
(  their| jer, '1 .sumS ,ehav\ Towa^. . Tata\._iio ; a \  ^rceptuV. 5tudv'. 
Specifically, the perception and their experience with this smaH car and factors that 
ipotivated them  to purchase it were examined. The results revealed that 
motivational variables like enhancement of sod?' 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. Tlw y 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 collision.

_  , , ................... ................ ................I........ Ill....... I'M.-.................. .... ..... ............I...... ..... ........ .............
Haridicrafts reflect the tradition and culture of a nation. India is well-known for 

its handicrafts. Indian handicrafts have made 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 keeping in mind the tastes and preferences of the 
consumers. But they are facing a competition from machine made products, which 
give greater ’quality' in terms of uniformity and better finish. T h u  leads us to 
understand the problems faceo by artisans and the market for their products.
In this backdrop, lyianjusr. ca Dash studied the perception of customers, tiie 
problems of the artisarts-anc the measures for improving this sector in her paper, 
"Buyers' Prefe.-ence for Purenase of Selected Handicrafts: Special Reference to 
Orissa". It was concluded that the artisans lack strategic direction, but customers 
liki to buy traditional artifacts.

Driven by tlic augmentec pui ctiasing power of Indians, increase in Che numocr 
o; oreign tourists, and government and private campaigns to promote India as,,,,

vast potential of tourism as a foreign exchange earner and generator of employment 
opportunities was recognized and several fwlicy initiatives were taken to develop 
the tourism sector. In viev; r,- [his, R Renuka conducted a study to understanc the 
rule of tourism sector in con'.r.o.uting to the GDP and in generating employment' in 
the paper, "Ro|e of .trlospitality Ser/ices in Tamil Nadu Tourism '.’Tfie author concludes 
that there is a wide potential fpr^employr[)enf oppqrtUnlUes Ih the, tourism seCor..,., 

' since it is a growing industry. ...................

K Rajanath
Consulting Editor
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Nowadays banks 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 nev/ electronic delivery channels almost everyday to 
their existing services. Bank services arc now just at the distance ot 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-hanking. From the findings 
of the study, it was inferred that the customers 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 tv/o key wo'-ds, which must be given sternest attention 
to promote a product.

Introduction
In the era of information technoiogv, e-h.anl-ing has become one of the mr ; 
revolutionized components of today's economic growth. With the proliferation ni 
internet and computer usage,“e-banking has become ideal for banks to' meet 

customer's expectations. The famous quote-by Bill Gates that Banking (s vital to a 
healthy economy, but banks themselves are not (Serwer, 199S; Jeevan, 2000; and 
Verma, 2001) highlighting the cnjcial nature of the electronic forces that are affecting 
banks more than any other financial servfca provider group. Nowadays banks are 
working hard to attract customers and retair ^heir market share by providing them 
with various innovative serv.ces through e-banking. In the world-banking map. 
c-banking is gaining prominence globally day by day due to its apparent advantages 
to customers, business entities as vrell 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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of ATM services among the customers. Next to ATM, 10%  of the custome.'^ use 
online banking regularly, 8 %  debit cards services and 6 %  mobile bankirig.

Table 4: Frequency of Using E-Banking Services
E-6anMng

FrequeTKyV.
ATM Credit

Cards
Debit
Cards

Mobile
Banking

OnCine
Banking

Smart
Card

Tele-
Banking

N % N % N % N % N % N % N ' %
Less than 5 
times

24 48 8 16 13 26 5 10 10 20 3 6 S 10
i

5 to t o  times 2 4 2 4 3 6 - - 1 2 - -  1

10  to 15 times ~} 6 - - 1 2 - 1 2 - \  1

Regularly 20 40 - <1 8 3 6 5 10 - - - -

1 Not at all 1 2 40 80 29 58 42 34 33 66 47 94 45 90

i Total 50 100 SO looj so lOO SO 100 50 100 SO 100 SO 100

Note; N: Number state.

About 3 4 %  of the customers were v/eiy much satisfied with e-banking services, 
56Vo 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 5 lists the problems with the ranks and scores assigned.

Table S: Problems in Using E-3anking
............
Problem s R-1 R-2 R -3| R-4 R-5 R-6 R-7 R-8 Total 1

Scores

inadeauate knowlcd-^e 4 13 :> 6 4 3 3 231 i

Lack of knowledge 11 10 4 8 "8 6 2 1 1
Lock of infrastructure 4 fo 1? o 1 3 1 Z. 2S3

L' Tsuitable location of ATM 4 2 14 to 10 5 3 2 243

Not enough ATM centers 6 7 10 10 8 . 3 . 5 1 259

Poor network 7 6 3 5 3 13 10 2 214

Time consuming 8 4 1 - 3 8 24 2 184

1 No problem 5 2 3 2 1 3 2 32 131

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

1 ’ The lUP Journal of KairageiTicnt Research, Vol. IX, No. 6, 2010



Table 6: Factors Influencing the Use of E-Banking
r—  ■" —  
’ Factors HA A N OA HDA W AS

Accessibility 33 17 - - - 1.66

Saves time 31 15 4 - - 1.54

Location of ATMs 22 20 5 2 1 1.2

Easy to acquire Information 29 16 4 1 - 1.46

Self-service 27 18 5 ' " . 1.44
1

More facilities 15 26 7 - 1.03

Sccurity./lcss risk to use 19 15 14 -  ! 1.02

Greater control over finance 10 19 11 „  .‘ o_ L  - 0.58

Low hidden cost for services 8 21 iu
1

 ̂ 1 ^ 0.4b

Note: HZ': Highly Agree; A: Agree; N; Neutral; DA: Disagree; HDA Highly Disagree.
J

giver, by C.he sample respondents on the nine factors, which inrluenced 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 se|t-ss."vice. The weighteo average scores fo,' these 
were 1.66%, 1.54% and 1,44% respectively.

Or. pc.'so.na! interview, it '.vas learnt that .Tiajority o' fnn '■.:spondents (6 0 % ) 

wcr,r .is.:,;ng the banks two to five times in a month, less t.nor i 0 % .w e 'e  visiting 

more than 10 times and 18% occasionally.

Ine customers assigned ranks for the various purposes lor which they visit 
banks ^Taule 7), To make mega size deposits (scoie ^65) and lor mega wiLiidiawels 
(rcerc 2'’ 3) 3 greater percentage visit banks "It :s to t>̂  nior'C -  ^-p •■hni fieri A^'-i 

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

Table 7: Purpose of Visiting the Bank

Purpose R-1 R-2 R-3 R-4 R-5 R-6 R-7 Total Scores!

Mega size deposits 12 21 4 5 1 5 2 265 1

Mega size withdrawals 14 10 1 16 4 4 1 248 ‘

Making complaints 8 3 8 17 8 4 2 216 I

Getting ioans/advances 8 7 7 6 8 12 2 210

To access lockers 1 7 16 3 14 6 3 198 i

To get new information 4 2 11 3 12 16 2 174 !

Any other 3 - 3 - 3 3 38 89 1

The customers were asked to record their opinion on the various aspects of 
e-bankinn as ‘stronnlv agree', 'agree', 'neufral',. 'disagree', ‘stronoiy disagree' Scores

Cus:ome,-v Perceotmn of E-Sanking: Faaor Analysis



Table 11: Rotated Component (Factor Loadings > 0 .5 0 )

Variables F, F . F . K
Cost-effective 0.654

Access 0.764

Accuracy 0.548

Efficiency 0.774

Security 0.865 1
]

Time saving 0.742 i
1

Risk to use 

Confusion

0.627

0.744

1' Privacy 0.865

j Quality 0,670 1

■ Consumer 0.783 !
1 Satisfaction 0.764

Online purchase 0,791

Social relation 0.675

Satisfactory service 0.779

i High hidden cost O.SIS

! Formalities
1

0.717

1 Skill required 0.648

j Technical hurdle
______ 1

The second factor F, is the problems that tlie customers encounter in 
e-banking, usage vrhich can be termed 'probicims in e-banking, it includes the 
formalitie.s, technical hurdles, less social relation with banks and skill upgradation. 

Factor 2 explains 1 5 .66%  of the variance of the variables.

The third factor F, stands for 'banks reliability' which included 'accuracy', 'privacy', 

and satisfactory service from the e-banking user's perception. F̂  explains about 

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

The fourth factor again stands for 'bank's efficiency' which included 'efficiency', 

and provision of security to tfieir 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 correlation 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 kn o w le d ge -a n d -in su ffic ie n t num ber of A TM  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 piomote e-benking services it is of paramount importance that 'the banks must 
insure qual ty in customer service. 'Quality in vrork' and ‘satisfaction of the 

customers' are the two key words which must be given sternest attention to 

promote a product.

Limitations of the Study:

• The n.imher of respondents vrere relalivaly small.

• The study was carried out at the micro level, concentrating on the 

—  customers of only one branch of a nationalized bank.

• Mon-piobability convenience sampling technique was applied in the 

selection of bank customers, a-
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^ theiit ,s u m l -ehavV Towaf, . Tata V,_iio: a ' i ^.ceptuV. Study'.
Specifically, the perception and their experience with this small car and factors that 
rpotivated them  to purchase it were examined. The results revealed that 
motivational variables like enhancement of sod?' '•r'Vjr, low maintenance cost, 
etc., motivate a potential customier 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 collision.

..... ........ ....................ill!....... Ill... ......Ill....... ........ mill......... ....................... »wwi
Handicrafts reflect the tradition and culture of a nation. India is well-known for 

its handicrafts. Indian handicrafts have made a mark in many nations. The beauty 
and charm of indian crafts have always been a source of attraction for many Indian 
and foreign tourists. The success of handicrafts depends on how well the aaisans 
can produce the articles keeping In mind the tastes and preferences of the 
consumers. But they are facing a competition from machine made produrts, which 
give greater 'quality' in terms of uniformity and better finish. T h b  leads us to 
understand the problems faceo by ai tisans and the market for their products, 
in tins backdrop, Manjusm ta Dash studied the perception of customers, tiie 
problems of the artisans-ano the measures for improving this sector in her paper, 
"Buyers' Preference for Purenase of Selected Handicrafts: Special Reference to 
Orissa". It was concluded- that the artisans lack strategic direction, but customers 
like to buy traditional artifacts.

Driven by the augmentec purchasing power of Indians, increase in the numocr 
o; oreign tourists, and government and private campaigns to promote India as

vast potential of tourism as a foreign exchange earner and generator of employment 
opportunities was recognized and several policy initiatives were taken to develop 
the tourism sector. In view n: ri'is, R Renuka conducted a study to understanc tt” ; 
role of tOLiiism sector in tontr io.uting to the GDP and in generating employment; in 
the paper, "Ro|e of,jdQspitality Ser/ices in Tamil Nadu Tourism''i'Tf(e author concludes' 
that there is a wide potential for^emplpyr|],ent opRprtun|tles,,,IO. the,,tourism seaor,,, 

-'since it is a growing, industry. .................. " " .....................

K Rajanath
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Nowadays banks are working hard to attract customers and retain their market 
share by providing them with various innovative services through e-banklng. 
The banks are combining new eiearonic delivery channels almost everyday to 
their existing services. Bank services are now just at the distance of one click 
from the mouse. Though e-ban king 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-ban king. From the findings 
of the study, it was inferred that the customers are satisfied with the quality of 
e-banking services. But they face technical as well as administrative and procedural 
problems. Further to promote e-banklng services, it is 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.

Introduction
In the era of information technoiogv, e-bjdntino haa become one of the mr-s-. 
revolutionized components of today’s economic growth. With the proliferation ■ 

internet and compiiter usage,"e-bonking lias become ideal for banks to'"meet 
custorner's expectations. The famous quote-'ty Bill Gates that Banking Is vital to a 
healthy economy, but banks themsetves are not (Serwer, 1995; Jeevan, 2000; and 

Verma, 2001) highlighting the crucial nature of the electronic forces that are affecting 
banks more than any other financial servlc3 provider group. Nowadays banks are 

working hard to attract customers and retair iheir market share by providing them 
with various innovative serv.ces through e-banking. In the wodd-banking map, 
e-banking is gaining prominence globally day by day due to its apparent advantages 

to customers, business entities as vrell 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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^  helpj^ he *5su^ entif( on ;r. Th t ^nkin^ J te m \  .fies tfi, 

user and provides access to the required services. The range of services provided 

h y  the e-bankmg are: internet banking, Electronic Transfer Fund (E T F ), Electronic

Clearing Services (E C S ), tele-banking, mobile banking. Electronic Data Inter...u.i.jc 

(E D I ) ,  Automated Teller Machine (A TM ) and so on. The banks are combining new 

electronic delivery channels almost everyday to their existing services. Bank services 

are now just at the distance of one dick from the mouse. Though e-banking is 

getting popular and spreading very fast, in India most people do not know it and 

people v;hc know about it are reluctant to use it due to misconceptions like password 

i'.acking, privacy, security, etc. Recent evidence suggests that an internet-based 

: m surcer t e ’'king strategy n-iay bi- cffec'av’2, with repOi-ts of more proilLabit, loyal 

•ni-rori 'o n ‘ : . ..omp" - t •- tradit. i ' onnVi.eg ..sto-nier: (ASA, ?00-..

and Fov, 2C05). Trie present stuoy investigates the level o' awareness among the 
•■■jyt.oiTe: o- th.: use c ' '■•bei.i 'ug .nrirt th-'.r expectations from e-bankiu, 

p.aper is set out in four sections. First section deals with the enrllcr stud'es or, 

consumer's perception on e-bankinq seivices. Second section gives the objectives 

and methodology employed and limitations of the study. Third section deals with 
tne results, findings of the survey based as an empiricat analysis. Fourtti section 

gives the concluding remarks and suggestions.

Review of Literature
A num ber of studies have been made to analyze the customers views on e-banking 

services. As foon (2 0 0 8 ) statea with the proliferation of internet and computer
usage, the electronic deliver',' t 

m eet customers' expectations.

f c-hank.ina service has become Ideal for banks to

The most cited attributes ti'at'i.-.fluencc the use of e-banklng are: convenience 

• usage (Venkutesh and Davii, Ciizabeth, 19'J9 and Peon, 2000), perceived
ease of use (Davis, 1989; and Wang e( a/., 2003), perceived usefulness (Davis, 

1989; and Wang et a!., 2003), credibility (Wang eta!., 2003), cost reduction (Devlin, 
1995; Gerlach, 2000; and Jun and Cal, 2001; and Poon, 2003), hnsT (Hoffman 

ec a/., 1999), security (Sathye, 1999, and Poon, 2008), awareness (Sim on and 

Victor, 1994), choice of access to bank (Elizabeth, 1999) and bank's reputation 
(M ols, 1999).

Uppal (2 0 0 6 ) using a stratified sampling of 500 bank customers explained the 

impact of computerization on the satisfaction of customers of all bank groups and 

concluded that customer services are quite better in fully-computerized banks and 

further In e-banks as compared to that in partial or non-computerized banks.

Veim a (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 aie fully computerized and are providing e-banking services to its 

custom ers. The author hence suggested that the public sector banks provide
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satisiaaory e-Danking Services to its customers to vvlthstand the threat posed by 

the competitors.

Bried (2000) profiosed 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 alternative payment instrument rather than irrational resistant to change.

Sakthivel (2008) found that 'convenience' is the most important factor for the 

customers to go for e-banking services. The most significant probl-cm of e-banking 

customer was the high minimum balance.

K=~'okodi and Basheer (2008) in their i-nter'.iS'.” ■.vir 292 e-h.ankinci rust'jmers 

observed ttiat tccnnology aio.ie could' nu>. give o su'>ruL;iovvie' ccm pcUvi. .j . r . :v.e' 
(ri- tne banks. '’ f;!snp?l touch i: a-'so nsc>'ss.-"- rv- rn,. !i = nk'' 'o  ret.nir. ttie existim 

clients.

Upoal (2008) reported that the customers of c-banks were satisfied with the 

diffc'ent e-channels and their services. He furtber suggested that e-banking services 

sh o d : be made more effective in future___

Based on the above Ifterature the present study Is an attem pt to study the 

perception of bank customers regarding e-dehvery channels.

Objectives of the Study
• To estimate the customer's awareiiess oii e-u.jiiking usage;

■ -  To'find out the factors which encouvane or oiscourage the customers in

■fie usage of e-banking servees; .ari'i

■ • To study and evaluate customer's oerccptions and expectations on

e-banking.

Methodology
The present study Is empirical in nature based or, primary data. To coilect prirr.zry 

data, a well-structured interview schedule was constructed with both open-ended 

and dose-ended questions. Using tne interview schedule a survey was cenduaed 

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.

For analyzing the data, percentages, five point Likert Scaling technique, rank 

analysis and factor analysis were applied. The data was analyzed using Statisncal 

Pack-ae for the Social Sciences (SPSS) 16 ve'sicn.
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of ATM services among the customers. Next to ATM, 10% of the customers use
online banking regularly, 6%  debit cards services and 6 %  mobile bankirig.

Table 4: Frequency of Using E-Banking Services
E-SanMig

Frequency^'^
ATM Credit

Cards
Debit
Cards

Mobile
Banking

Online
Banking

Smart
Card

Tele-
Banking

N % N % N % N % N % N % N ' %
Less than 5 
times

24 48 8 16 13 26 5 10 10 20 3 6 5 10
i

1 5 to to times 2 4 2 4 3 6 - - 1 2 - - - -  1
10 *;o 15 times 6 - - 1 2 - - 1 2 - - - -

] Regularly 20 40 - - A a 3 6 5 10 - - - -

1 Not at all 1 2 40 80 29 58 42 34 33 66 47 94 45 90

J Total 50 100 50 100 lOO 50 100 SO 100 50 100 SO 100

Note: N: Number state.

About 3 4 %  of the customers were very much'satisfied with e-banking services, 
55%  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 5 lists the problems with the ranks and scores assigned.

I Table S; Problems in Using E-3anking

Problem s R-1 R-2 !----------- -̂--------^R-3 R-4 R-5 R-6 R-7 R-8 Total 1
Scores ]

Inadeauate knowledge 4 13 4 3 3 231 i

Lock of knowledge 11 10 4 8 ' '8 6 2 1 2 2 7 H

Lack of infrastructure 4 f. 1 7 o 7 S 1 2.
1

25.3

j U 'Suitable location of ATM 4 2 14 10 10 5 3 2 243

1 Not enough ATM centers 6 7 10 10 8 3 . 5 1 259

j Poor network *1/ 6 3 5 3' 13 10 2 214

I Time consuming 8 4 1 - 3 8 24 2 ■ 184

1 No problem
■ _  -  ■

5 2 3 2 1 3 2 32 131

Lack of knowledge (score 2?7) 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 them 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 
v/ere assigned as +2, +1, 0, -1  and -2  respectivelv. Table 6 gives the weightage
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Table 6: Factors Influencing the Use of E-Banking
r ■ ■ —  

Factors HA A N DA HOA WAS

Accessibility 33 17 - - - 1.66

Saves time 31 IS 4 - - 1.54

Location of A'TMs 22 20 5 2 1 1.2

Easy to acquire Information 29 16 4 1 - 1.46

Self-service 27 18 5 - - 1.44
1-----------------  1

Mure facil'ties 15 26 7 :
J

-
L _ ___ 1 1.03

Security,'less risk to use 19 15 M ■) r
1.02

Greater control over finance 10 19 I 10 1 .
i ---------------
1 1

0.58 !

j Low hidden cost for services 8 21 . 0.46

Note; HA; Highly Agree; A: Agree; N; Neutral; DA: Disagree; HDA Highly Disagree.
J

giver, by t.ne sample respondents on the nine factors, which inrluenced them in the. 
selection of 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-ss."vice. The weighteo average scores foi these 
were 1.66%, 1.54% and 1.44% .-espectively.

Or, pc.'so.na! intc.-vievr, it .vas learnt that .majority o' the "ospondents (6 0 % ) 
v/c.'c - I S . ting the banks two to five times in a month, less then 10% vve'e visiting 

more tfian 10 times and 18% occasionally.

the customers assigned ranks for the various purposes ior which they visit 
banks ^Taoie 7), To make mega size deposits (scoie 265j and for mega withdrawals 
(rec'c 2''5) a greater percentage visit banks 'It  ;s to or.ror; -o -p  frr.ni A"''-' 

a custcn'cr can withdraw a maxiimim of Rs. 25,000 only per day.

Table 7: Purpose of Visiting the Bank

Purpose R-1 R-2 R-3 R-4 R-5 R-6 R-7 Total Scoresj

Mega size deposits 12 21 4 5 1 5 2 265 1

Mega size withdrawals 14 10 1 16 nr 248 ;

Making complaints 8 3 8 17 8 4 216 j

Getting ioans/advances 8 7 7 6 8 12 210

To access lockers 1 7 16 3 14 6 3 198

To get new information 4 2 11 3 12 16 2 174

Any other 3 - 3 - 3 3 38 89

The r.jstomers were asked to record their opinion on the various aspects of 
e-bankinn as ‘stropnlv agree', 'agree', 'neutral', 'disagree', 'stronoly disagree'. Scores

Customers Perceotinn of E-3anking: Factor Analysis



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.

Table 4: Frequency of Using l:-6anking Services

^'\Ser¥ioes
ATM Cr«dlt

Cards
Debit
Cards

Mobile
Banking

Online
Banking

Sm art
Card

Tele-
Banking

N % % N % /V 1 % /V % (V % N %

t °S5 thr-r, 5 2'ii <45 16 13 26
------- j-

S 1 10 10 20 3 6 10 1
times 1

5 to 10 times 2 4 2 4 3 6 -  1 - t“ 1 7 -
[. !

----  - -- ►-----4 .. - . -
!■' tc 15 t..iies - •• 1 -■ 2 - - • 1
P n g f j t g r l ' - 20 . 1 f s 10 -  '

Not 3t a!! 1 0 40 GO 29 . V .2  1 3:>
-
es 47 54 45 90

To ta l 1 50 1 100 50 100 50 100 SC !
______ L

too 50
_____1

to o 50 100 100

Note: N:  Number state.

About 3-1% of the customers were very much satisfied with e-bankIng services, 
5 6 %  satisfied and 1 0 %  were neutral. The problems faced by the customers while 

using e-banking services were listed and basi?d on the severity of the problems, 
the resDondents assigned ranks from 1 to 8. The ranks were converted into scores. 
Table 5 lists the problems with the ranks and scores assigned.

Ta b le  5: Problem s in U sing E -S a n k in g

Problem s

 ̂ Inadequats knov.Tedge

' ack of kriov.>!e',1ge

R-1

4

l i

—
R-2

L _ „ . J
13

“ 1
R-3

■
R-4

.

R-5 H-C R-7 R-R
Total

Scores

2 r - 6 i to 4 3 8 231 ■

.4  . e G 6 2 1 277 i

Lack of infrastructure 4 b 13
1

9 7 8 1 2 253

Unsuitable location of A Tm 4 2 14 10 10 s 3 2 243

Not enough ATM centers 6 7 10 10 8 3 S 1 259

Poor network 7 6 3 5 3 13 10 2 214

Time consuming 8 4 1 3 8 24 2 184

No problem 5 n 3 2 1 3 2 32 131

Lack of knowledge (score 277) and insufficient number of ATM centers were the 
most severe problems faced by the respondents in using e-banklng 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 them 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 

were assigned as -1-2, -t-1, 0, -1  and -2  respectively. Table 6 gives the welghtage
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Table  6: Factors Influencing the Use of E-Banking

Factors HA A N DA HDA WAS

Accessibility 33 17 - - - 1.66

.Saves bme 31 15 4 - - 1.54

Location of ATMs 22 20 5 2 1 1.2

Easy to acquire infomiation 29 16 4 1 - 1.46

Self-ser-.icE 27 18 5 1.4:

More f^ci}lt(ci 15 26
!

7 1 ^
■
■ - J

Seto r... ir usfe 1 i w

Greater control over finance 10 11 j 10 . 0.5a

LOW bidden cost for services _ J ■ J ' __ L
Note; HA: Highly Agree; A: Agree; N; Neutral; DA; Disagree; h DA iligiii/ Disagree,

given by the sample respondents on che nine factors, winch m ili'e.iccO in ;m iri ;'i 

selection cf e-banking.

The respondents highly agreed that the most ‘mponant factors which influenced 

them to adopt e-banking services were— convenient accessibiiity, followed by speed 

of use. easy availability and self-service. The weighted ayo.rag' scoies lor tn: .c 
were 1.65%, 1.54% and 1.44% respectively.

On, pe’'5ona! interview, it was learnt that rnajonty nf th.- '■esno.ndents (hO'%1 
were visiting the banks two to five times in a month less rh.i>' lO'y, v/ere visitmo 

riore than 10 times and 13% occasionally.

Th,? custcn'ie'S assigned ranks for the varinun Durncs-.'-, r -r .. l - irh  rhe,' 

banks (Table ? ) .  To make mega.size deposits (segre TuS) and ' h c j i m  '.•,Mt!idrdv..ils 

(score ?.48) a greater percentage visit banks. It is to be noteo nere tnac riom AIM , 

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

Table 7: Purpoa* of Visiting the Bank

_Purpose R-1 R-2 R-3 R-4 R-S R-6

Mega size deposits 12 21 4 5 1 c

Mega size withdrawals 14 10 1 16 4 a

Making complaints e > 3 8 17 8 4

Getting loans/advances 8 7 7 6 8 12

■To access lockers 1 7 16 3 14 s

To get new information 4 2 11 3 12 16

Any other 3 - 3 - 3 3

T V

- - t -1
- i -

265

24 B 

216 

210

198

174

33 89

The customers were asked to record their opinion or  ̂ .arious aspect,- of 

e-bankir.g as 'strongly agree', 'agree', 'neutral' 'disagree', s;. _ gi; disagree'. Scoros



Table 11: Rotated Component Ma*"'ix (Factor Loadings > 0 .5 0 ) |

Variables F. P. F . i
Cost-effective 0.654 1
Access 0.784

Accuracy 0.548 1

Efficiency 0.774

Security 0.865 1
1

Time saving 0.742 i

Risk to use 0.627

0 .7 4 41 Confusion

■ Privacy 0.865

1 Quality 0.670 j

1 Consumer 0.783 1

* Satisfaction 0.764

Online purchase 0.791 1

Social relation 0.675

Satisfactory service 0.779

i High hidden cost 0.515

i Formalities
1

0.717 J

1 Skill required 0.64S

j Technical hurdle

Th e  second factor F. is the problems that the customers encounter in 
e-banking, usage which can be termed 'proble.ms in e-banking. It includes the 
formalities, technical hurdles, less social relation with banks and skill upgradation. 
Factor 2 explains 1 5 .66%  of the variance of the variables.

The  third factor F, stands fo r‘banks reliabilitv" which included 'accuracy', 'privacy', 

and satisfactory service frem the e-banking user's perception. F, explains about 

1 0 .3 2 %  of the variations and the first 3 factors together explained 50.15%  of the
variatrbhs.

The fourth factor again stands for 'bank's efficiency' which included 'efficiency', 
and provision of security to tfieir 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 vaned 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 kn o w le d ge -a n d -in su ffic ie n t num ber of A TM  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 p;omote e-banking services it is of paramount importance that 'the banks must 
ensu'-e goal ty m customer service. 'Quality m work' and 'satisfaction of the 

customers' are the two key words which must be given sternest attention to 

promote a product.

Limitations of the Study:

• The r>'<niher of respondents v/ere relatively small.

• The study was carried out at the micro level, concentratinq on the 

— -  customers of only one branch of a nationalized bank.

• Mon-piobability convenience sampling technique was applied in the 
selection of bank customers.
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The customers agreed that e-bsnking ensures privacy and are necessary in the 

competitive global economy. Ttiey also agreed that it has a bright future. For the 

other Issues on e-bartking, viz., creating confusion among the customers, hidden 
cost, etc., they were neutral.

Factor Analysis
To Idenufy the tihderlying constmets 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 correlation 

matrix was tested with Bartlett test of sphericity (chi-square 369.153 anJ significant 

at 0 .0 0 ). This supports the validity of applying the factor analysis. Principal 
com ponent analysis was employed for extracting factors. Orthogonal varimax
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were retained. The latent root criteria was use'ti for extraction of mctors. i factdia 

with eigen-values greater than one were considered.

All the 18 variables had their communalities exceeding were retained

(or the analysis. Table 9 gives the commonalities of the variables.

Table 9; Comiponalities

Variables Communalities -Variables Com m unalities

Cost effective 0.796 Quality U.C36

Access 0.866 Consumer satisfaction 0.773

Ao:v:icy 0.712 Online purchase 0.647

L‘ Soc'-i' rri 'tiiin 0.774

Security 0.774 Satisfactory service 0.73/

1 inie Sjj vtng C.747 High h'<3( n r-r.r

Risk to use 0.710 Fornialiiies 0.351

CooAjSion U./2 7 Skill ■'e-’U..rf:d 0.734

I’rivi;/ 0.761 Technical hurdle 0 552i:

For the study, six factors having eigen-values greater than one were extracted. 
The cigen-values of the six factors along with the cumulative percentage of the 

.jiia r IS shown in Table 10.

Tab le  10: Total Variance Explained

F;>ctor j Initial Eigen-Values %  of Variance CumulJtivt:

4.352 24.17C 24.178

r 2.SI 3 1.3 657 39 335
-  ̂ ^

.. . 1.857 IU.3L8 50.154

1.614 S 5h !2?

f . 1.296 7.198 66.320 ■ !

r* ft 1.119 6.7! 7 72.539 I
1.

The percentage of the total variance which is used as an index to determine 

how v;ell the factor solution accounts for what the variables together represent 

was found to be 72.539% .

Table 11 gives the factor loading of the variables under each of the six extracted 

I actors.

The first factor F, is the consumer's satisfaction which includes 'cost effective', 

'ensuring quality in customer's sen/ice', 'necessity in the global competitive economy 

to satisfy customers and enabling online purchases'. This is th? most important 
factor which explains 2 4 .1 8 %  of variance before rotation.
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