( theirl{ ser, ' sumd enavl  Towal . Tata V._ao0: AN _cceptdt. Study™
Specifically, the perception and their experience with this small car and factors that
motivated them to purchase it were examined. The results revealed that
motivational variables like enhancement of sociz' ~*~*uc, low maintenance cost,
etc., motivate a potential customer to purchase this car. Some were disappointed
with the working of this car as they considered It risky. They think that Nano is
more accident prone since it is a very small car and moreover there was some

news regarding burst of its rear engine in case of rear ooillslm.
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Handlcrafts reflect the tradition and cuiture of a nation. Indla is weli-known for

its handicrafts. Indian handicrafts have made a mark in many nations. The beauty
and charm.of Indian crafts have always been a scurce of attraction for many [ndia~
and foreign tourists. The success of handicrafts depends on how well the artisans
can produce the articles kceping in mind the tastes and preferences of the
consumers. But they are facing 2 competition from machine made products, which
give greater 'quality’ in terms of uniformity and better finlsh. This leads us to
understand the problems facea by artisans and the market for their products.
In this backdrop, Manjusr 2 Dash studied the perception of customers, (i«
problems of the artisans-anc¢ the measures for iniproving thls sector in her paper,
“Buyers’ Preference for Pirchase of Selected Handlcratts. Special Reference to
Orissa”. It was concluded. that the artisans lack strategic dlrectlon, but customers
like to buy traditional artifacts.

Driven Ly the augmcnlc" purchasing power of Indians, increase in the number
R RS R
vast potentlal of tourlsm as 2 foreign exchange eamer and generator of empioymert
opportunities was recognized and several policy initiatives were taken to develop
the tourism sector. In view o7 tins, R Renuka conducted a study to understanc the
role of taurism sector in conirouting to the GDP and in generating employment] in
_the paper, "Role of Haspitality. Services in Tamil Nady Tourism™ The author conciuZes
that there is a wide potential for (.mployrnent oppqrtunhles ln the tourism sector. ..,
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“since it'is a growing industry.

K Rajanath
Consuiting Editor
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: m”NtI)uada)l/; b‘anks are workmg hard to attract customers and retain thelr market
share by providing them with various innovative services through e-banking.
The banks are combining nevs electronic delivery channels almost everyday to
their existing services. Bank services are now Just at the distance of one click
from the mouse. Though e-banking is getting popular and spreading very fast,
in India most people do not know it and people who know about it are reluctant
to use it due to misconceptions. like password hacking,-privacy, security etc.
The present study investigates the level of awareness among the customers on
the use cf e-banking and their expectations from e-banking. From the findings
of the study, it was inferred that the custorners are satisfied with the quality of
e-banking services. But they face technical as well as administrative and procedural
problems. ‘Further to promote e- Lanking services, it rs of Importance that the
banks must ensure quality in customer service. ‘Quality in work”’ and ‘satisfaction
of the customers’are the tv/o key words, which must be given sternest attention
to promote a product.

TR

Introduction

In the era of information technology, e-banking has become one of the maz °
revolutionized components of today’s aconomic growth. With the proliferation o -
internet and computter usage,~e-banking has 'hecome ideal for banks to'mest
customer’s expectations. The famous gquote.by Bill Gates that Banking is vital to a
heaithy economy, but banks themselves are riot (Serwer, 1995; Jeevan, 2000; and
Verma, 2001) highlighting the crucial nature of the electronic forces that are affecting
banks more than any other financial servic2 provider group. Nowadays banks are
working hard to attract customers and retair .heir market share by previding them
with various innovative serv.ces through e-banking. In the world-banking map,
e-banking is gaining prominence globally day by day due to its apparent advantages
to customers, business entities as well as the banking industry as a whole.

Electronic banking or e-banking, a web-based service, enables customers to
access their accounts. It allows the customers to log on to the bank’s website with
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"Lect_urer in Economics, Avinashilingam University for Women, Coimbatore 641043
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of ATM services among the customers. Next to ATM, 10% of the customers use
online banking regularly, 8% debit cards services and 6% mobile banking.

AR

Table 4: Frequency of Using E-Banking Services

E-Banking B
Services ATM Credit | Debit | Mobile | Onfine | Smart]| Tele-
W Cafds Cards |Banking Banldqg Card | Banking
N | % | N %| N|%BIN]| % | N]| % |N|%| N[ %
Lessthan5 |24 | 48] 8 { 16] 13|26 )15 | 20} 19120 ] 3.1 6} S] 10
times
f 2 O i s ~—j— i iy pess e
| Sto 10 times | 2 4 2 41 316 |- - 1 2 ~d= -{ - |
- ——— TRPBEIE. S —_——t— —3— - r———__.f e SR
| 10t015times| 2 | € | - % SR S R AU R N PN v
| Regularly 2oidaol =il =] ados Uarll leitiistfinon saliall = L
— — et
| Mot at all 1| 240 80| 29| 58 qu 84 | 33| 66 | 47| 94| 45| 90
iTotal S0 | 100} SO 1001 50 1ooLso 100| 50(100|50{100]| 50(100

| Note: N: Number state.
Rt

About 34% of the customers were very much satisfied with e-banking services,
56% satisfied and 10% were neutral. The problems faced by the customers while
using 'e;banklng services were listed and based on the severity of the problems,
the respondents assigned ranks from 1 to 8. The ranks were converted into scores.
Table S lists the problems with the ranks and scores assigned.

3 Table 5: Problems in Using E-Banking —j
iproblems R-1 .R-Zl R-3! R~4] R-5| R-6 |R-7 [R-8 S?;:‘e's
[ Inadequate knowledse 4 T} i —2 J_T 5] 4 3 3| 231

ﬁ Lack of knowledge skl 10 ] 4 L 818 6 2 1 277%}
E L;;;-o—finfrastructure 4 S bl 3 Sl s b} nT 21 253 i
| Unsuitable locatlon of ATM| 4 | 2 | 14 | 10 | 10 | S5 | 3 | 2| 243 |
i Not enough ATM centers 6 7 10 10 8 3t 1 259
fpoor network 726 3 s i) Ol G 2 S (5 (e
[ﬂme consuming 8 4 1 = 3| 8| 24 _2' " 184

t Nc problem sdiz-f03 ] g A 2 {32 1

Lack of knowledge (score 277) and insufficient number of ATM centers were the
most severe problems faced by the respondents in using e-banking services. The
other problems in order of severity were lack of infrastructure, unsuitable location
of ATM, inadequate knowledge, poor network and more time consuming..

The respondents were asked to express their opinion on the factors which
influenced thern in the usage of e-banking services, in a five point rating scale as
‘highly agree’, ‘agree’, ‘neutral ‘disagree’ and “highly disagree’. The scores for these
viere assigned as +2, +1, 0, -1 and -2 respectivelv. Table 6 gives the weightaga
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! Table 6: Factors Influencing the Use of E-Banking
|

| Factors - HA A N | DA | HDA | was
Accessibility 33 7 - = - 1.66
Saves time 31 15 4 - - 1.54
Location of ATMs 22 20 S 2 1 1.2
Easy to acquire information 29 16 4 1 - 1.46
i_SeIf-semce T 27 18 5 =ls o B 1.44 _?
 More facibties It e T A S } = b nos '
:' ?':cwr"\y/'less risk to use | 1 15 4 | 2 1 i T 1.02 !
IWGAr_ea(er cm:erwﬁ_nanc; 10 19 il #77]94_ 75_; _;f 038:,
[ Low hidden cost for services 8 21 L9 o ; ! 1 0.46

aar J | : ~1
l Note: HA: Highly Agree; A: Agree; N: Neutral, DA: Disagree; HDA  Highly Disagree.

grven by the sample respondents on the nine factors, which influenced them in the
selection »f e-banking.

The respondents highly agreed that the most important factors which influenced
them to adopt e-banking services were—convenient accessibility, followed by speed
of use, easy availability and self-service. The weightea average scores foi these
wiere 1.66%, 1.54% and 1.44% respectively.

Or rers30na) interview, it was learnt that majornity of tha -uspendents (A0%)
wera wisaing the banks two to five times in @ month, 12ss ther 10% were visiting
more than 10 times and 18% occasionally.

Ine custorners assigned anks for the various purposes for which they visit
banks (Taole 7). To make meQa size deposits (score 265) and tor mega witndrawels
fzcore 243) @ greater percentage visit banks. It is ta /bainnies sere that from ATH

a customer can withdraw a maximum of Rs. 25,000 only per day.

o Table 7: Purpose of Visiting the Bank ap o T ,
| Purpose . |IR-1 | R-2 | R-3 | R4 | R-5 | R-6 | R-7 |Total Scoresj
| Mega size deposits 12 21! a S 1 St 265 i
(Mege size withdrawals |14 | 10 | t | 16 | « | 4 | 1 248

Making complaints 8 3 8 17 8 4 2 216

Getting inans/advances 8 7 6 8 12 2 210 &
To access lockers 14 2 16 3| 4. 6 3 198 |
To get riew infermation 4 22111 3 2 16y, A2 174 :
| Any otner ' Sk (R SN EEEL 89 |

The customers were asked to record their opinion on the various aspects of
e-baakinn as ‘stroncly agree’, ‘agree’, ‘neutral’, ‘disagree’, ‘stronaly disagree’ Scores

Customers Percestinn of E-Banking: Factor Analysis 12
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Table 11: Rotated Component Ma*-ix (Factor Loadings >0.50)
Variables E, F, F B F F,

Cost-effective 0.654

“

3

¥

Access ‘ 0.784

Accuracy 0.548
Efficiency v ©0.774

Security 0.865 !
Time saving i 0.742

| Risk to use 0.627
e B o —-
. Confusion -

0.744

' Privacy | 0.865
B2 =
‘1 Quality 0.670
'; Consumer 0.783

S A SRR SOERCE O

rSatisfactiun 0.764

| Online purchase ] 0.791 . - I :

Soclal relation ¥ 0.675

Satisfactory service 0.779"

i 355

High hidden cost 0.515

Formalities 0.717

g S

Skill required 0.6486

!
|
[
}
L it .
| Technical hurdle i i J ' i

— L !

The second factor F, is the problems that the customers encounter in
e-banking. usage which can be termed ‘problems in e-banking. It includes the
formalities, technical hurdles, less social relation with banks and skill upgradation.
Factor 2 explains 15.66% of the variance of the variables.

The third factor F, stands for ‘banks reliability’ which induded ‘accuracy’, ‘privacy’,
and satisfactory service frem the e-banking user's percepticn. F, explains about

10.32% of the variations and the first 3 factors together explained 50.15% of the
variations. I

Tke fourth factor F, again stands for ‘bank’s efficiency’ which included ‘efficie«icy’,

and nrovision of security to their customers. These variables have factor loadings
exceeding 0.77.

The fifth factor F_ is negative factor on e-banking usages which induded high

hidden cost, confusion and risk to use with ~arrelation of 0.779, 0.774 and 0.627.
respectively,

The sixth factor Fqis ‘accessibility’ which includes access and less time consuming.

The [UP Jourral of Management Research, Vol. IX, No. 6, 2010
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Conclusion ,

The customers are satisfied with the quality of e-banking services. But the study
shows that among the varied e-hanking services, only ATM is more popular which
is most cost effective. While using e-banking services the customers faced problems
such as technical hurdle, more formalities, less social relation with banks, skill
upgradation, lack of knowledge -and-insufficient number of ATM centers,
To popularize the e-banking services, it was felt that more training programs must
be conducted for bank customers through demo fair at the centers,

Further, the empirical analysis revealed that in the global competition world,
to promoate 2-hanking services it is of paramount importance that ‘the banks must
ansuro guality in customer service. 'Quality in work’ and ‘satisfaction of the
customers’ are the two key words which must be given sterncst attention to
promote a product.

Limitations of the Study:
« The number of respondents were relatively small.

- The study was carried out at the micro level, concentrating on the
-— customers of only one branch of a nationalized bank.

« Non-probability convenience sampling technique was applied 1n the
selection of bank customers. «
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Specifically, the perception and their experience with this small car and-factors that
motivated them to purchase it were examined. The results revealed that
motivational variables like enhancement of socl2! ~*~*=c, jow maintenance cost,
etc,, motivate a potential customer to purchase this car. Some were dnsappomted
with the working of this car as they considered It risky. They think that Nano is
more accident. prone since it is a very small car and moreover there was some

news regarding burst of its rear engine in case of rear coilision
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Handlcraﬁs reflect the tradition and culture of a nation. India is well-known for
its handicrafts, Indian handicrafts have madeé a mark in many nations. The beauty
and charm.of Indian crafts have always been a source of attraction for many indiar
and foreign tourists. The success of handicrafts depends on how well the artisans
can produce the articles kceping in mind the tastes and preferences of the
consumers. But they are facing a competitioh from. machine made products, which
give greater ‘quality’ in terms of wniformity and better finlsh. This leads us to
understand the problems facea by artisans and the market for their products.
In this backdrop, Manjus <2 Dash studied the perception of customers, th
problems of the artlsaas.»an(, the measures for |mprovmg this sector in her paper,
“Buyers’ Preference for Pirchase of Selected Handicrafts: Special Reference to
Orissa”. [t was concluded. that the artisans Iack strategic dcrectlon, but custorners
like to buy traditional artifacts.

Uriven by the augmentes purcnasing power of Indians, increase in the number
St
. vast potential of tourism as a for eign exchange earner and generator of empioymen(

opportunities was recognized and several policy initiatives were taken to develop

the tourism sector. In view o7 this, R Renuka conducted a study to understanc the

role of tourism sector in coninouting to the GDP and in generating employment; in
. the paper, "Role of Haspitality. Services in Tamil Nady Tourlsm™ The author conciuzes
: that there is a wide potential for employment oppartunities. In. the tourism sector..
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: mmi\}g&adayls i;anks are working hard to attract customers and retain their market
share by providing them with various innovative services through e-banking.
The banks are combining new electronic deiivery channels almost everyday to
their existing services. Bank services are now Just at the distance of one click
from the mouse. Though e-banking is getting popular and spreading very fast,
in India most people do not know it and people who know about it are reluctant
to use it due to misconceptions. like password hacking,-privacy, security etc.
The present study investigates the level of awareness among the customers on
the use of e-banking and their expectations from e-banking. From the findings
of the study, it was inferred that the custorners are satisfied with the quality of
e-banking services. But they face technical as well as administrative and procedural
problems. Further to promote e-banking services, it is of Importance that the
banks must ensure quality in customer service. 'Quality in work’ and ‘satisfaction
of the customers’are the tvo key words, which must be given sternest attention
to promote a product.

R

Introduction [ b

[n the era of information technology, e-bankino has become one of the masz -~
revolutionized components of today’s economic growth. With the proliferation o -
internet and computer usage, e-banking has hecome ideal for banks to'meset
customer’s expectations. The famous quote«by Bill Gates that Banking is vital to a
heaithy economy, but banks themselves are rot (Serwer, 1995; Jeevan, 2000; and
Verma, 2001) highlighting the crucial nature of the electronic forces that are affecting
banks more than any other financial servic2 provider group. Nowadays banks are
working hard to attract customers and retair .heir market share by previding them
with various innovative servi.ces through e-5anking. In the world-banking map,
e-banking is gaining prominence globally day by day due to its apparent advantages
to customers, business entities as well as the banking industry as a whole.

Electronic banking or e-banking, a web-based service, enables customers to
access their accounts. It allows the customers to log on to the bank’s website with
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user and provides access to the required services. The range of services provided
by the e-banking are: intemet banking, Electronic Transfer Fund (ETF), Electronic
Clearing Services (ECS), tele-banking, mobile banking, Electronic Data Inter..iaiye
(EDI}, Automated Teller Machine (ATM) and so on. The banks are combining new
electronic delivery channels almost everyday to their existing scivices. Bank services
are now just at the distance of one click from the mouse. Though e-banking is
getting popular and spr'eading very fast, in India most people do not know it and
people whc know about it are reluctant to use it due to misconceptions like p"assword
%;acl-;ing, privacy, security, etc. Recent evidence suggests that an internzt-based
wonsurmar banking strategy may be cffective, with reports of miore profitable, luyai

Ad committed concum: AMp o 0 traditional bankine customers (ABA. 200

:nd Fox, 200S5). The present study investigates the level of awareness among the

oit the tise bantung and their expectations frorn e-banki

paper is set out in four sections, First section deals with the sadier f’udu on
censumer’s perception on e-banking services. Second section glves the objectives
and methodology employed and hritations of the study. Third section deals with
tne resuits, findings of the survey based as an empiricat analysls Fourth section
gives the concluding remark> and suagesttons

Review of Literature

A number of studies have been marie to analyze the customers views on e-banking
services. As Poon (2008) statea with the proliferatiun of internet and computer
usage, the electronic delivery »f ~-hanking service has become ideal for barks to
meet customers’ expectations : T

The most cited attributes that influence the use of e-banking are: convenience
 usage (Venketesh and Davis, 13506., Eiizabelh, 1999 and Poon, 2008), perceived
ease of use gucma, 1989; and Wang et al., 2003), perceived usefuiness {Davis,
1989; and Wang et 2/., 2003), credibility (Wang et al., 2003), cost reduction (Devlin,
1995; Gerlach, 2000; and Jun and Cai, 2001; and Poon, 2008), trust’ (Hoffman
et al., 1999), security (Sathye, 1999, and Poon, 2008), awareness (Simon and
Victor, 1994), choice of access to bank (Elizabeth, 1999) and bank’s reputatnon
(Mols, 1999).

Uppal (2006) using a stratified sampling of S00 bank customers explained the
impact of computerization on the satisfaction of customers of all bank groups and
concluded that custome: services are quite better in fully-computerized banks and
further in e-banks as compared to that in partial or non-computerized banks.

Verma (2000) analyzed the impact of IT on public and non-public’sector banks.
According to the research, IT is a threat for the public sector banks. Non-public
sector banks are fully computerized and are providing e-banking services to its
customers. The author hence suggested that the public sector ‘banks provide

8 Tne 12 )=urnal of Management Research, Vol. IX, No. 6, 2010
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satisfactory e-panking services to its customers to withstand the threat posed by

the competitors.

Brizn (2000) proposed a framework for evaluating consumer electronic banking
usage such as electronic bill payment, credit cards, debit cards, stored value and
e-cash. The.author reported that consumers made rational decisions regarding
the use of alterative payment instrument rather than irrational resistant to change.

Sa“thivel (2008) found that ‘convenience’ is the most important factor for the
customers to go for e-banking services. The most significant problam of e-banking
customer was the high minimum baiance.

K==okodi and Basheer (2008) in their intervicw with 292 a-banking customers

obsersed that tecnnology aione could NCl give ¢ Ssuslaniauie Loinpellne e ~ovanizan
for the banks. Persana toauch is also necessary for the banks 1o retain the existing
clients.

Upoal (2008) reported that the customers of e-banks were satisfied with the
diffe-=at e-channels and their services. He furthor suggested thet e-banking services
shou!Z be made more effective in future.

“Bzsed on ‘the'»'avbove literature the present study is an attempj: to study the
pe_rée:tion of bank customers regarding e-delivery channels.

Objectives of the Study

e 70 estimate the customier’s awareness 0:3 e-va0KINg usage;

"= TJe-find out the factors which encouraae or discourage the customers in
_“nhe usage of e-banking services; 2

.« To study and evaluate customer's perceplions and expectations orn
e-banking. ’

Methodology

The present study is empirical in nature based or_.-p.-imary data. To coilect primery
data, 2 well-structured interview schedule was constructed with both Jpen-end=d
and dose-ended questions. Using tne intecview schedule a survey was conducted
in Coimbatore city among 50 customers of nationalized bank. Convenience sampling
technique was adopted in the selection of the bank customers. In tune with prior
studies all factors which were expected to affect 'e-banking services were included
in the study. Data was collected in March 2009.

Fer analyzing the data, percentages, five point Likert Scaling technique, 1ank
analysis and factor analysis were applied. Th2 data was analyzed using Statisiizal
Pacizge for the Soclal Sciences (SPSS) 16 versicn.

Cust-=ers’ Perception of E-Banking: Facier Anal. =



of ATM services among the customers. Next to ATM, 10% of the mst(;mers use
online banking regularly, 8% debit cards services and 6% mobile banking.

Table 4: Frequency of Using E-Banking Services
E-Banidng §
Services ATM Credit | Debit | Mobile | Oniine | Smart| Tele-
Frequency Cards | Cards |Banking Bankllgg Card | Banking
N | % | N|j%| N %|N| %| N|% |N|%]| N|%
Less than 5 24 | 48| 8 | 16| 13| 26| 5S 10 1904 20/ 1 3.1 6 S| 10
times i
fee e 71 o i &g % g
| 5to LO times | 2 4 2 490 B ] 6, 1= = 1 2 = - -1
e Rt — PREEESE SRR GEEGSEIE TR e e SETEEN GEeas SEm pEmmE e e
10 %o 15 times| 2 € ~ - ) e R e - 1 2 -1 - R e
| S s R O A ¥ e B -
‘L Regularly 20 | 40 | - - _~I~1 813 6 STH100) = [/ -
l Mot at all 1 2 | 40| 80| 25| S8 |42 | 34 33| 66 | 47| 94| 45| 90
t— 4
" Total 50 |100] 50 1001 50/100|50 | 100| 50 (100|50|100| S0|100
| ‘Note: N: Number state.

About 34% of the customers were very much satisfied with e-banking services,
56% satisfied and 10% were neutral. The problems faced by the customers while
using e-banking services were listed and based on the severity of the problems,
the respondents assigned ranks from 1 to 8. The rank& were converted into scores.
Table S lists the problems with the ranks and scores assigned.

Table 5: Problems in Using E-Banking

i
|

| problems =0 (o G O R-sl R-6|R-7 | Rr-8| oW |
i “—l [ Scores

| [naqf_ag_ate knowledge 4 13 i 2 l : 6 10 4 3 3 231 .

i TR knowledge ‘nn-| 101 4 'i‘ BId 8 6 2 o o) 15

Ez:ecrk_;vmfrastructure 4 -ﬁ—{ 13 I Q A 7 S o 1 i 25__-;

| Uhsuitable locationof ATM| & | 2 | 14 | 10 10| 5 | 3| 2| 243 |

[ NotenoughATMcenters | 6| 7 |16 | 10| 8. 3 |.5 | 1| 259

4 Poor network 7 6 3 S 3 b3 | 10 2.| 214
Time consuming 8| 4 1 - 3] 8|2 2 | 184

| No problem 3 2 3 l ? 1 3 2 132 ] 13

Lack of knowledge (score 277) and insufficient number of ATM centers were the
most severe problems faced by the resporndents in using e-banking services. The
other problems in order of severity were lack of infrastructure, unsuitable location
of ATM, inadequate knowledge, poor network and more time consuming,.

The respondents were asked to express their opinion on the faciors which
influenced thern in the usage of e-banking services, in a five point rating scale as
‘highly agree’, “agree’, *neutral’ ‘disagree’ and ‘highly disagree’. The scores for these
viere assigned as +2, +1, 0, -1 and -2 respactivelv. Table 6 gives the weightage
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| Table 6: Factors Influencing the Use of E-Banking

| Factors HA A N | oa | woa | was
Accessibility 33 17 - - - 1.66
Saves time 31 15 4 £ - 1.54
Location of ATMs 22 20 5 2 i 1.2
Easy to acquire information 29 16 4 1 = 1.46
iLSelf-service 3 i 2% 18 S B —; —_—_— _1_44_:‘
U T S A S TS S TR
' Securityfizss risk to use 19 150, 5 1 2 } , ﬁlr 102 |
i Gre;(e; c_o;t'rrél.o_v:e-r finance 10 19 ; il i IQA !~_i1_:1ig§~]
I Low tudden cost for services 8 2% 135 ¢ 7 ‘1, 1 0.46 !

[No!e: HA: Highly Agree; A: Agree; N: Neutral; DA: Disagree; HDA  Highly Disagree.

given by the sample respondents on the nine factors, which intluenced them i the
sclection »f e-banking.

The respondents highly agreed that the most important factors which influenced
them to adopt e-banking services were—convenient accessibility, followed by speed
of use, easy availability and self-service. The weightea average scores foi these
viere 1.66%, 1.54% and 1.44% respectively.

On zursonal interview, it was learnt that majority of tf2 -2spondents (A0%)
wore w1s.ng the banks two te five times in @ montk, less than 10%. were visiting
more than 10 times and 18% occasionally.

lhe custorners assigned ranks for the various purposes for which they visit
banks (Taole 7). To make mega size deposits (score 265) and for mega withdrawals
f-core 243) 3 greater percentage visit banks. It is to b= noted —ore that fram AT

3 custemer can withdraw a maximum of Rs. 25,000 only per day.

Table 7: Purpose of Visiting the Bank |
| Purposa . |R-1 | R-2 | R-3 | R-4| R-5 | R-6 | R-7 |Total Scores
| Mega size deposits 12 s s 1 SIS 265 I
(Megasizewithdrawals |14 | 1@ | 1 | 16| ¢ | a 1 248 !

Makirg complaints 8 3 17 8 4 2 216
Gertung ioans/advances | 8 7 7 6 12 2 210 i
To access lockers 154 7 16 3.1 14 6 3 198 |
To get niew infermation 4 2 .11 3} 12 16,112 174
| Any other FIER S IEEEERE 89

The customers were asked to record their opinion on the various aspects of
e-bankina as ‘stroraly agree’, agree’, ‘neutral’, ‘disagree’, ‘stronnly disagree’. Scores
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of ATM services among the customers. Next to ATM, 10% of the customers use
online banking reqularly, 8% debit cards services and 6% mobide banking.

Table 4: Frequency of Using E-Banking Services
E-Banking | Nt
Services ATM Credit | Debit | Mobile | Online | Smart| Tele-
Frequency Cards | Cards |Banking Banking | Card | Banking
N ow|nlw| vw|nl w| vw|[w]%| v]%
| tessthans 124 |as| 8 | 161 13[26 |5 i 1 m‘ 2036 5|10
TS I T U T I 1 i J
| T slel-T-Fatza]l-4-1-1-1
| ta LOtumcs' 2 4 2 4] 3 3 | 2 | !
l~-~,_~;_~,-;;n_i_+_r’ RY SRR SR R S R 2D
B stiadt 1; -j Fit ! 1 i e {
B foad i y e W50 i H ! e
I ] i, 5 ol ‘
| Notatal | 11 2 140}80f 23|58 421 84 | 33|56 [47|94] 45| 90
| Total ]so 1100! 50 100 sol10050 I 100| 50 /100 50100} 50100 .
| Note: N: Nimhe state .

About

34% of the customers were very mucn saUSﬁed w1th e-banking services,

S56% satisfied and 10% were neutral. The problems faced by the customers while

using e-banking services were listed and based on the

severity of the problems,

the respondents assigned ranks from 1 to 8. The ranks were converted into scores.
Table S lists the problems with the ranks and scores assigned.

Table 5: Problems in Using_f;é_s;z—klgg

: Problems R-1 R-l] R-3 R«fll P.-'.% R-GV-IR-J R-£ 51:::'5
T, g G R e S R
'rw(u of knawledge 11 19_4_;_!"‘8 ] 84 %8 1 2§ it &
l“LfEK of infrastructure 4 b 13 9 7 8 1 2 253
i Unsuitable location of ATM| 4 2 14 10 10 5 3 2| 243
Not enough ATM centers 6 7, 16 10 8 3° 5 1 259
Poor network 7 & | 3 S 3|13 |10 | 2] 214
Time consuming 8 4 i - 3 8 24 2 184
L No problem L 3 2 1 2 |32 | 131

Lack of knowledge (scora 277) and insufficient number of ATM centers were the
most severe problems faced by the respondents in using e-banking services. The
other problems in order of severity were lack of infrastructure, unsuitable locatior
of ATM, inadequate knowledge, poor network and more time cmsdming.

The respondents were asked to express their opinion on the factors which
influenced them in the usage of e-banking services, in a five point rating scale as

‘highly agree’, ‘agree’,

‘neutral’ ‘disagree’ and “highly disagree’. The sccres for these

were assigned as +2, +1, 0, -1 and -2 respectively. Table 6 gives the weightage

102

-



I Table 6: Factors Influencing the Use of E-Banking ‘I

Factors HA A N DA HDA WAS
Accessibility 33 17 - - - 1.66
Saves time i "3t 15 4 o -~ 1.54
Location of ATMs 22 20 5 2 1 1,2
Easy to acauire inforation 29 16 4 L = L46 |
27 18 5 = |7 1.44
15 AT R RS NG
A S N TR s RTINS WL
3 Ly/iess 1 0 use ! 1 | H |
e : G N & ‘
! Greater control over finance | 10 [_» s l T 3 Gt L | 0.58
| Low fudden cost for services | & | 21 |13 P

‘ Note: HA: Highly Agree; A: Agreé; N! Neutral; DA: Disagree; HOA Mighiy Disegree. |

given by the sample respondents on che nine factors, which mtleeaced them o
selection ¢f e-banking. =

"' The respondents highly agreéd that the most important factors which influenced
them to adopt e-banking servic,e§ were—cenvenient accessibiiity, followed by speed
of use, casy evailability and self-service. The weightec avorag: scaies lor thing
were 1.66%, 1.54% and 1.44% respectively.

On: persanal interview, it was fearnt that majority of the respondents (H0%)
were visiting the banks two to five times in a month, 1255 rhan 10%. were visitina
mare than 10 times and 18%  occasionally.

The customers assigned ranks for the various purposes far which thay wsit
banks (Tabie 7). To make mega.size deposits (scqre Z05) ana tor micag withdraw zls
(score 248) a greater percentage visit banks. It is to be notea nere tnat rrom AlM,
a ‘custormer cen withdraw & maximum of Rs. 25,000 only per dey.

Table 7: Purpose of Visiting the Bank .E

_Purpose R-1 | R-2 | R-3 | R4 | R-5 | R-6 | R-7 T—c:tal Sco rc—z_sj
Mega size deposits 12 21 4 S 1 & | 2 265 _j
Mega size withdrawals | 14 10 1 16 ) q 1 248 ,
Making complaints 8 b 3 wlie ] 4 | 2 216 |
Getting loans/advances | 8 7 B R T2 | 2| 20
Ta access lockers 1 71 16 3| 14 5 jL3 198 !
To get new infcrmation 4 2 11 3Nlue 16 2 76
Any other 3 & C3 I e 3 |33 gy !

The customers were asked to record their opinion or = Jarious aspacts of
e-banking as 'strongly agree’, ‘agree’, ‘neutrel’ ‘disagree’, si:.- i, disagree’, Scores




X\ N A b A ‘ "
Table 11: Rotated Component Ma*-ix (Factor Loadings >0.50) !
varlables F F F F F’ F, |

1 2 al LE. . s

Cost-effective 0.654

Access 2 ) 0.784
Accuracy 0.548
Efficiency ©0.774 /
Security 0.865 !

A ]

Time saving ; 0.742

Risk to use | 0.627

Roibnichs IEUSIEEEITAEES AU i ,_+ b 10 L e

onfusion - 0.744

Privacy ) 0.865
| Quality 0.670

Consumer 0.783 [

1
L
I satisfaction 0.764

| Online purchase : 0.791 = ) :

Soclal relation % 0.675

Satisfactory service 0.779

High hidden cost N.515 L2 ’ :

!lr Formalities 0.717 i
" Skill required 0.645 g . '

{ Technical hurdle

; |
fise I 3 50 :

The second factor F, is the pioblems that the customers encounter In
e-banking. usage which can be termed ‘problems in’ e-banking. it includes the
formalities, technical hurdies, less sacial relation with banks and skill upgradation.
Factor 2 explains 15.66% of the variance of the variables.

The third factor F, stands for ‘banks reliability’ which induded ‘accuracy’, ‘privacy’,
and satisfactory service frem the e-banking user's percepticn. F, explains about
10.32% of the variations and the first 3 factors together explained 50.15% of the
variations. ¥

The fourth factor F, again stands for ‘bank’s efficiency’ which incuded ‘efficier;cy',

and nrovision of security to their customers. These variables have factor loadings
exceeding 0.77.

The fifth factor F, is negative factor on e-banking usages which included high
hidden cost, confusion and risk to use with ~orrelation of 0.779, 0.774 and 0.627.
respectively.

The sixth factor F is ‘accessibility’ which includes access and less time consuming.
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Conclusion )

The customers are satisfied with the quality of e-banking services. But the study
shows that among the varied e-banking services, only ATM is more popular which
is most cost effective. While using e-banking services the customers faced problems
such as technical hurdle, more formalities, less social relation with banks, skill
upgradation, lack of knowledge -and-insufficient number of ATM centers.
To popularize the e-banking services, it was felt that more training programs must
be conducted for bank customers through demo fair at the centers.

Further, the empirical analysis revealed that in the global competition world,
to promote e-hanking services it :s of paramount importance that ‘the banks must
2nsure quality in customer service. ‘Quality in work’ and ‘satisfaction of the
customers' are the two key words which must be given sterncst attention to
promote a product.

Limitations of the Study:
« The rumber of respondents ware relatively small.

« The study was carried out at the micro level, concentrating on the
-— customers of only one branch of a nationalized bank.

+« Non-probability convenience sampling technique was applicd i1n the
selection of bank customers. =
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were calcuiatcd and are giveii in Tabie 3.

Table 8: Attitudes on Different Aspects of E-Channels
Statements SA | A N | DA | SDA | WAS
E-channels are necessary in the competitive
global ar.d new economy of-Irdia : 24 | 18| 7| - - 1.36
E-channels ersure privacy P TS (o S T S e
| E-channels have bright future in global age 26 | 14 9 | -1 1.30
| E-channels improve the quality of customer ‘
sn"wc“ in banks ] ol e O el
Z chsnnels miake onh rehase of goods | ‘ i
{ and services easier 1 20 | ¢ 5 | C 4 1_:‘
| £-channels charge rmore hid COStS ! 12 of 24 1"1! 3 ! ] 0.86
| E-channais are fulfilling al our e '-|>"“>—‘:1_1-; ’ ‘r? ! |
‘m the e-age e | 10 | 18 | 17| 5 - _Lo.es |
More formalmes are regarded to get |
i e- channm; lssued from the banks 8 21 134 7 1 .} 0.96
c- channeis are creating more social relatlons - ' o

among the bank customers and bank eriployees [ 6. | 19 | 14| 10 1.1 038

E-channels help to manage transformatior. in
banks more efficiently 100 4a22 | 161 2 & G.50 !

E-channels sometimes create technical hurdles
to make payments - 9 ! 22 | 14 S - 0.70

E-channels creating mare confusion for customers| 2 J 17:} 19:] 11 1 0.16

Mote: SA: Strongly agree; A: Agree; N: Neutral; DS: Disagree; SDA: Strongly Disagree;

WAS: Wenghtco average score, - i

The custamers agreed that e-bankiag ensurcs privacy and are necessary in the

competitive global economy. They also agreed that. it has a bright future. For the " -

other h-cuoc on o-h,nlnng viz,, Cyeating confusion among the customers, hidden
cost, etc., they were neutral. ’

Factor Analysis

To Idendify the tlderlying constructs and investigate the relationship among the
variables which were supposed to determine or affect consumer’s perspectiVes on
e-banking services, factor analysis was applied. Based on the earlier literature,
a total of 18 variables were selected. Jo test the sampling adequacy, Kaiser-Meyer-
Olkin measure of'sampling adequacy was calculated and it was 0.59. It indicates
that the sample is good enough for sampling. The overall significance of correfation
matrix was tested with Bartlett test of sphericity (chi-square 369.153 an1 significant
at 0.00). This sup'ports the validity of applying the factor analysis. Principal
component adalysis was employed>ror extracting factars. Orthogonal varimax
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“were retained. The iatent rooc criteria was usea ror extiaction of wactors. i..:: factoi »
with eigen-values greater than one were considered.

All the 18 variables had their communalities exceeding C... ...u were r=tained
for the analysis. Table 9 gives the communalities of the variables.

Table 9: Cominunalities

Variables Communalities ~Variables Communalities
. Cos_'. effective 0.796 Quality ¥ 0.586 :
i ;’\L:css __.;’).866 J- ‘_‘IC?UTF_{E?‘E{"WE' sn | (‘ 7} o
| Accurecy 0.712 | Ontine purchase 0.647 i
L ertcic Tevas | secmiremneat | ozed. ol
searm T o | s ee | o
l Thitie saun%;‘*r—“_im o C.747 _—-__‘ 4igh hid st | 08as .
I Risk to use ‘l 0.710 ‘l Formalities L - ‘__J
| Coniveion { 0.727 | skilt required i 0.734
1;;‘:_/—“- ~-—~--t~ 3.761' ; l Technical hurdle § i_r 0.552 i

For the study, six factors having eigen-values greater than one were extracted.
The eigen-vatues of the six factors along with the cumulative percentage of the
sangcsias shown in Table 10.

Table 10: Total Vanance Exptamed

Fa;tﬁur-_r--I:ll—t.lva;Eq:_\—/;l—ugs_ﬁ—‘_;’;o—orf‘ Var‘l‘;r:ce ! _ fumulaitl—v-: %o i
T 4.352 24.178 T

j e £ i 2.818 i ~—-?',_'65‘7 N "i - —_-gésh_rw_.‘ M

—_j_ 1.857 o KB 0 oouk - S0dsa 1

L— E | 1.614 8.968 50172 A

L . Apaeal 1.296 7.198 §6.320

ol 1119 CEY, 72539 ]

The percentage of the total variance which is used as an index to determine
how well the factor solution accounts for what the variables together represent
was found to be 72.539%.

Tzble 11 -gives the factor loading of the variables under each of the six extracted
factors

The first factor F, is the consumer’s satisfaction which includes 'cost effective’,
‘easuring quality in customer’s service’, ‘necessity .in the global competitive econormy

to satisfy customers and enabling online purchases’. This is the most important
factor which explains 24.18% of variance before rotation.
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