate the strength of dependent and independent variables. Thus, the study provides useful information for bank management in formulating internet banking market strategies. 


Hanudin et al (2006) made an analysis of mobile banking acceptance by Malaysian customers. The study aimed to obtain insights into the factors that could be influenced the adoption of mobile banking among bank customers in Malaysia. The data was collected through purposive sampling method from 239 respondents in September-October 2006. The study confirmed that traditional TAM measures were found to be significant factors of the behavioural intention to use mobile banking and this was influenced by the extent of security and privacy factors. Thus the study suggested that five constructs only to range customers intention to use the relatively new mode of financial transaction. However these constructs can be integrated with others to provide a more comprehensive understanding of mobile banking. 

Tiwari et al (2006) explores the various avenues using the mobile technology for expanding online banking services, as mobile based applications gain popularity. The paper presents the global scenario and technology used in mobile financial services. The paper provides a global overview over services offered and simultaneously analysis various MFS technologies. Using case study it shows how successful offers may be conceptualized and implemented in a real world setting.  

Ainin Sulaiman, Lim C.H and Alice Wee (2005) made a study on prospects and challenges of e-banking in Malaysia. The study examined the different types of e-banking products used by adopters before finally describing the characteristics of e-banking adopters. The data was collected from 542 respondents between January to April 2004 through convenient and non-probability sampling method. The study found that the adopters perceived e-banking to be an easy and convenient way to conduct banking transactions. The authors also realized that e-banking capabilities and offerings of foreign banks were not accessed, thus rendering the web evaluation in comprehensive and disallowing a meaningful comparison between local and foreign banks. Therefore, the authors suggested that besides evaluating the websites, interviews with banks should also be included which would allow us to get details about each facility and the services on offer.     

Malhotra P and Singh B (2005) describes the concept of internet banking and scope of services offered along with the key risks associated with the adoption of this technology. The paper also describes the current state of internet banking in India. Such a picture can provide an initial step for the likely future impact of internet banking on the banking industry. IT allows the banking industry to establish a direct link to the customers. Only 33 banks provide internet banking in one form or the other which represents only 87 pc of total banks operating in India.

Mohan K, Babu P. George and Alexander (2005) made a study on E-enabled knowledge management selected Indian banks. This paper examined the gainful effects of the uses of Information Technology in the banking sector through customer services like E-commerce E-banking and corporate internet banking etc. The author viewed the adoption of information technology by the banking sector had brought a number of benefits to the customers. But, at the same time technology possessed several challenges to the banking industry which are needed to be addressed in a focused manner. Hence, the author suggested that in the coming years the technology infrastructure even in the rural and semi urban areas will enlarge to cover internet kiosk, WAP phones, set top boxes and better communication facilities. It is probable that technology driven banking may also make in roads into serving customers in these areas.

Ray M et al (2005) presents an empirical study that examines the extent to which IT impact customer service. This paper also investigations the differential on the performance of customer service process across firms that complete in the North American Life and health insurance industry during the first quarter of the year 2000.Data was collected for the year 1999. The analysis suggests that shared knowledge is a critical IT capability that explains variance in customer service process performance across firms.

Habbar R (2004) emphasized in his paper that managing technology is a key challenge for the Indian banking industry. Banks have enhanced their networks and communication infrastructure to reap the full benefits of computerization. E-banking is catching up. The need for having required tools for trust privacy and confidentiality is a major area of concerned for today’s network banking.

Patnaik S (2004) his paper stress upon that shared ATMs is taking place and they are mutually beneficial. This mushrooming new dimension of shared ATMs has increased non-interest income of the banks. This is the most popular e-channel and widely used in all the bank groups.

Sharma and Kaur (2004) studied customer satisfaction in rural banks located at with Hoshiarpur district of Punjab. They used five-point likert scale and found that the rural customers are not satisfied with strategies adopted by Gramin banks.

Shastri (2001) analysed the effect and challenges of new technology for banks. Technology has brought a sea change in the functioning of banks. The earlier manual system of preparation of vouchers is slowly being automated thereby saving a lot of time and effort; the use of Automated Teller Machine (ATMs) and introduction of IT are more than in the past, especially in the post-VRS (Voluntary Retirement Scheme) scenario.

Beckett Hewer and Howcroft (2000) states that the emergence of new forms of technology has created highly competitive market conditions for bank providers. However, the changed market conditions demand for banks to better understanding of consumers’ needs.

William J.Wilhelm Jr (1999) analysed the impact of information technology on relationship banking, the author provided an economic perspective on how recent advances in Information technology have begin to lay siege to the relationship based technology. The study focused mainly on strategies pioneered by with capital and market for initial public offerings of equity. The author viewed on continues advances in economic theory aided to better Information Technology. This represents threat to demand for continuous human judgment embodied in banking relationship. Hence the author suggested that advances in Information technology together with increased understanding and codification of investment banking practices, have and will continue to diminish the importance of these relationships. 

Singhal’s (1987) was yet another important study about customer’s services in Indian Banks. This study was based on a research project by Sushila Singhal, sponsored by Shri Ram Center for Industrial Relations, New Delhi. The study has two objects: an adequate and systematic description analysis and explanation of customer services by the bank. The study was based on a broad sample of 528 bank employees (both officers and clerks) and 1427 customers selected by a purpose-wise procedure. She had adopted a stage-wise methodology to select the banks. She had chosen six banks in the first stage and five branches of the six banks in the second stage for the more intensive study. The most important finding of this study were: (a) there are considerable differences between different banks in regard to employees’ job involvement and motivation, customer loyalty and identification of banks, and branch employees’ attitudes towards bank customers and colleagues, etc.; (b) The demographic and psychological variables were identified and their relationship with employees’ job performance and customer services \was explained; and (c) There was no correlation between ‘service efficiency’ and ‘customers satisfaction’ and no relationship between size of the bank branch and customer satisfaction. She discussed the implication of her findings for efficient management. And her study was based on multi-method and multi-variable approach to explain the bank employees’ job behavior. 

Ananthakrishon G (2004-05) study reveals that the discerning customer’s expectation has begun to change in terms of quality and service. With the advent of computers and ATMs, the gap between the customers and the banking personal is widening. Banks which take care to see the reality and react early will survive and prosper, while those who continue the traditional path will find their market share eaten away. The study finds the 68 pc of the customers quit because of the indifference of some of the employees.

Paul J and Mukherjee A (2006-07) concluded that cash demand management in ATMs is a new product of the block, which facilitates the banks to source cheaper funds and serve its client more efficiently. This paper is an outcome of an attempt to understand the flow of cash to and from the banks to its ATMs to ensure an optimum utilization of cash without entailing a stock out situations. The analysis is based on the ceases of two banks namely Bharat bank and Global bank and the data from there ATMs in Mumbai city during the year 2003. The whole exercise is helping the banks to serve their customers fast and avoid human intervention totally. The various aspects evolved are the logistics involved in ATM operations, role of forecasting in retail outlets and ATMs and parameters that are taken into consideration.

Egwati Annie Oghenerukevbe (2008) made an empirical investigation on customers’ perception of security indicators in online banking sites in Nigeria. The paper described a user study performed to investigate users perception of factors influenced the effective implementation of existed security indicators objectives and to evaluate the effectiveness of SI in banking web browsers using the communication-Human information processing model. The data was collected from 137 computer science students who were connected with internet services offered by banks through questionnaire between February and March 2008. This study revealed the effectiveness of SI in internet banking sites in some selected banks in Nigeria as it relates to users revealing sensitive information to spoofed sites. SI designed to alert users and to signal site trust worthingness were not fully comprehended by many participants. The study suggested that SI be designed in such a way that they interrupt the user’s primary task, clearly convey the recommended actions to take, fail in a secure manner if the user does not understand or ignores them, draw trust away from the suspected spoofed banking website, and prevent the user from becoming over familiar with the sites, a different approach is needed in order to adequately secure customers sensitive information in website during authentication. Thus, an adequate solution must take into cognizance an enhance authentication procedure that is customers friendly and that will be secured even in an unsecured environment. 
Tahir Masood Qureshi et al (2008) made an empirical study on customer acceptance of online banking in developing Economies. The study evaluated the customer acceptance of online banking in Pakistan. The data was collected from 235 customers who were highly connected with services offered by banks. The study found that majority of customers accepted online banking culture because of many favourable factors such as usefulness, security and privacy and information provided through print electronic media. These factors have a strong and positive effect on customers to accept online banking system. The study suggested that the factors like security and privacy of the customers and usefulness of the online banking managers can make decisions regarding market expansion and increasing customers.

Kun Chang Lee et al (2009) made on analysis on Understanding Factors Affecting Trust Un and Satisfaction With Mobile Banking Services in Korea. The study based on Delone and McLean’s model. The authors assessed about the three external quality factors were the impact of satisfaction and trust. The data collected 276 valid questionnaires from mobile banking customers, through structural equation modeling. The study found that system quality and information quality significantly influenced customer’s trust and satisfaction. 

Mari Scioranta et al (2004) an empirical study on Mobile Banking and Consumer Behaviour: New Insights into the Diffusion Pattern in Finland. The study focused on diffusion and adopters of Mobile banking services. The data was collected through traditional method of postal questionnaire from 1253 responses in July 2002. The study explored some contradictory empirical findings drawn from potential subsequent adopters of mobile banking and of differences between user segments. Thus the authors suggested that the influence of certain demographic characteristics and the preferred communication mode of customers on the adoption and future usage of mobile banking services.      

Rasheda Sultana et al (2008) made an analysis on Mobile Banking; Overview of Regularity Frame Work in Emerging Markets in Bangladesh. The study analysed the developing countries, millions of people rely on informal economic activity and local level networks to earn their living. Most of the people from bottom of pyramid and they don’t have access to basic financial services/ banks as access to them is costly and very limited. However, the outstanding growth of mobile sector worldwide has created a unique opportunity to provide social and financial services over the mobile network with over 4 billion mobile cellular subscriptions worldwide. Mobile network has the ability to offer mobile banking to 61% of   the world population. The study states the biggest share of mobile payment users will be in the Asia/pacific region by 2012 (Gartner, 2008). In the context of being the most promising ICT market and the largest inbound remittance receiver, this region is expected to be the hub of mobile banking transactions. 

Tommy Laukkanen et al (2007) made an analysis on Mobile Banking Innovators and Early Adopters: How they differ from Other Online users in Finland. The study analysed the rapid pace of technological development has created opportunities for financial service providers to offered their services via multiple electronic channels. An internet survey was conducted among customers of a large Scandinavian bank in Finland yielding 2,675 responses. Logistic regression was used to identify variables differentiating between users of mobile banking and other online banking services. The study found that only age (p=0.957), income (p=0.624), occupation (p=0.596) and size of the households (p=0.151) were found to be insignificant in differentiating the groups. Thus the study offer service providers better knowledge of the typical mobile banking users adding value to their marketing actions in the field of electronic banking.

Namho Chung et al (2009) made an analysis on Effect of Trust level on Mobile Banking Satisfaction: a multi-group analysis of information system success instrument in Korea. The study focused on whether trust in mobile banking influences the relationship between customer satisfaction and perceptions of the system quality, information quality and information presentation of mobile banking. Using the partial least squares approach, the analysis reveals that information quality and system quality influence customer satisfaction, whereas information presentation does not have an effect on customer satisfaction. The study model articulates how perceptions of the system quality, information quality and information presentation of mobile banking moderated by trust influence customer satisfaction with the type of survive.

Seung Ik Beak et al (2009) made an analysis on Understanding Key Attributes in Mobile Service: Kano model. The study investigated how customers perceive currently available 3G mobile services. More specifically, by using the kano model, it tried to categorize them into five quality attributes; Attractive, one-dimensional, must-be, indifferent and reverse. The study found that picture messaging, navigation aid and mobile internet are considered as “one-dimensional quality attributes”. Thus the study suggested that the higher level of fulfillment of mobile services, the higher the customer’s satisfaction, and vice versa.

Seongil Lee et al (2006) made an analysis on Entertainment on Mobile Internet Services: From the Korean   consumer perspectives. The study elaborated on the rapid evolution of mobile internet services in Korea. The study investigated young consumers’ preferences and attributes towards mobile entertainment services through person-to-person questionnaires. The study tried to find out “how” mobile entertainment services differ from other mobile services from the consumer perspectives, expectation and satisfaction. Thus the study suggested that the speed of services was never met to consumer expectation in mobile entertainment services while they never really cared about contents aspects of mobile internet services.  

Serkan Akinci et al (2004) conducted a study on an understanding of consumers' attitudes and adoption of Internet banking among sophisticated consumers in an advanced developing country. Based on a random sample of academicians, demographic, attitudinal, and behavioral characteristics of Internet banking (IB) users and non-users were examined. The study revealed that the significant differences between the demographic profiles and attitudes of users and non-users. Internet Banking users were further investigated, and three sub-segments were defined according to a set of bank selection criteria. 

Methodology        


CHAPTER - III
METHODOLOGY

    
The methodology adopted in the study on “Customer’s Awareness on Mobile Banking Services in Coimbatore” is discussed in this chapter under the following heads.

I. Selection of Area
II. Selection of Sample Units
III. Collection of Data 
IV. Period of Study
V. Quantitative Tools Used
VI. Limitation of the Study
I. Selection of Area
The present study was conducted in Coimbatore city, Coimbatore is the third largest city in Tamil Nadu on the bank of river Noyyal. The city is also known for its entrepreneurship of its residents. Banking sector plays an important role in Coimbatore. In the Coimbatore city Mobile banking services in bank is currently about more than 100(approximately). The locale of the study was confined to Coimbatore city limits on the grounds of easy to data and time constraints

II. Selection of Sample Units 
           The total sample consisted of 100 Mobile banking service providers in urban areas, in Coimbatore city. The samples were selected by adoptive purposive sampling technique. Not all Mobile banking service providers were willing to supply the required information. Hence the investigators approach only those members who were willing to cooperate and supply the required information.

III. Collection of Data

 
The primary data pertaining to the study were collected by administrating a pre tested interview schedule check for clarity and the necessary modification were on the basis of experience gain during pre testing. The finalized schedule used in the study is given in Annexure-I

IV. Period of Study


The data for the study were collected from the sample unit in the month of from January 2010-February 2010.

V. Quantitative Tools Used


Data collected were tabulated and analyzed for the purpose of giving precise and concise information. The following quantitative techniques were applied

a. Chi–square test

b. Likert scaling technique

c. Garrett ranking technique  

a. Chi-square test

         
The chi–square test was to determine if there was any association between Mobile banking service providers and selected Socio-Economic variables.

     
Where,

             ‘O’ is the observed frequency in each category

             ‘E’ Expected frequency in each category

The degrees of freedom are given by(c-1) (r-1)

    
Where,

      
‘C’ denotes number of columns and ‘r’ denotes number of rows the obtained value is compared with the critical value at the given degrees of freedom to draw in reference about the sample (Gupta 2010).

b. Likerts scaling technique

Likerts five point rating scale  ‘strong’, ‘good’, ‘moderate’, ‘weak’, ‘poor’, was  preferred to elicit the satisfaction of the respondents and using the Mobile banking services. These scales were given scores as 2, 1, 0, -1, -2 respectively average score obtained.

c. Garrett ranking technique

             To determine the order of Mobile banking services preferred by the respondents and, criteria of selecting Mobile banking services, the respondent were asked to rank the various preparation of Mobile banking services. To determine the criteria according to their preferences. The ranks were finest covered into person position by using the formula.

              Percent position= 100(R-0.5)/N

Where,

              ‘R’ is the rank given by the respondents

              ‘N’ is the number of items ranked from these percent positions, the individual scores were determine on a scale of 100 points by using Garrett rating scale.

Limitation of the Study

· It is micro level study. Thus the findings of the study may not be applicable for macro level.

· The study was based on primary data. Hence the inadequacies of primary data also hold here.

·  Due to limited, money and other limitations, the study could cover only small number of respondents on urban area. 

Results  &  Discussion


CHAPTER - IV
RESULTS AND DISCUSSION

The results of the present study are presented and discussed under the following heads:

i. Socio-Economic profile of the respondents

ii. Bank profile of the respondents

iii. Awareness  and usage of  Mobile banking  services

iv. Respondents perception about Mobile  banking services

v. Mobile banking services preferred by the respondents

vi. Satisfaction about Mobile banking  services

vii. Criteria for the selecting  Mobile banking services

I   SOCIO–ECONOMIC PROFILE OF THE RESPONDENTS

Usage of Mobile banking services mainly depends on Socio-Economic and occupational back ground. The customers using Mobile services may differ with regard to their bank, sex, age, marital status, education qualification, income level etc. Hence, the present section highlights the general characteristics of the respondents. 

4.1 Age of the Respondents
Age is the main factor that determines Mobile banking services.  Table 4.1 gives the details regarding age of the respondents.

TABLE  4.1
AGE OF THE RESPONDENTS

	S.No
	Age
	Number of the respondents in percent

	1
	Below 25
	42

	2
	25-35
	40

	3
	35-45
	11

	4
	45-55
	5

	5
	55&above
	2

	
	Total
	100


   Source: Based on Primary Data

42 percent of customers are in the age group of below 25 years, 40 percent are in the age group of 25-35 years and 11 percent are in the age group of 35-45 years, 5 percent of customers are in the age group of 45-55 years and 2 percent are in the age group of 55 and above. The majority of the respondents belong to the young generation using Mobile banking services. Figure-I shows the age of the respondents. 

FIGURE – I
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4.2 Sex of the Respondents
            Sex as a personal variable was found to have a significant effect on Mobile banking services users.

TABLE 4.2
SEX OF THE RESPONDENTS

	S.No
	Sex
	Number of the respondents in percent

	1
	Male
	67

	2
	Female
	33

	
	Total
	100


 Source: Based on Primary Data

Analysis of Table shows that, there are 67 percent of male respondents and 33 percent of male respondents using Mobile banking services. The table interpreted that the number of male respondents using Mobile banking services is more than female respondents.

4.3 Marital Status
Analysis  of  Table 4.3 shows, classification of respondents regarding their marital status.

TABLE  4.3

MARITAL STATUS OF THE RESPONDENTS

	S.No
	Marital Status
	Number of the respondents in percent

	1
	Married
	49

	2
	Unmarried
	51

	3
	Widow
	-

	4
	Separated
	-

	5
	Divorce
	-

	
	Total
	100


Source: Based on Primary Data
Table 4.3 shows that 49 percent of customers were married and 51 percent of customers were unmarried. The marital status of the surveyed sample units revealed that unmarried customers using Mobile banking more than married customers. Figure-II shows the marital status of the respondents.
FIGURE - II

MARITAL STATUS OF THE RESPONDENTS
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4.4 Educational Status
         Educational status is an important Socio-Economic factor for analyzing user’s perception on Mobile banking services. Table 4.4 shows that the educational status of the respondents.

TABLE 4.4

EDUCATIONAL STATUS OF THE RESPONDENTS

	S.No
	Education
	Number of the respondents in percent

	1
	Illiterate
	-

	2
	Primary
	1

	3
	Middle
	1

	4
	Secondary
	4

	5
	Higher Secondary
	13

	6
	Collegiate
	61

	7
	Professional
	20

	
	Total
	100


  Source: Based on Primary Data

Table shows that the educational status of the respondents.  It is found that 1 percent of the respondents are primary level, 1 percent is middle level education, 4 percent of respondents are secondary level, 13 percent are higher secondary level and 61 percent of the respondents are collegiate level, and the rest of the 20 percent are professional graduates.  From the analysis, Educational Status of the respondents revealed that collegiate levels are more in Mobile banking service users. Figure-III shows the educational status of the respondents.

FIGURE - III

EDUCATIONAL STATUS OF THE RESPONDENTS

[image: image4.png]Respondents

70

60

50

40

30

20

10

llliterate

Primary

13
4
Middle Secondary Higher
Secondary

Educational Status

Collegiate

Professional




4.5 Occupational Status of the Respondents
Occupational status plays an important role on respondent’s perception on Mobile banking services.
TABLE 4.5

OCCUPATIONAL STATUS OF THE RESPONDENTS

	S.No
	Occupation
	Number of respondents in percent

	1
	Business
	51

	2
	Government employees
	14

	3
	Professionals
	20

	4
	Others
	15

	
	Total
	100


Source: Based on Primary Data
 The analysis of  shows that the details relating to the occupations persuade 51 percent of customers were business people and 14 percent are government employees, professionals were 20 percent and rest of the respondents were 15 percent  which includes self employed and private company employees.  The occupational details found that majority of the respondents were business people in mobile banking service users.             Figure - IV shows the occupational status of the respondents.

FIGURE - IV
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4.6  Monthly Income of the Respondents
Income is a most important factor of analyzing Mobile banking services and the satisfaction of Mobile banking users.

TABLE 4.6

MONTHLY INCOME OF THE RESPONDENTS
	S.No
	Income  Level (RS)
	Number of the respondents in percent

	1
	Below 5000
	1

	2
	5000-10000
	31

	3
	10000-15000
	54

	4
	Above 15000
	14

	
	Total
	100


Source: Based on Primary Data

The Table analyze the monthly income of the respondents. From the table, 1 percent of the respondents are Below Rs. 5000 as their monthly income, 31 percent have an income of the Rs.5000 to Rs.10000, 54 percent of respondents have an income between Rs.10,000 to Rs.15,000 and 14 percent of the respondents have an income of  above Rs.15,000. The analysis of the monthly income revealed that a majority of the respondents having an income between Rs.10, 000 to Rs.15, 000 in Mobile banking service users. Figure-V shows the monthly income of the respondents.
FIGURE - V
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II   BANK PROFILE OF THE RESPONDENTS
Usage of Mobile banking services mainly depends on profile and problems of the bank. Using Mobile banking service may differ with respondent’s bank account, type of problem facing in bank balance, and sources of account statement etc. Hence, bank profile of the selected respondents.

4.7  Respondents Bank Account
          
To analyze the present study, bank account divided into three types (i.e) Savings Account, Current Account, and both Savings and Current Account.

TABLE 4.7

RESPONDENTS BANK ACCOUNT TYPE

	S.No
	Type  of Bank Account
	Number of the respondents in percent

	1
	Savings A/c
	61

	2
	Current A/c
	12

	3
	Both Savings & Current A/c
	27

	
	Total
	100


Source: Based on Primary Data

 
Table analyzed the respondent’s bank account. The study reveals that 61 percent of respondents have savings account, 12 percent were current account, 27 percent have both savings and current account the bank account, among the respondents revealed that most of the respondents have savings account than the current account. 

4.8  Type of Problems in Bank
Respondents face various problems like while with-drawing money from banks, standing in the long queue, Weekend holidays, working hours, lack of time and delay in attending works. To avoid these problems in banks, customer prefers Mobile banking. 

TABLE 4.8
PROBLEMS FACED BY THE RESPONDENTS

	S.No
	Problems
	Number of the respondents in percent

	1
	Long queue
	41

	2
	Weekend holidays
	11

	3
	Working hours
	13

	4
	Lack of time
	31

	5
	Delay in attending work
	4

	
	Total
	100


Source: Based on Primary Data

Table  showed that, Mobile banking users were 41 percent of the respondents faced long queue problem, 11 percent had weekend holidays, 13 percent had working hours problem, 31 percent had  lack of time and 4 percent  faced delay  in attending the work. From the survey, it was found that the most prevalent problems were long queue and lack of in Mobile banking services.

4.9 Sources of Account Statement
Respondents can get their account statement through pass book, through personal and through other sources. Table shows that, by which source respondents getting their account statement from the banks. 
TABLE 4.9

SOURCES OF ACCOUNT STATEMENT

	S.No
	Account Statement
	Number of respondents in percent

	1
	Through pass book
	96

	2
	Through personal
	2

	3
	Other sources
	2

	
	Total
	100


Source: Based on Primary Data

96 percent of the respondents have getting their account statement through pass book, 2 percent are through personal and 2 percent were other sources. The survey revealed that most of the respondents willing to know their account statement through passbook.

III.  AWARENESS OF MOBILE BANKING SERVICES
The present section highlights awareness of Mobile banking             services.

4.10 Awareness of  Mobile Banking Services
The Table shows that the awareness of Mobile banking services.

TABLE  4.10

AWARNESS OF MOBILE BANKING SERVICES

	S.No
	Sources
	Number of the respondents in percent

	1
	Display in Banks
	31

	2
	Friends, Relatives & Colleagues
	42

	3
	Bank employees
	11

	4
	Advertisement
	16

	5
	Others
	-

	
	Total
	100


Source: Based on Primary Data

    
The above Table analyzed that, the source that created awareness to Mobile banking service users. 31 percent of the respondents aware through displays in banks, 42 percent aware through friends, relatives and colleagues, 1 percent of the customers through bank employees and                    16 percent advertisement  aware  important source of awareness about Mobile banking service. The analysis revealed that main sources of awareness about Mobile banking services are Displays in Banks, Friends, Relatives and Colleagues.
4.11 Evidence Produced for Mobile Banking Services
           To become a Mobile banking service holder, customers should produce salary slip or ID proof or mobile number or email ID or account in bank. Table 4.11 shows that evidence, produced by the respondents to become a Mobile banking service holder.

TABLE  4.11
EVIENCE PRODUCED FOR MOBILE BANKING SERVICES

	S.No
	Evidence
	Number of the respondents in percent

	1
	Salary slip
	10

	2
	ID proof
	9

	3
	Mobile no
	39

	4
	Email ID
	2

	5
	Having a/c in your bank
	40

	6
	None
	-

	
	Total
	100


Source: Based on Primary Data
The survey revealed that, majority of the respondents should account in their evidence for using mobile banking services through bank account.
4.12   Comfortable Using of Mobile Banking Transaction
Mobile banking holder can be used mobile baking services for security issues, availability, and not sure about ability, and bank to maintain confidentiality, and feel more peaceful and physical transactions. Table 4.12 givens, comfortable using of Mobile banking transaction by the responds.

TABLE  4.12
COMFORTABLE USING OF MOBILE BANKING TRANSACTION

	S.No
	Services
	Number of the respondent in percent

	1
	Security issues
	21

	2
	Availability
	42

	3
	Not sure ability and bank to maintain confidentiality
	16

	4
	Feel more peaceful with physical transaction
	21

	
	Total
	100


Source: Based on Primary Data

The above Table shows that 21 percent of the respondents were comfortable using Mobile banking services for security issues, 42 percent  were using availability and 16 percent of the respondent using Mobile banking services for not sure ability and bank to maintain confidentiality and 21 percent of the customers using Mobile banking services for feel more peaceful with physical transaction. The survey revealed that most of the respondent using Mobile banking services for availability.
4.13 Purpose of Using Mobile Banking Services
For various purpose respondent’s using Mobile banking services. Their clarity of transaction, confidentiality, time saving, speedy, convenience and transparency.

TABLE 4.13

PURPOSE OF USING MOBILE BANKING SERVICES

	S.No
	Purpose
	Number of the respondents in percent

	1
	Clarity of transaction
	12

	2
	Confidentiality
	5

	3
	Time saving
	55

	4
	Speedy
	17

	5
	Convenience
	8

	6
	Transparency
	3

	
	Total
	100


Source: Based on Primary Data 

The Table analyzed that purpose of using Mobile banking services.           12 percent of the respondents using Mobile banking services for clarity of transaction and 5 percent of the respondents were using confidentiality, 55 percent of the respondents using Mobile banking services for time saving; 17 percent of the respondents using Mobile banking service for convenience, and 3 percent of the respondents using for transparency. The survey found that, majority of the respondents using Mobile banking services for time saving.

4.14   Challenges for Banks to Develop Mobile Banking Applications
The challenges for banks to develop sophisticated mobile banking applications are handset operability, security, scalability & reliability application distribution and personalization.

TABLE 4.14

CHALLENGES FOR BANKS TO DEVELOP MOBILE BANKING APPLICATIONS

	S.No
	Services
	Number of the respondents in percent

	1
	Handset operability
	28

	2
	Security
	30

	3
	Scalability & Reliability
	17

	4
	Application distribution
	13

	5
	Personalization
	12

	
	Total
	100


Source: Based on Primary Data

The survey found that, majority of the respondent’s challenges for banks to develop Mobile banking applications for security.

IV   RESPONDENTS PERCEPTION ABOUT MOBILE BANKING SERVICES

The present section analysis that whether the respondent’s aware of Mobile banking services holders. Satisfaction of Mobile banking services, Mobile banking services is safer, bank educate about Mobile banking services, prefer Mobile banking instead of using your bank every now and then, difficulty while using Mobile banking services, any family member(s) possess Mobile  banking services were analyzed and showed in Table 4.15.
TABLE 4.15

RESPONDENTS PERCEPTION ABOUT MOBILE BANKING SERVICES

	S.No
	Particulars
	Number of the respondents in percent

	1
	Aware of Mobile banking services

Yes

No
	92

8

	2
	Satisfaction of Mobile banking service

Yes

No
	91

9

	3
	Mobile banking service is safer

Yes

No
	84

16

	4
	Bank calculate about Mobile banking service

Yes

No
	88
12

	5
	Prefer Mobile banking instead of visiting your bank every now and then

Yes

No
	61

39

	6
	Difficulty while using Mobile banking service

Yes

No
	3

97

	7
	Family member(S) posses Mobile banking service

Yes

No
	50

50


Source: Based on Primary Data

The above Table shows that, 92 percent of the respondents were aware of Mobile banking service, and 8 percent of the respondents are not aware Mobile banking services the survey revealed that majority of the respondents aware of Mobile banking services.

Satisfaction of the Mobile Banking Services

In 91 percent of the respondent were satisfied Mobile banking services and 9 percent of the respondents were not satisfied the Mobile banking services. The survey revealed that the majority of the respondents satisfied using Mobile banking services.

Whether Mobile Banking Services Is Safer

The survey revealed that 84 percent of the respondents have the opinion that Mobile banking service is safer and 16 percent of the respondents have the opinion on Mobile banking services is not safer Hence, the survey found that the majority of the respondents stated that Mobile banking service is safer.
Bank Educate About Mobile Banking Service
      
The survey revealed that 88 percent of the respondents have the opinion of bank educate about the Mobile banking services and 12 percent of the respondents have the opinion of bank does not educate about the Mobile banking services. Hence the survey found that majority of the respondent stated that bank only educate their Mobile banking services.
Difficulty While Using Mobile Banking Services

        
The survey revealed that 3 percent of the respondents stated that while using Mobile banking service is difficult due to rules and regulation, High SMS charge, delay in SMS and other reasons. And 97 percent of the respondents stated that there are no difficulties in using Mobile banking service. The survey found that majority of the   respondents stated that there are no difficulties in while using Mobile banking service. 

Whether Any Family Member(S) Posses Mobile Banking Service

      
The survey revealed that 50 percent of the respondents stated that their family member(s) possess Mobile banking services and 50 percent of the respondent stated that their family member(s) do not have Mobile banking services. The survey found that the respondents have equally possessed the Mobile banking Services.

V.   
MOBILE BANKING SERVICES PREFERRED BY THE RESPONDENTS


The below Table shows that, Mobile banking service preferred by the respondents.

TABLE 4.16

MOBILE BANKING SERVICES PREFERRED BY THE RESPONDENTS

	    S.No
	Services
	R-1
	R-2
	R-3
	R-4
	R-5
	R-6
	R-7
	R-8
	R-9
	R-10
	R-11
	Total Scores
	Over all Ranks

	1
	Account alerts security alerts reminders
	31
	10
	4
	8
	8
	4
	4
	2
	3
	8
	18
	55.7
	1

	2
	Account balances updates & history
	5
	31
	7
	7
	7
	7
	4
	7
	9
	10
	6
	54.07
	2

	3
	Customer services via mobile
	2
	6
	41
	5
	9
	6
	3
	7
	11
	5
	5
	53.74
	3

	4
	Branch or ATM location information
	6
	5
	5
	42
	10
	1
	1
	12
	3
	8
	7
	52.31
	5

	5
	Bill pay delivery online and payments by secure agents and mobile client applications 
	5
	3
	3
	2
	17
	11
	14
	8
	5
	19
	13
	43.00
	10

	6
	Fund transfer
	3
	1
	4
	5
	7
	32
	16
	10
	5
	3
	14
	52.60
	4

	7
	Transaction verification
	8
	6
	4
	4
	12
	13
	25
	7
	5
	8
	8
	48.38
	7

	8
	Mort Age Alerts
	18
	7
	5
	10
	4
	5
	5
	24
	9
	6
	7
	51.73
	6

	9
	Real time stock quotes
	5
	18
	12
	5
	5
	5
	9
	10
	16
	11
	4
	43.11
	8

	10
	Check book and card request
	4
	6
	15
	5
	2
	6
	5
	6
	15
	23
	13
	43.10
	9

	11
	Information on whether updates news.
	9
	7
	3
	4
	3
	9
	10
	5
	14
	9
	27
	41.72
	11



Source: Based on Primary Data


From the Table reveals that, Mobile banking services preferred by the respondents  the order of rank given as “Account alerts, security alerts and reminders” (1st rank), “Account balance, updates & history” (2nd rank), “Customer services via mobile” (3rd rank), “Fund transfer” (4th rank), “Branch or ATM location information” (5th rank), “Mort age alerts”                     (6th rank), “Transaction verification” (7th rank), “Real time stock quotes”            (8th rank),  “check book and card request” (9th rank), “Bill pay, deliver online applications” (10th rank), “Information on whether updates news”                    (11th rank). 
VI   SATISFACTION ON MOBILE BANKING SERVICES
The Table shows that the satisfaction on Mobile banking services.
TABLE 4.17

SATISFACTION ON MOBILE BANKING SERVICES
	S.No
	Satisfaction on                        M-Banking
	Strong
	Good
	Moderate
	Weak
	Poor
	WAS

	1
	SMS
	17
	64
	19
	-
	-
	0.98

	2
	Mobile web
	5
	65
	27
	3
	-
	0.72

	3
	Mobile client applications
	13
	55
	30
	2
	-
	0.79

	4
	SMS with mobile web
	8
	64
	26
	-
	2
	0.76

	5
	Secure SMS
	8
	67
	21
	2
	2
	0.77


Source: Based on Primary Data
The above Table examines the satisfaction on Mobile banking service by the respondents, majority of the respondents satisfy the SMS services. It is important to note most of the respondents good for secure SMS while using Mobile banking services.

VII CRITERIA FOR SELECTING MOBILE BANKING SERVICES

The present section highlights the criteria for selecting Mobile banking services.

TABLE 4.18

CRITERIA FOR MOBILE BANKING SERVICES

	S.No
	Criteria of                    M-Banking Services
	R-1
	R-2
	R-3
	R-4
	R-5
	R-6
	R-7
	R-8
	Total Scores
	Over
all
Ranks

	1
	Wide area network
	39
	10
	5
	4
	8
	4
	5
	25
	54.61
	2

	2
	Less charges
	6
	44
	6
	12
	7
	3
	18
	4
	54.99
	1

	3
	Safety transaction
	5
	3
	49
	11
	5
	13
	8
	6
	51.02
	3

	4
	No hidden cost
	6
	8
	9
	39
	20
	5
	9
	4
	50.82
	4

	5
	24 hrs access
	5
	5
	7
	18
	50
	5
	6
	4
	43.54
	6

	6
	Easy to use
	9
	2
	10
	3
	1
	56
	7
	12
	39.06
	8

	7
	Secret
	9
	14
	7
	5
	3
	5
	45
	12
	43.17
	7

	8
	Reliability & availability
	17
	12
	11
	5
	6
	8
	7
	34
	45.2
	5


Source: Based on Primary Data
From the above Table reveals that, criteria for selecting Mobile banking services by the respondents. among the respondents the order of rank given as “Less charges”(1st rank), “Wide area net work” (2nd rank), “Safety transaction” (3rd rank), “No hidden cost” (4th rank), “Reliability & availability” (5th rank), “24 hrs access” (6th rank), “Secret” (7th rank)), “Easy to use”(8th rank).

TABLE 4.19 
AGE IS THE FUNCTION OF EDUCATION

	
	Illiterate
	Primary
	Middle
	Secondary
	Higher Secondary
	Collegiate
	Professional
	Total

	Below 25
	-
	-
	-
	-
	3
	33
	6
	42

	25-35
	-
	-
	-
	2
	8
	19
	11
	40

	36-45
	-
	-
	-
	1
	1
	8
	1
	11

	46-55
	-
	-
	-
	1
	1
	1
	2
	5

	56and above
	-
	1
	1
	-
	-
	-
	-
	2

	Total
	-
	1
	1
	4
	13
	61
	20
	100


Source: Based on Primary Data
Age is the function of education 

Ho: there is no association between age and education.

Ha: there is association between age and education.

χ2 = 1.5726

Degrees of freedom = (c-1) (r-1) = 24

          The table value of χ2 for 24 degrees of freedom at 5 percent level of significance is 36.4 comparing calculated and table values of χ2. The calculated value is less than the table value and such it has arisen due to fluctuations of sampling. Thus the null hypothesis is accepted and it’s not statistically significant.                                          

Summary  &  Conclusion                             


CHAPTER - V
SUMMARY AND CONCLUSION

The recently developed Mobile banking technology creates unpredicted opportunities for the banks in the ways they organize financial product development, delivery and marketing via the internet. Internet offers new opportunities  to banks  but at the same time it also posses many challenges such as the innovation of information technology applications, market boundaries does not appear clearly, the banking in industrial barriers, the entrance of new competitors and the emergence of new business models. At present the speed of the challenges are rapidly increasing with the pervasiveness of the internet and the expansion of the information technology in the economy.

Objectives of the Study

· To study the Socio-Economic profile of Mobile banking users in Coimbatore city.
· To estimate awareness and usage of Mobile banking services. 

· To analyze customer satisfaction about various in Mobile banking services.

· To estimate the problems faced by the customers in using in Mobile banking services.

· To offer meaningful suggestions to customer’s to use Mobile banking services regularly.

The study was based on primary data which was collected with the help of well structured and pre-tested interview schedule, administered to 100 Mobile banking users who belong to urban area in Coimbatore city. The data was collected during the period January 2010 to February 2010. The data collected was   tabulated and analyzed by using chi-square test and Likert’s scaling technique and Garrett ranking technique. 

The major findings of the study are summarized below:

Socio-Economic Profile 

· Out of 100 respondents most of them come under the age group of below 25 years.

· Most of the respondents were male in Mobile banking service users.

· Most of the respondents were unmarried.

· Under the education status, majority of the respondents were collegiate level.
· Business people are more in number than other category of respondents with regard to Mobile banking users.

· Most of the respondents were earning income from Rs.10, 000 /- to                  Rs. 15, 000/-
Bank Profile of the Respondents
· Majority of the respondents have savings account.

· Majority of the respondents have faced the problem of long queue. 

· Majority of the respondents know their account statement through pass book.
· Most of the respondents aware the Mobile banking services through friends, relatives and colleagues.

· Majority of the respondents having account in their bank to become on Mobile banking service holder.

· Most of the respondents using Mobile banking service for Availability.

· Majority of the respondents using Mobile banking services for time saving.

Chi-Square Test

           The chi-square test was done to examine the association between age and education of the respondents. Chi-square at 5 percent level significance indicating that there is no association between age and education.

Garrett Ranking Technique
Mobile banking service preferred by the respondents, the majority of the respondents has given the order of importance were, “Account alerts, security alerts and reminders” (1st rank), “Account balance, updates & history” (2nd rank), “Customer services via mobile” (3rd rank), “Fund transfer” (4th rank), “Branch or ATM location information” (5th rank), “Mort age alerts” (6th rank), “Transaction verification” (7th rank), “Real time stock quotes”(8th rank),  “check book and card request” (9th rank), “Bill pay, deliver online applications” (10th rank), “Information on whether updates news” (11th rank) and also criteria for selecting Mobile banking services, the majority of the respondents has given the order of importance were “Easy to use” (1st rank), “Less charges”  (2nd rank), “24 hrs access” (3rd rank), “Wide area network” (4th rank), “Secret” (5th rank), “No hidden cost” (6th rank), “Safety transaction” (7th rank), “Reliability & availability” (8th rank).

Conclusion

Technology, today, has become a strategic and integral part of banking driving them to acquire and implement world-class systems that enable them to provide products and services at competitive cost with better risk management deliver   customized products through multiple channels, allowing customer’s access to the bank continuously without any hindrances. There is a tremendous enhance their image. There should not be any hindrances of security, reluctance to overcome by adopting concerned strategies. Regularity measures must be initiated strictly to nullify the fraudulent areas in electronic system of banking and to ensure a fair to the customers.

Suggestions

· Banks to popularize the use of Mobile banking services through wide publicity of Local media, T.V, News paper, etc.

· Banks should give an awareness programme to uneducated and illiterate customers to use Mobile banking services.

· Facilities for Mobile banking services should be offered to public free of charge as possible.

· Banks provide handouts to their customers explaining the advantages of Mobile banking services offered.   
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Appendix             

APPENDIX-I

CUSTOMER’S AWARENESS ON MOBILE BANKNING 

SERVICES IN COIMBATORE 

(Please tick the appropriate answer)

I. Socio - Economic Profile
1.  Name

:
2. Address
: 
3. Age

:     
Below  25 (

25-35 (
35-45 (      



45-55 (

55&above (         

4. Sex         
:     
Male (             Female (
1. Marital Status :
Married (         Unmarried (           Widow (               


Separated (
     Divorce (     

2. Education Level:
Illiterate (    Primary (    Middle (    Secondary (      


Higher Secondary (   Collegiate (  Professionals (
3. Occupation
:
Business (           Government Employees (            

                                        
Professional (      Others: (
4. Monthly Income :
Below 5,000

(      

5,000-10,000

(       

10,000-15,000
( 

   above 15,000

(  

II. Bank Profile      

1. In which bank, do you have account  :

10.  Type of bank account:   Savings Account ( 
       Current account (  


Both saving and current account (
11.  Problem facing in the bank:  Long Queue (            Weekend Holidays (  

                                                    Working Hours (       Lack of time (
                                                    Delay in attending the work (
12. How can you get the account statement from the banker?

      


       Pass book (
     Through personal (       




      Any other mode (
III. Awareness of mobile banking service

13. Are you aware of mobile banking services offered by the banks:

                                           Yes  (                 No (
14. In which source, you aware of Mobile banking service?

Display in bank (
Friends, Relatives & Colleagues (
Bank Employees (  

Advertisement (
Others (
15. How do you get Mobile banking services offered by banks?

1. By producing salary slip (           

2. By producing ID proof ( 

3. By producing your mobile no (         

4. By producing email ID (  

5. Having account in your bank (
6. None ( 

16. Are you satisfied with your Mobile banking services?

                                    Yes (                 No  (           

17. Do you feel safe in disclosing your details on mobile banking services?

                                     Yes (                 No  (
18. What are the services you would prefer with Mobile banking?

1. Account alerts, Security alerts & reminders (  

2. Account balances, updates and history (  

3. Customer service via mobile  ( 

4. Branch or ATM location information ( 

5. Bill pay, deliver online and payments by secure agents & mobile client applications (  

6. Fund transfers  (
7. Transaction verification (     

8. Mort age alerts (
9. Real time stock quotes (  

10. Check book and card request ( 


11. Information on whether updates news (                

19. Specify your satisfaction on various delivery modes on Mobile banking

	S.No
	Delivery Type
	Strong
	Good
	Moderate
	Weak
	Poor

	1
	SMS
	
	
	
	
	

	2
	Mobile Web
	
	
	
	
	

	3
	Mobile Client Application
	
	
	
	
	

	4
	SMS with Mobile Web
	
	
	
	
	


20. Does your bank educate you about the Mobile banking services being offered?

                     Yes (                 No (              

21. Would you prefer mobile banking instead of visiting your bank every now and then 

                     Yes (                 No (                

22. Are you comfortable using with Mobile banking transaction?

1. Security issues ( 

2. Availability ( 

3. Not sure about ability& bank to maintain confidentiality (  

4. Feel more peaceful with physical transactions (             

23. Why do you use Mobile banking services?

1. Clarity of transaction ( 

2. Confidentiality (  

3. Time saving (  

4. Speedy (  

5. Convenience (
6. Transparency (            

24. Do you face any problems while using mobile banking services?

                      Yes (                 No (               

25. If yes 

1. Cloning (  

2. Hijacking (  

3. Redirecting (  

4. Spooting ( 

5. Phishing ( 

6. Voice Phishing (
7. Man- in – the – middle attack (
26. What are the challenges for banks to develop sophisticated Mobile banking applications

1. Handset operability ( 

2. Security (  

3. Scalability & Reliability (  

4. Application distribution (  

5. Personalization (              

27. Whether any other member(s) in your family posses Mobile banking services

                                   Yes (                  No (                    

28. In which criteria you have selected Mobile banking services?

1. Wide area network (    

2. Less charges (   

3. Safety transaction (
4. No hidden cost (  

5. 24 hrs access ( 

6. Easy to use (
7. Secret (
8. Reliability & availability (
29. What are the other services in your opinion that can be expected from Mobile banking services?

M-BANKING





BANK FOCUS MODEL








BANK LED MODEL





NON-BANK LED MODEL





Education





Age
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