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ABSTRACT:
Advent and adoption of internet by the industries has re-
moved the constraint of time, distance and communication 
making globe truly a small village. Financial sector being 
no exception, numerous factors such as competitive cost, 
customer service, increase in education and income level 
of customers etc. influence banks to evaluate their tech-
nology and assess their electronic commerce and internet 
banking strategies. Internet banking provides speedier, 
faster and reliable services to the customers. This study 
aims to evaluate the service quality of Internet banking 
from customers’ perspective. This paper is divided into 
two sections. First section presents the introduction of in-
ternet banking, status of internet banking in India, through 
the literature available in the field. It also includes the re-
view of the various services provided by the banks under 
the study. Second section presents the results obtained on 
the basis of the data collected. A structured questionnaire 
containing 26 quality items is administered to various 
target groups. Various statistical tools like factor analysis 
and ANOVA are used accordingly to compile the result. 
The result shows that customers are more satisfied with 
quality of service on reliability than the services like ac-
cessibility, user-friendliness, security and responsiveness. 
The study not only prioritizes different parameters but 
also provide guidelines to bankers to focus on the param-
eters which they need to improve. The study concludes 
that these factors are the core service quality dimensions 
for customers’ satisfaction in internet banking.

Keywords:
Internet banking, Customers’ satisfaction, Service qual-
ity.

1. INTRODUCTION:
Growth of Electronic banking in a country depends on 
many factors, such as success of internet access, new on-
line banking features, household growth of internet usage, 
legal and regulatory framework.

E-banking offers speedier, quicker and dependable ser-
vices to the customers through which they are more satis-
fied than that of manual system of banking. E-banking 
system not only generates viable return, but also ensures 
better dealings with customers. The rationale of this re-
search is to recognize the impact of variables of e-banking 
on customer pleasure. Banking sector is modernizing tre-
mendously and expanding in different financial spheres. 
Simultaneously banking is becoming faster and easier. In 
order to survive in the global competitive era, commer-
cial banks are seeking for better service opportunities to 
enhance customers’ satisfaction.

Businesses seeking to improve profitability are thus ad-
vised to monitor and to upgrade their service quality on an 
ongoing basis (Gerrard and Cunningham, 2005). Technol-
ogy plays a vital role in improving the quality of services 
provided by the business units. One of the technologies 
which really brought information revolution in the soci-
ety is internet technology and is rightly regarded as the 
third wave of revolution after agricultural and industrial 
revolution.

Internet banking allows banking from anywhere, anytime 
and is used for transactions, payments etc. over the in-
ternet through a bank’s website. In contrast to traditional 
banking, internet banking involves non-human interac-
tions between customers and online bank information 
system. Customer satisfaction, customer retention and 
new customer acquisition are the key factors in internet 
banking.

Internet banking is a new delivery channel for banks in 
India. The internet banking is both an informative and a 
transactional medium. However, internet banking has not 
been popularly adopted in India as expected (Ravi, 2007). 
Malhotra and Singh (2007) carried out a study to find the 
internet banking adoption by banks in India. The study 
suggests that larger banks or banks with younger age, pri-
vate ownership and lower branch intensity possess high 
probability of adoption of this new technology. 

Customer Satisfaction Towards Online Banking With Reference to 
Banks Located in Urban and Rural Areas-A Comparative Study
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Banks with lower market share also perceive internet 
banking technology as a means to increase the market 
share by attracting more and more customers through this 
new delivery channel. However, the service quality in in-
ternet banking from customers needs thorough analysis to 
find out the determinants for success and growth of new 
delivery channel in India. To this end, this study aims at 
determining the service quality of banks operative in In-
dia with regards to internet banking and identifying the 
important parameters for service quality from customers’ 
perspective.

The purpose of this study is to explain the relationship 
between usability dimensions and success variables. The 
banking industry is chosen because of the fact that Inter-
net banking applications are considered one of the most 
successful and most established internet applications ever 
(Pikkarainen, 2004,p. 224) and the fact that internet bank-
ing contains many interesting characteristics from the us-
ability point of view (multi-stage processes, diverse and 
complex basis, independent transactions etc.).

MEASURING CUSTOMERS’ SATISFAC-
TION IN THE BANKING INDUSTRY
Banking operations are becoming increasingly customer 
dictated. The demand for ‘banking super malls’ offer-
ing one-stop integrated financial services is well on the 
rise. The ability of banks to offer clients access to several 
markets for different classes of financial instruments has 
become a valuable competitive edge. With the explosion 
of the country’s population and the increased demand 
for banking services – speed and quality of service are 
the key differentiators for bank’s future success. Thus it 
is imperative for banks to get feedback regarding quality 
aspects of retail banking, which in turn will help them to 
take remedial measures to maintain a competitive edge.

Customer’s mind is a mystery which is difficult to predict 
and understand the perception to attain satisfaction is a 
challenging task. This exercise in the context of the bank-
ing industry will give us an insight into the parameters 
of customers’ satisfaction and their measurement. The 
customers’ requirements must be translated and quanti-
fied into measurable targets. This provides an easy way 
to monitor improvements, and to decide the attributes that 
need to be concentrated in order to improve customers’ 
satisfaction.

NEED TO MEASURE CUSTOMERS’ SAT-
ISFACTION
Satisfied customers are central to optimal performance 
and financial returns. Customers are viewed as a group 
whose satisfaction with the enterprise must be incorpo-
rated in strategic planning efforts. With better understand-
ing of customers’ perceptions, companies can determine 
the actions required to meet the customers’ needs. They 
can identify their own strengths and weaknesses, where 
they stand in comparison to their competitors, chart out 
path for future progress and improvement. As buyers be-
come empowered, sellers have no choice but to adapt. 
The service industries are mostly customer driven and 
their survival in competitive environment largely depends 
on quality of the service provided by them. No other me-
dium other than the Internet – the fastest growing form 
of communication media in history (Berners –Lee, T. and 
Fischetti, M.1999) – has ever confronted its (new) users 
with such a vast and diverse difficulties of use. Users – es-
pecially beginners – can fail at several hurdles like issues 
related to technical infrastructure and the appropriate use 
of a computer. 

Not only users but also organizations are affected adverse-
ly due to these difficulties.Sales and saving potential is 
endangered when users are not able to easily and quickly 
complete the essential search and order processes. Defi-
cient usability exposes successful online business trans-
actions at risk. Customers’ satisfaction is quite a complex 
issue and there is a lot of debate and confusion about what 
exactly is required and how to go about it. This article is 
an attempt to review the necessary requirements, and dis-
cuss the steps to be taken to measure and track customers’ 
satisfaction.

DEVELOPMENT OF INTERNET BANK-
ING IN INDIA
The financial reforms that were initiated in the early 
1990s and the globalization and liberalization measures 
brought in a completely new operating environment to 
the banks. The bankers are now offering innovative and 
attractive technology – based services and products such 
as “Anywhere Anytime Banking”, “Tele Banking”, “In-
ternet Banking” etc. to their customers to cope with the 
competition. The process started in the early 1980s when 
Reserve Bank of India (RBI) set up two committees in 
quick succession to accelerate the pace of automation of 
operations in the banking sector. 
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A high – level committee was formed under the chair-
manship of Dr. C. Rangarajan, then Governor of RBI, to 
draw up a phased plan for computerization and mecha-
nization in the banking industry over a five –year time 
frame of 1985-1989. The focus by that time was on cus-
tomer service and two models of branch automation were 
developed and implemented. Having gained experience 
in the earlier mode of computerization, the second Ran-
garajan committee constituted in 1988 drew up a detailed 
perspective plan for computerization of banks for exten-
sion of automation to other areas such as funds transfer, 
e-mail, ATMs, internet banking etc. The Government of 
India enacted the Information Technology Act, 2000, with 
effect from 17 October 2000 to provide legal recognition 
to electronic transactions and other means of electronic 
commerce. Internet banking in India is currently at a na-
scent stage. ICICI bank is the pioneer to have introduced 
internet banking for a limited range of services such as 
access to account information, correspondence and funds 
transfer among its branches.

STATUS OF INTERNET BANKING IN IN-
DIA
In Indian context, many publications throw light over 
the importance of internet banking and also its prospects 
for the Indian banking industry. Unnithan and Swatman 
(2001) studied the drivers for change in the evolution 
of the banking sector, and the move towards electronic 
banking by focusing on two economies, Australia and In-
dia. The study found that Australia is a country with in-
ternet- ready infrastructure as far as telecommunications, 
secure protocols, PC penetration and consumers’ literacy 
are concerned. India, by comparison, is overwhelmed by 
weak infrastructure, low PC penetration, developing se-
curity protocols and consumer reluctance in rural sector. 
Although many major banks have started offering inter-
net banking services, the slow pace will continue until the 
critical mass is achieved for PC, internet connections and 
telephones. Rao and Prathima (2003) provided a theoreti-
cal analysis of internet banking in India, and found that 
as compared to the banks abroad , Indian banks offering 
online services still have a long way to go. For online 
banking to reach a critical mass, there has to be sufficient 
number of users and the sufficient infrastructure in place. 
However, it is still in its evolutionary stage. A survey car-
ried by Malhotra and Singh shows that only 48 % of the 
commercial banks operating in India as on March – end 
2005 offers internet banking.

In India, comparatively less number of studies has been 
conducted on the current status of internet banking and 
customer satisfaction compared to other countries. Thus, 
there is a lot of scope for the research to present new ideas 
concerning internet banking in India which may be use-
ful to the Indian banking industry. To succeed in today’s 
electronic markets, a strategic and focused approach is 
required.

2. LITERATURE REVIEW
Current research effort in the field of usability studies 
covers the work of e.g. (Pearson, and Pearson, A. 2008), 
which proved that ease of use and navigation are two criti-
cal components in determining website usability. Another 
example is the work of (Cappel, J. and Huang, Z. 2007), 
which showed that most of the improvement potentials of 
company websites’ usability is related to link appearance, 
navigation and the inclusion of more positive features 
such as breadcrumb trails and search boxes to improve 
usability. (Tarafdar, M. and Zhang, J. 2007) identified us-
ability as a significant predictor of reach, one of the two 
website performance indicators. In this paper, (Liao, Z. 
and Cheung, M. 2008) define six service quality attributes 
and examine their effects on CSIBS (customer satisfac-
tion in internet banking services). 

Regarding the derivation of these six attributes, they refer 
to the Technology Acceptance Model (Davis,F. 1989) and 
to the SERQUAL model (Parasuraman, A. Zeithaml, V. 
and Berry, L. 1988). Results show that each service quali-
ty attribute has a positive effect on CSIBS, but this impact 
has not yet been quantified. This paper differs from (Liao, 
Z. and Cheung, M. 2008) in so far as they developed a 
model explaining the relationship between usability di-
mensions and success variables and consecutively vali-
date it in the context of internet banking applications.

Based on the literature review, certain fundamental re-
search gaps have been identified like the methods for as-
sessing usability of a system are much more discussed 
than their content – the usability issues – themselves. 
Quality, effectiveness and efficiency of usability methods 
are being discussed based on the issues found while the 
nature of an issue and its importance are not being ana-
lyzed. There is no content framework that systemizes us-
ability issues in order to make them comparable.There is 
a shortcoming concerning clearly defined usability stan-
dards (Sears, A. and Jacko, J. 2007, p. 1107). Contentual 
statements about usability of websites are usually
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subjective and are often based on either practical knowl-
edge of experts or detailed formation guidelines (Bur-
mester, M. and Machate, J. 2003). The latter have been 
developed in practice without systematic scientific veri-
fication. Also in many cases the cost – benefit relation of 
website usability is not clear, neither to companies nor 
within publications (Bias, R. and Mayhew, D. 1994, p. 
16). This could be attributed to the fact that the term suc-
cess or benefit of website usability is not differentiated 
and is only vaguely used. Sometimes these terms are even 
used in a contradictory way (Kuniavsky, M. 2003, p. 353). 
Success criteria are often composed of the constructs 
“perceived usefulness” and “perceived ease of use” (Rat-
ner, J. 2003 p. 19), deriving from Davis “Technology Ac-
ceptance Model” (Davis, F. 1989, p. 320).

3. SIGNIFICANCE OF THE STUDY
One of the most important developments in banking sec-
tor has been the growth of the financial industry over the 
past two decades. The benefits of financial industry can 
be seen in the form of large scale industrial development, 
increased employment opportunities, higher turnover as 
well as revenue generation to the government and also in-
crease in export of goods and services.Investments play a 
vital role on the part of the customers. A real investor does 
not simply throw his or her money as random investment; 
he or she performs through analysis and commits capital 
only when there is reasonable expectation of profit. Today 
banks have a relationship management approach with their 
clients. Thus delivering high quality service to clients is 
just as important as delivering performance that meets or 
exceeds their expectations. It is in this context that a study 
is necessary to know the levels of awareness regarding the 
quality of customer services in internet banking.

4. OBJECTIVES OF THE STUDY:
This paper aims to examine the scenario of Quality of cus-
tomer service in internet banking. In this broader frame-
work, an attempt is made to achieve the following specific 
objectives:

To ascertain the level of customers’ satisfaction in in-»»
ternet banking.

To evaluate the different factors considered by the cus-»»
tomers while choosing the bank for Internet banking ser-
vices.

To offer suggestions to enhance the quality of customer »»
services in internet banking.

5. RESEARCH HYPOTHESES
The growing importance of service quality leads us to ex-
amine the following questions concerning the relationship 
among service quality, customer satisfaction and custom-
er retention in the service area of Internet banking.

1.H :  There is no significant relationship between the 
genders and the
level of customers’ satisfaction .
2.H :  There is no difference between the age group with 
various variables
of the bank regarding internet banking.
3.H :  There is no difference in the monthly income of the 
customers of
various banks and the level of customers’ satisfaction.
4.H :  Education is not the deciding factor while deciding 
the efficiency
of the Internet banking services.

6. METHODOLOGY
The present study is of analytical and exploratory in na-
ture. One of the primary concerns of this paper is to iden-
tify the important parameters affecting the service qual-
ity of internet banking. The data required for this study 
are collected from both primary and secondary sources. 
Initially a ‘Pilot Study’ was conducted for testing the 
questionnaire. The pilot study helped in executing cer-
tain improvements in the final questionnaire. A structured 
questionnaire is prepared for the respondents in order to 
collect primary data. The questionnaire is designed based 
on the objectives of the study. The questionnaire consists 
of two parts. The first part comprises 7 questions concern-
ing the personal profile of the respondents and the second 
part consisting of 26 questions to explore the respondents’ 
perception about the service quality of internet banking.

7. SOURCES OF DATA
The required data is gathered through primary and sec-
ondary sources. Primary data are those which are col-
lected afresh and for the first time, and thus happen to be 
original in character. It is collected through questionnaire. 
Secondary data is collected from the records like books, 
journals, reports, magazines, periodicals and the relevant 
websites.

8. UNIVERSE
The proposed study is to find out the quality of customer 
service in internet banking. The population is uncountable 
and is considered as infinite. 



                                                                                                                         ISSN No: 2348-4845
International Journal & Magazine of Engineering, 

Technology, Management and Research
A Peer Reviewed Open Access International Journal   

                      Volume No: 4 (2017), Issue No: 7 (July)                                                                                                         July 2017
                                                                             www.ijmetmr.com                                                                                                                                        Page 475

A high – level committee was formed under the chair-
manship of Dr. C. Rangarajan, then Governor of RBI, to 
draw up a phased plan for computerization and mecha-
nization in the banking industry over a five –year time 
frame of 1985-1989. The focus by that time was on cus-
tomer service and two models of branch automation were 
developed and implemented. Having gained experience 
in the earlier mode of computerization, the second Ran-
garajan committee constituted in 1988 drew up a detailed 
perspective plan for computerization of banks for exten-
sion of automation to other areas such as funds transfer, 
e-mail, ATMs, internet banking etc. The Government of 
India enacted the Information Technology Act, 2000, with 
effect from 17 October 2000 to provide legal recognition 
to electronic transactions and other means of electronic 
commerce. Internet banking in India is currently at a na-
scent stage. ICICI bank is the pioneer to have introduced 
internet banking for a limited range of services such as 
access to account information, correspondence and funds 
transfer among its branches.

STATUS OF INTERNET BANKING IN IN-
DIA
In Indian context, many publications throw light over 
the importance of internet banking and also its prospects 
for the Indian banking industry. Unnithan and Swatman 
(2001) studied the drivers for change in the evolution 
of the banking sector, and the move towards electronic 
banking by focusing on two economies, Australia and In-
dia. The study found that Australia is a country with in-
ternet- ready infrastructure as far as telecommunications, 
secure protocols, PC penetration and consumers’ literacy 
are concerned. India, by comparison, is overwhelmed by 
weak infrastructure, low PC penetration, developing se-
curity protocols and consumer reluctance in rural sector. 
Although many major banks have started offering inter-
net banking services, the slow pace will continue until the 
critical mass is achieved for PC, internet connections and 
telephones. Rao and Prathima (2003) provided a theoreti-
cal analysis of internet banking in India, and found that 
as compared to the banks abroad , Indian banks offering 
online services still have a long way to go. For online 
banking to reach a critical mass, there has to be sufficient 
number of users and the sufficient infrastructure in place. 
However, it is still in its evolutionary stage. A survey car-
ried by Malhotra and Singh shows that only 48 % of the 
commercial banks operating in India as on March – end 
2005 offers internet banking.

In India, comparatively less number of studies has been 
conducted on the current status of internet banking and 
customer satisfaction compared to other countries. Thus, 
there is a lot of scope for the research to present new ideas 
concerning internet banking in India which may be use-
ful to the Indian banking industry. To succeed in today’s 
electronic markets, a strategic and focused approach is 
required.

2. LITERATURE REVIEW
Current research effort in the field of usability studies 
covers the work of e.g. (Pearson, and Pearson, A. 2008), 
which proved that ease of use and navigation are two criti-
cal components in determining website usability. Another 
example is the work of (Cappel, J. and Huang, Z. 2007), 
which showed that most of the improvement potentials of 
company websites’ usability is related to link appearance, 
navigation and the inclusion of more positive features 
such as breadcrumb trails and search boxes to improve 
usability. (Tarafdar, M. and Zhang, J. 2007) identified us-
ability as a significant predictor of reach, one of the two 
website performance indicators. In this paper, (Liao, Z. 
and Cheung, M. 2008) define six service quality attributes 
and examine their effects on CSIBS (customer satisfac-
tion in internet banking services). 

Regarding the derivation of these six attributes, they refer 
to the Technology Acceptance Model (Davis,F. 1989) and 
to the SERQUAL model (Parasuraman, A. Zeithaml, V. 
and Berry, L. 1988). Results show that each service quali-
ty attribute has a positive effect on CSIBS, but this impact 
has not yet been quantified. This paper differs from (Liao, 
Z. and Cheung, M. 2008) in so far as they developed a 
model explaining the relationship between usability di-
mensions and success variables and consecutively vali-
date it in the context of internet banking applications.

Based on the literature review, certain fundamental re-
search gaps have been identified like the methods for as-
sessing usability of a system are much more discussed 
than their content – the usability issues – themselves. 
Quality, effectiveness and efficiency of usability methods 
are being discussed based on the issues found while the 
nature of an issue and its importance are not being ana-
lyzed. There is no content framework that systemizes us-
ability issues in order to make them comparable.There is 
a shortcoming concerning clearly defined usability stan-
dards (Sears, A. and Jacko, J. 2007, p. 1107). Contentual 
statements about usability of websites are usually
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subjective and are often based on either practical knowl-
edge of experts or detailed formation guidelines (Bur-
mester, M. and Machate, J. 2003). The latter have been 
developed in practice without systematic scientific veri-
fication. Also in many cases the cost – benefit relation of 
website usability is not clear, neither to companies nor 
within publications (Bias, R. and Mayhew, D. 1994, p. 
16). This could be attributed to the fact that the term suc-
cess or benefit of website usability is not differentiated 
and is only vaguely used. Sometimes these terms are even 
used in a contradictory way (Kuniavsky, M. 2003, p. 353). 
Success criteria are often composed of the constructs 
“perceived usefulness” and “perceived ease of use” (Rat-
ner, J. 2003 p. 19), deriving from Davis “Technology Ac-
ceptance Model” (Davis, F. 1989, p. 320).
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tor has been the growth of the financial industry over the 
past two decades. The benefits of financial industry can 
be seen in the form of large scale industrial development, 
increased employment opportunities, higher turnover as 
well as revenue generation to the government and also in-
crease in export of goods and services.Investments play a 
vital role on the part of the customers. A real investor does 
not simply throw his or her money as random investment; 
he or she performs through analysis and commits capital 
only when there is reasonable expectation of profit. Today 
banks have a relationship management approach with their 
clients. Thus delivering high quality service to clients is 
just as important as delivering performance that meets or 
exceeds their expectations. It is in this context that a study 
is necessary to know the levels of awareness regarding the 
quality of customer services in internet banking.

4. OBJECTIVES OF THE STUDY:
This paper aims to examine the scenario of Quality of cus-
tomer service in internet banking. In this broader frame-
work, an attempt is made to achieve the following specific 
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To ascertain the level of customers’ satisfaction in in-»»
ternet banking.

To evaluate the different factors considered by the cus-»»
tomers while choosing the bank for Internet banking ser-
vices.

To offer suggestions to enhance the quality of customer »»
services in internet banking.

5. RESEARCH HYPOTHESES
The growing importance of service quality leads us to ex-
amine the following questions concerning the relationship 
among service quality, customer satisfaction and custom-
er retention in the service area of Internet banking.

1.H :  There is no significant relationship between the 
genders and the
level of customers’ satisfaction .
2.H :  There is no difference between the age group with 
various variables
of the bank regarding internet banking.
3.H :  There is no difference in the monthly income of the 
customers of
various banks and the level of customers’ satisfaction.
4.H :  Education is not the deciding factor while deciding 
the efficiency
of the Internet banking services.

6. METHODOLOGY
The present study is of analytical and exploratory in na-
ture. One of the primary concerns of this paper is to iden-
tify the important parameters affecting the service qual-
ity of internet banking. The data required for this study 
are collected from both primary and secondary sources. 
Initially a ‘Pilot Study’ was conducted for testing the 
questionnaire. The pilot study helped in executing cer-
tain improvements in the final questionnaire. A structured 
questionnaire is prepared for the respondents in order to 
collect primary data. The questionnaire is designed based 
on the objectives of the study. The questionnaire consists 
of two parts. The first part comprises 7 questions concern-
ing the personal profile of the respondents and the second 
part consisting of 26 questions to explore the respondents’ 
perception about the service quality of internet banking.

7. SOURCES OF DATA
The required data is gathered through primary and sec-
ondary sources. Primary data are those which are col-
lected afresh and for the first time, and thus happen to be 
original in character. It is collected through questionnaire. 
Secondary data is collected from the records like books, 
journals, reports, magazines, periodicals and the relevant 
websites.

8. UNIVERSE
The proposed study is to find out the quality of customer 
service in internet banking. The population is uncountable 
and is considered as infinite. 
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Customers with at least one year of experience in inter-
net banking are identified by visiting retail branches/ATM 
branches of different banks across.

9. AREA OF STUDY
The survey instrument is administered through the me-
dium of internet with an e-mail attachment of question-
naire and directly distributing the questionnaire. However 
the study is not restricted to any specific bank, so the 
proposed sample for the study is 200 respondents from 
both public and private sector banks namely state bank 
of India, karur vyasa bank, HDFC, Tamilnadu mercan-
tile bank, ICICI, Indian overseas bank and UCO bank in 
Tirunelveli.located in urban and rural areas.

10. DATA ANALYSIS
This paper focuses that on the quality aspects of inter-
net banking and the consequent customers’ satisfaction. 
This paper examines the level of customers’ satisfaction 
with special reference to problems faced, accuracy of web 
pages of the bank, bank’s responsiveness with respect to 
internet banking activities. The paper also examines the 
relationship between the skills and responsiveness of the 
bank personnel, efficiency of the bank’s website and its 
interplay with customers’ satisfaction.

11. SAMPLING METHOD
The universe of the study is the account holders of public 
and private sector banks and the sampling technique ad-
opted is convenient sampling method.

12. STATISTICAL TOOLS AND TECH-
NIQUES
The collected data are analyzed with the help of tools like 
Factor Analysis, ANOVA and percentage.

13. LIMITATIONS OF THE STUDY
Only customers of urban area are considered, though 
many respondents have a little knowledge about the in-
ternet banking services. Further, there was reluctance on 
the part of customers to respond the questionnaire. The 
cost and time factors are the other limitations. However, 
adequate care is taken to collect unbiased data.

14. ANALYSIS AND INTERPRETATION
Out of the total respondents 88% are in between the age 
group 25-45 yrs. Out of which, male are 88% and the fe-
male 13%. 58% of the customers are graduates, 34% 

post graduates and 9% others. 42% of them are software 
professionals and 25% are in teaching. 75% customers’ 
monthly income falls above Rs. 25, 000. After acquiring 
knowledge regarding the online banking services, several 
questions were asked to the different respondents related 
to online service and their expectations about it.

FACTOR ANALYSIS
The factor analysis is mainly employed for the following 
purposes:
1.For data reduction
2.For identifying the most influential factor.
In this section the factor analysis under extraction method 
of principal component analysis is employed to identify 
the important aspects relating to the quality of customer 
service with internet banking.
 

It is found from the table that among the 26 aspects relat-
ing to the quality of customer service with internet bank-
ing, 14 aspects are considered as more important than 
the other aspects because of their expectation value more 
than 0.76. Important factors are identified with extraction 
value more than 0.76. 
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The results are presented in the following tables, which 
describes the extraction values for each aspect relating to 
quality of customer service with internet banking through 
principal component analysis.

1.FACTORS INFLUENCING CUSTOM-
ERS’ SERVICE 

Factors:
F1 – Reliability, F2 – Accessibility, F3 – Efficiency, F4 
– User- friendliness, F5 - Responsiveness From the chart 
given above, it is clear that customers give more prefer-
ence for reliability which includes services like accuracy 
of information provided in website, not misusing their 
information, solving queries, then comes factors like ac-
cessibility, efficiency, user-friendliness and responsive-
ness, the least. It clearly indicates that the bank should 
concentrate more on services like effective functioning of 
the web pages, providing more security and confidential-
ity regarding the information provided by the customers, 
designing the website in simple and easy way to use etc.

Table 2 Overall Percentage of the Respon-
dents who Avail the Internet Banking Services 
is Given Below

Table 2 depicts the accessibility of internet banking ser-
vices of various banks. Highest scoring is the ICICI Bank, 
followed by IOB and SBI. Third place is backed up three 
banks namely KVB, HDFC and TMB. Least is the

accessibility of internet services of UCO bank. 

ANALYSIS OF VARIANCE
F-test is applied to find out whether there is significant 
difference in the level of customers’ satisfaction among 
the banks chosen for the survey.

Table 3

Table value of F = 3.84 at 5% level of significance.

The calculated value is less than the table value in Table 
3, which means the null hypothesis is accepted. It is sta-
tistically inferred that there is no significant difference 
between the genders as far as the level of customers’ sat-
isfaction level is concerned.

Table 4

In Table 4, the calculated value is less than the table value, 
so the null hypothesis is accepted. It means that there is no 
significant difference between the age group with various 
variables of the bank regarding internet banking.

Table 5
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In Table 5, the calculated value is less than the table value, 
so the null hypothesis is accepted. It means that there is no 
significant difference in the monthly income of the cus-
tomers and the level of customers’ satisfaction.

Table 6

The calculated value is more than the table value in Table 
6, the null hypothesis is not accepted. It means that there 
is significant difference on the basis of the education in 
deciding the efficiency of the Internet banking.

COEFFICIENT OF VARIATION
The coefficient of variation provides a basis for compar-
ing the variances of distributions using different measures. 
Some of them are given below:

Table  7 

According to Table 7, for reliable services in Internet 
banking like bank authorities solving queries, knowledge 
of their contact personnel, information provided in the 
bank’s website, the female customers (28%) is more con-
sistent than the male customers (37%).

Table 8

Regarding accessibility of the internet banking services 
given in Table 8, there is not much variation in case of both 
male and female customers, as the coefficient of variation 
is almost the equal, showing that they have same attitude 
towards the accessible services of the bank like logging in 
and out, finding policy, notice and statement.

Table 9 

Similarly, in case of user friendliness of the internet 
banking services in Table 9, the coefficient of variation 
is equal, which means both male and female customers 
have the same attitude towards the services provided by 
the bank.

15.  DATA FINDINGS 
Based on the results of factor analysis, the variables are 
classified into five dimensions, which are suitably named. 
The dimensions and the corresponding variables are 
shown below.

Table 10

The variables given in Table 10 are analyzed on various 
dimensions which are as follows:

In reliability (F1) ,the bank authorities care to listen and 
solve the queries having a factor loading of 0.981 indicates 
that the factor strongly influences the variable whereas, 
the bank taking care and compensating for the problem 
they create with a factor loading of 0.628 indicates that 
more attention is needed. In Accessibility (F2), policies 
and notice statement on the bank’s site with a factor load-
ing of 0.907 indicates strong influence whereas the credit 
card related information is with the least factor loading of 
0.625, which indicates the need for more concentration.
In case of Efficiency (F3), the information content and 
texts are easy to understand comes first by showing a 
strong influence of 0.864 whereas the bank’s site per-
forming the service right at first time shows that the bank 
should focus more comes the least with 0.575 factor load-
ing.
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In User-friendliness (F4), the variable, bank’s site is easy 
to navigate and simple to use strongly influences custom-
er satisfaction with 0.882 factor loading and the person-
alization of bank’s site for customers’ personal require-
ment has the least factor loading of 0.635 where the bank 
should focus more attention. In case of Responsiveness 
(F5) the bank providing financial security and confidenti-
ality shows strong influence with 0.740 and relying on the 
personal information in the website scores the least factor 
loading of 0.698 which shows the required attention by 
the banks. Generally, factor loading represents how much 
factor explains a variable. High loading indicates that the 
factor strongly influences the variable. Assuming a fac-
tor loading of more than 0.76 as having high impact on 
the variables, it is concluded from the above Table 2 that 
some variables which are less than 0.76 need attention for 
the service quality improvement of internet banking.

HYPOTHESIS TESTING AND FINDINGS 
BASED ON ANALYSIS OF VARIANCE
In case of Table 3 the calculated value is less than the tab-
ulated value, the null hypothesis is accepted which means 
that there is no significant difference between the genders 
as far as the level of customers’ satisfaction is concerned.
The calculated value is less than the tabulated value in the 
Table 4, which means the null hypothesis is accepted and 
has no significant difference between the age group with 
various variables of the bank regarding internet banking.
In case of Table 5, the calculated value is less than the tab-
ulated value, so the null hypothesis is accepted. It means 
that there is no significant difference in the monthly in-
come of the customers of various banks. 

The calculated value is more than the tabulated value in 
Table 6, the null hypothesis is rejected. It means that there 
is significant difference on the basis of the education in 
deciding the efficiency of the Internet banking. Analysis 
of Variance is employed for testing the hypothesis of this 
research after extraction of four independent variables 
from factor analysis. Results for quality of customers’ sat-
isfaction are showed in Table 3, 4, 5 and 6. Result of these 
tables show that they significantly affect the customers’ 
satisfaction regarding service quality of Internet banking. 
Analysis of variance shows that hypothesis 1, 2 and 3 are 
accepted with strong statistical significance whereas hy-
pothesis 4 is rejected, which shows that education of the 
customers’ influences in deciding the quality of Internet 
banking.

16. SUGGESTIONS
The following suggestions are the outcome of the re-
search:

Every bank should take precautions to keep customers’ »»
experience safe. It should take consistent efforts to safe-
guard online banking transactions.

All internet banks should provide close interaction be-»»
tween bank service and web based e-commerce and even 
service through direct electronic payments.

Banks should provide more convenient internet bank-»»
ing services.

Banks should ensure more customer awareness and »»
transparency in their internet banking dealings.

Banks should come up with innovative ways of service »»
at their door steps; this may be a costly affair but will 
surely give positive results in the long run.

17. SCOPE FOR FUTURE RESEARCH
There is a wide scope to extend this study in the future. 
Future researchers may continue the same study or they 
can study by taking the private sector and public sector 
banks as a comparison. The study may be done as a world-
wide study to bring the potential of the internet banking 
services of different countries.

18. CONCLUSION
This report describes in a nutshell the evolution of bank-
ing and defines banking technology as a Consortium of 
several disciplines, namely finance subsuming risk man-
agement, information and communication technology, 
computer science, and marketing science. It also high-
lights the quintessential role played by these disciplines 
in helping banks: (1) run their day-to-day operations in 
offering efficient, reliable, and secure services to cus-
tomers; (2) meet their business objectives of attracting 
more customers and thereby making huge profits.Online 
banking is increasingly used by banks and other financial 
service providers to gain competitive advantages, opera-
tional efficiencies and direct marketing opportunities. It 
is important to reaffirm that Electronic banking is a new 
phenomenon. We have observed a major change from 
metal and paper money, to plastic cards, to smart cards, 
to online payments and fund transfers. The higher avail-
ability of a back action results in notably positive effects 
on usability. The rejected hypotheses could be subject to 
further research. By means of additional experiments, a 
modified test design could be assessed in order to confirm 
or reject the first experiment’s outcome. Every hypothesis 
has been tested with at least one task. 
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In Table 5, the calculated value is less than the table value, 
so the null hypothesis is accepted. It means that there is no 
significant difference in the monthly income of the cus-
tomers and the level of customers’ satisfaction.

Table 6

The calculated value is more than the table value in Table 
6, the null hypothesis is not accepted. It means that there 
is significant difference on the basis of the education in 
deciding the efficiency of the Internet banking.

COEFFICIENT OF VARIATION
The coefficient of variation provides a basis for compar-
ing the variances of distributions using different measures. 
Some of them are given below:

Table  7 

According to Table 7, for reliable services in Internet 
banking like bank authorities solving queries, knowledge 
of their contact personnel, information provided in the 
bank’s website, the female customers (28%) is more con-
sistent than the male customers (37%).

Table 8

Regarding accessibility of the internet banking services 
given in Table 8, there is not much variation in case of both 
male and female customers, as the coefficient of variation 
is almost the equal, showing that they have same attitude 
towards the accessible services of the bank like logging in 
and out, finding policy, notice and statement.

Table 9 

Similarly, in case of user friendliness of the internet 
banking services in Table 9, the coefficient of variation 
is equal, which means both male and female customers 
have the same attitude towards the services provided by 
the bank.

15.  DATA FINDINGS 
Based on the results of factor analysis, the variables are 
classified into five dimensions, which are suitably named. 
The dimensions and the corresponding variables are 
shown below.

Table 10

The variables given in Table 10 are analyzed on various 
dimensions which are as follows:

In reliability (F1) ,the bank authorities care to listen and 
solve the queries having a factor loading of 0.981 indicates 
that the factor strongly influences the variable whereas, 
the bank taking care and compensating for the problem 
they create with a factor loading of 0.628 indicates that 
more attention is needed. In Accessibility (F2), policies 
and notice statement on the bank’s site with a factor load-
ing of 0.907 indicates strong influence whereas the credit 
card related information is with the least factor loading of 
0.625, which indicates the need for more concentration.
In case of Efficiency (F3), the information content and 
texts are easy to understand comes first by showing a 
strong influence of 0.864 whereas the bank’s site per-
forming the service right at first time shows that the bank 
should focus more comes the least with 0.575 factor load-
ing.
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In User-friendliness (F4), the variable, bank’s site is easy 
to navigate and simple to use strongly influences custom-
er satisfaction with 0.882 factor loading and the person-
alization of bank’s site for customers’ personal require-
ment has the least factor loading of 0.635 where the bank 
should focus more attention. In case of Responsiveness 
(F5) the bank providing financial security and confidenti-
ality shows strong influence with 0.740 and relying on the 
personal information in the website scores the least factor 
loading of 0.698 which shows the required attention by 
the banks. Generally, factor loading represents how much 
factor explains a variable. High loading indicates that the 
factor strongly influences the variable. Assuming a fac-
tor loading of more than 0.76 as having high impact on 
the variables, it is concluded from the above Table 2 that 
some variables which are less than 0.76 need attention for 
the service quality improvement of internet banking.

HYPOTHESIS TESTING AND FINDINGS 
BASED ON ANALYSIS OF VARIANCE
In case of Table 3 the calculated value is less than the tab-
ulated value, the null hypothesis is accepted which means 
that there is no significant difference between the genders 
as far as the level of customers’ satisfaction is concerned.
The calculated value is less than the tabulated value in the 
Table 4, which means the null hypothesis is accepted and 
has no significant difference between the age group with 
various variables of the bank regarding internet banking.
In case of Table 5, the calculated value is less than the tab-
ulated value, so the null hypothesis is accepted. It means 
that there is no significant difference in the monthly in-
come of the customers of various banks. 

The calculated value is more than the tabulated value in 
Table 6, the null hypothesis is rejected. It means that there 
is significant difference on the basis of the education in 
deciding the efficiency of the Internet banking. Analysis 
of Variance is employed for testing the hypothesis of this 
research after extraction of four independent variables 
from factor analysis. Results for quality of customers’ sat-
isfaction are showed in Table 3, 4, 5 and 6. Result of these 
tables show that they significantly affect the customers’ 
satisfaction regarding service quality of Internet banking. 
Analysis of variance shows that hypothesis 1, 2 and 3 are 
accepted with strong statistical significance whereas hy-
pothesis 4 is rejected, which shows that education of the 
customers’ influences in deciding the quality of Internet 
banking.

16. SUGGESTIONS
The following suggestions are the outcome of the re-
search:

Every bank should take precautions to keep customers’ »»
experience safe. It should take consistent efforts to safe-
guard online banking transactions.

All internet banks should provide close interaction be-»»
tween bank service and web based e-commerce and even 
service through direct electronic payments.

Banks should provide more convenient internet bank-»»
ing services.

Banks should ensure more customer awareness and »»
transparency in their internet banking dealings.

Banks should come up with innovative ways of service »»
at their door steps; this may be a costly affair but will 
surely give positive results in the long run.

17. SCOPE FOR FUTURE RESEARCH
There is a wide scope to extend this study in the future. 
Future researchers may continue the same study or they 
can study by taking the private sector and public sector 
banks as a comparison. The study may be done as a world-
wide study to bring the potential of the internet banking 
services of different countries.

18. CONCLUSION
This report describes in a nutshell the evolution of bank-
ing and defines banking technology as a Consortium of 
several disciplines, namely finance subsuming risk man-
agement, information and communication technology, 
computer science, and marketing science. It also high-
lights the quintessential role played by these disciplines 
in helping banks: (1) run their day-to-day operations in 
offering efficient, reliable, and secure services to cus-
tomers; (2) meet their business objectives of attracting 
more customers and thereby making huge profits.Online 
banking is increasingly used by banks and other financial 
service providers to gain competitive advantages, opera-
tional efficiencies and direct marketing opportunities. It 
is important to reaffirm that Electronic banking is a new 
phenomenon. We have observed a major change from 
metal and paper money, to plastic cards, to smart cards, 
to online payments and fund transfers. The higher avail-
ability of a back action results in notably positive effects 
on usability. The rejected hypotheses could be subject to 
further research. By means of additional experiments, a 
modified test design could be assessed in order to confirm 
or reject the first experiment’s outcome. Every hypothesis 
has been tested with at least one task. 
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Further research could also consist of a comparative study 
for the new platform generation. In summary, it is quite 
clear that banking technology has emerged as a separate 
discipline in its own right. As regards future directions, 
the proliferating research in all fields of Technology and 
computer science can make steady inroads into bank-
ing technology because any new research idea in these 
disciplines can potentially have a great impact on bank-
ing technology. Users of ebanking can perform common 
banking tasks such as writing checks, paying bills, trans-
ferring funds, printing statements & balance inquiry etc. 
Internet banking has evolved into ‘one stop service and 
information unit’ that promises great benefits to all i.e. 
banks, consumers, citizens, employees and government. 
E Banking is poised to become most promising partner in 
governance process.
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