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ABSTRACT



This paper highlights the customer perception and challenges with regards to the usage of E-Banking services. E-banking is an electronic banking system, an individual can do the banking transactions through electronic gazettes. In today’s modern technology people prefer to use Electronic modes, which is very useful to all the users. Customers can do their banking transactions round the clock. An E-Banking service provides large number of satisfied customers to the bank and hence it contributes to higher rate of retention of the existing customers for a bank. It also helps the bank to attract new and young customers because of the availability of innovative banking products. The present study was conducted with the help of 120 respondents of SBI customers with different age groups. The hypothesis of the study reveals that “There is an association between perception level and gender of the customers” and Study shows that 100% of the customers, like E-Banking, which shows the popularity of e-banking and services.
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1.0 Introduction

E-banking is an electronic payment system that enables customers of a bank to do their financial transactions through the financial institution's website.  Electronic banking is one of the truly widespread avatars of E-commerce over the world. 

In short E-Banking means doing banking operations through electronic means or tools. It is anywhere and anytime banking. Customers can do their banking transactions round the clock. An E-Banking service provides large number of satisfied customers to the bank and hence it contributes to higher rate of retention of the existing customers for a bank. It also helps the bank to attract new and young customers because of the availability of innovative banking products. Even customers can enjoy the banking products at less transaction cost [1].

The customer visits the Banks websites, and enters the online banking details by using the customer number and credentials previously set up. The types of financial transactions which a customer may transact through online banking includes checking account balances, a list of the recent transactions, electronic bill payments and fund transfers between a customer's account or another's accounts within a bank or outside [2]. Most of the banks also enable a customer to download copies of bank statements, which can be printed at the customer's premises. Some banks also enable customers to download transactions directly into the customer's accounting software. The facility may also enable the customer to order a cheque book, statements, report of loss of credit cards, stop payment request on a cheque, change of address, change of pin number and other routine actions.

The important factors which influence the satisfaction level of the customers towards E-Banking are listed below;
· Saves time
· Convenient
· 24x7 service
· Speed
· No need of visiting the bank branches
· Low transaction cost
· Easy to use
· Problem handling
· Increases the social status
Customers are benefited from E-Banking to a large extent, but in spite of the merits, they also face some difficulties. The major problem which most of the customers faced is server related issues. Customers also worried about online frauds, the other issues are lack of knowledge, hidden charges, and poor service from the bankers and so on [3].

In this regard an attempt has been made to know the customers perception towards E-Banking services.

1.1 Statement of the Problem
E-banking provides wide range of services to the customers. This provides lot of benefits to the customers. But still there are some loop holes such as connectivity issues, leakage of data, hidden charges etc. In the smooth running of any system (i.e. E-Banking), the customers play a greater role. Without their co-operation and effort, no technology or any innovation can succeed.  Therefore, it is all the very important to know the customers perception towards E-Banking services.

1.2 Objectives
The Objectives of the Study are as follow:
· To understand the demographic profile of the customers towards E-Banking.
· To assess the perception level of the customers towards E-Banking.
· To know the level of satisfaction of the customers through E-Banking.
· To identify the challenges faced by the customers by using E-Banking.

1.3 Hypothesis
 To support the objectives of the study following hypothesis were drawn;
1] H0: There is no association between perception level and gender of the customers.

1.4 Methodology
The study includes both primary data and secondary data. Primary data are collected from the structured questionnaire method and secondary data are collected from research papers, articles, websites and so on. The study will be conducted in and around Mangalore city. Customers of SBI bank is considered for the purpose of the study. Convenience sampling method is used for the study and the sample size is 120 respondents.
1.5 Limitations of the Study
This study is restricted only to Mangalore city of Karnataka state and the study covers only the customers of SBI bank. So, the views collected cannot be generalized and Published data are not available on number of customers.
1.6 survey Analysis and Interpretation
1.6 .1 Demographic Profile of the Respondents
Table; 1 Frequency distribution of Demographic profile of the respondents
	Particular
	No of respondents
	Percentage

	Gender
Male
Female
Total
	
57
63
120
	
47.5
52.5
100

	Marital status
Single
Married
Total
	
41
79
120
	
34.2
65.8
100

	Age group
Less than 20 years
20-30 years
30-40 years
40-50 years
Above 50 years
Total
	
7
32
48
21
12
120
	
5.8
26.7
40
17.5
10
100

	Educational qualification
Less than graduation
Graduation
Post-graduation
Others
Total
	
11
59
41
9
120
	
9.2
49.2
34.1
7.5
100

	Occupation
Home makers
Private workers
Public workers
Business
Total
	
13
65
34
8
120
	
10.8
54.2
28.3
6.7
100

	Income level
Less-than 15000
15000-25000
25000-35000
35000-50000
Above 50000
Total
	
9
18
46
37
10
120
	
7.5
15
38.4
30.8
8.3
100


Source: Survey Data
The study shows that, samples are collected from 57 male and 63 female respondents, the table shows that 52.5% of the respondents are female and 47.5% of the respondents are male. 

Under marital status section 41 respondents are single and 79 respondents are married people.

Among the respondents 5.8% of them belongs to less than 20 years of age, 26.7% of them belongs to 20-30 years, 40% of them belong to 30-40 years, 17.5% from 40-50 years and 10 respondents belongs to above 50 years of age. This shows that 30-40 years of age group respondents uses more E-Banking services.

[bookmark: _GoBack]Out of the respondents 9.2% of them have the education of less than graduation, 49.2% of them are graduates, 34.1% of them are post-graduation and 7.5% of them have other qualification like ITI, Beauticians. Study shows that among the respondents, graduates use more E-Banking services compared with other educational qualification. 

The study shows that, among the respondents 10.8% of them are home makers, 54.2% of them are private sector employees, 28.3% of them are public sector employees and 6.7% of them are business people. Out of the respondent’s private sector employees are more compared with other respondents.

The study expresses that, among the respondents 7.5% of them have a monthly income of less than 15000, 15% of them have 15000-25000, 38.4% of them have a monthly income of 25000-35000, 30.8% of them fall in the category of 35000-50000 income and 8.3% of them have a monthly income of greater than 50000.

1.6.2 Behavioral Pattern of accessing E-Banking
	Behavioral Pattern of the customers accessing E-banking Services are assessed on the basis of Convenience, Speed, Easy to use, Saves time, good service and 24 hours of service. These variables are measured on five-point rating scale as Strongly Agree-5, Agree-4, Neutral-3, Disagree-2 and Strongly Disagree-1 and assessment will be done based on mean value as mean>3 indicates Agree, mean>4 indicates Strongly Agree, mean<3 indicates Disagree and mean<2 indicates Strongly Disagree. Hence Behavioral Pattern Customers of accessing E-Banking Services are shown in the table below:
Table No-2
Behavioral Pattern of Customers Accessing E-Banking Service

	Particular 
	Strongly agree
	Agree 
	Neutral 
	Disagree 
	Strongly disagree
	Mean 
	S. D

	Convenience
	57
	55
	8
	--
	--
	4.40
	0.613

	Speed
	43
	59
	10
	8
	--
	4.15
	0.823

	Easy to use
	37
	61
	22
	--
	--
	4.12
	0.689

	Saves time
	45
	60
	14
	1
	--
	4.25
	0.674

	Good service
	26
	59
	21
	14
	--
	3.82
	0.910

	24x7 service
	52
	45
	23
	--
	--
	4.24
	0.753


Source: Survey data

The study shows that, 57 respondents strongly agree towards the factor of convenience and the mean and SD values are 4.40 and 0.613. 59 respondents agree towards the factor speed and the mean and SD values are 4.15 and 0.823, 61 respondents agree for easy-to-use factor with mean and SD values are 4.12 and 0.689, 60 respondents agree towards saves time factor with the mean and SD values are 4.25 and 0.674, 59 respondents agree for good service with mean and SD values are 3.82 and 0.910, and 52 respondents strongly agree for the factor 24x7 service with mean and SD are 4.24 and 0.753.

The study reveals that convenience and 24x7 services are the major factors for the adoption of E-Banking services compared to other factors. 

1.6.3 Most often used E-Banking service
The different parameters of most often used E-Banking services are ATM, Debit card, Credit card, RTGS, NEFT, SMS Banking, Mobile Banking and Internet Banking. These parameters are measured on five-point rating scale a weekly-5, Fortnightly-4, Monthly-3, Occassionally-2, Never-1 and assessments are done on the basis of mean value as mean>4 indicates very good, mean>3 indicates good, mean<3 indicates poor and mean<2 indicates very poor. The analysis is shown in the table below;

Table No-3
Most often used E-Banking services
	Particular 
	Weekly 
	Fortnightly  
	Monthly  
	Occasionally  
	Never 
	Mean 
	S. D

	ATM/ Debit card
	55
	42
	16
	5
	2
	4.20
	0.929

	Credit card
	5
	2
	15
	56
	42
	1.93
	0.941

	RTGS/NEFT
	5
	2
	20
	59
	34
	2.03
	0.941

	Google pay
	42
	18
	17
	25
	18
	3.33
	1.502

	SMS Banking
	15
	28
	35
	20
	22
	2.96
	1.273

	Mobile banking
	10
	18
	35
	24
	33
	2.57
	1.269

	Internet banking
	1
	1
	2
	28
	88
	1.33
	0.656


 Source: Survey Data
The study shows that among the respondents 55 were using ATM weekly with mean value 4.20, 56 respondents opined for they use credit cards occasionally with mean value 1.93, 59 respondents use RTGS/NEFT occasionally with mean and SD values 2.03 and 0.941, 42 respondents use Google Pay weekly with mean and SD values 3.33 and 1.502, 35 Respondents uses SMS banking monthly, 35 respondents use Mobile banking monthly and 88 respondents never used Internet banking services.

The study reveals that, ATM and google pay users are more compared with other E-Banking services, at the same time credit card and internet banking services are least used by the respondents.

1.6.4 Customers Perception towards E-Banking
Different customers are having different perception towards e-banking services. the various perceptional factors are improving the level of satisfaction, offers innovative products, minimization of queuing in branches, reduced transaction cost [1], attracts young customers, improves the level of status, offer fast and efficient service and anytime anywhere banking [2]. These parameters are measured on five-point rating scale as Strongly Agree-5, Agree-4, Neutral-3, Disagree-2 and Strongly Disagree-1. Assessment will be done on mean value as mean>4 indicates very good, mean>3 indicates good, mean<3 indicates poor and mean<2 indicates very poor. 
The following table shows the perception level of the customers towards E-Banking:

Table No-4
Perception level of the customers towards E-Banking
	Particular 
	SA
	A
	N
	D
	SD
	Mean 
	S. D

	Improves the level of satisfaction
	17
	88
	13
	1
	1
	4.01
	.571

	Offers innovative products 
	17
	83
	17
	2
	1
	3.95
	.621

	Minimizes queuing in branches
	40
	56
	19
	5
	0
	4.10
	.799

	Reduced transaction cost
	29
	61
	26
	3
	1
	3.95
	.788

	Attracts young customers
	48
	46
	25
	1
	0
	4.18
	.780

	Improves the level of status
	30
	61
	27
	2
	0
	3.99
	.726

	Saves the time
	31
	53
	29
	7
	0
	3.90
	.849

	Offers fast and efficient services
	28
	59
	32
	0
	1
	3.95
	.739

	Any-time any-were banking
	37
	60
	22
	1
	0
	4.12
	.711


Source: Survey data

The study shows that among the respondents 88 people agree for the perception factor improves the level of satisfaction with mean and SD value are 4.01 and .571, 83 respondents agree towards the factor offers innovative products with mean and SD 3.95 and .621, 56 respondents agrees for minimizes queuing in branches with mean and SD 4.10 and .799, 61 respondents agree for reduced transaction cost with mean and SD values 3.95 and .788, 48 respondents strongly agree for the perceptional factor attracts young customers with mean and SD values 4.18 and .780, 61 respondents agree for improves the level of status factor with mean and SD values 3.99 and .726, 53 respondents opined that it saves the time of the customers, 59 respondents agree for offers fast and efficient services and 60 respondents agree for any-time any-were banking services with mean and SD values 4.12 and .711.

Study emphasis that, respondents are strongly-agree for the perceptional factors like minimizes queuing in branches, attracts young customers and any-time any-were banking. Respondents are agreed for other perceptional factors.

H0: There is no association between perception level and gender of the customers.
The above hypothesis is well explained with the help of chi-square test. The results are shown in the below table;
Table No-5
Results of chi-square test
	Chi square value
	D.F
	0.05 level of significance
	Result

	19.317
	4
	9.488
	Significant



The calculated value of Chi square = (O-E)2/E= 19.317 is more than the tabulated value 9.488 at 4 degrees of freedom, it is significant. Hence, we reject null hypothesis and conclude that “There is an association between perception level and gender of the customers”
1.6.5 Factors influencing satisfaction level of customers towards E-Banking
Satisfaction of the customers is the prime consideration for any business. The different factors influencing satisfaction of the customers towards E-Banking services are quality service, reduced time of transaction, cost effectiveness, no need of visiting bank branches, offers variety of products and services, free from human errors, quick response, low transaction cost, minimization of queuing in bank branches, can do banking truncations easily, easily availability of information, anytime, anywhere banking, increase the social status, cashless transaction, problem handling, 24x7 service and convenient banking. These factors are measured on five-point rating scale as Strongly Agree-5, Agree-4, Neutral-3, Disagree-2 and Strongly Disagree-1. Assessment will be done on mean value as mean>4 indicates highly satisfied, mean>3 indicates satisfied, mean<3 indicates dissatisfied and mean<2 indicates highly dissatisfied. The analysis table is indicated below;

Table No-6
Factors influencing satisfaction level of the customers towards E-Banking
	Particular 
	SA
	A
	N
	D
	SD
	Mean 
	SD

	Quality service
	22
	49
	   39
	10
	0
	3.54
	.838

	Reduced time of transaction
	38
	60
	12
	4
	6
	4.26
	.652

	No need of visiting bank branches
	38
	44
	19
	16
	3
	4.01
	.865

	Free from human errors
	52
	47
	10
	9
	2
	4.52
	.511

	Quick response
	11
	57
	41
	8
	3
	3.58
	.638

	Easy to use
	36
	69
	10
	5
	0
	4.12
	.788

	Any-time, any-were banking
	50
	60
	10
	0
	0
	4.33
	.625

	Cashless transaction
	36
	71
	23
	0
	0
	4.20
	.613

	Convenient banking
	31
	62
	24
	3
	0
	4.01
	.746


Source: Survey Data
The different factors affecting the satisfaction level of the customers shows the following results, that 49 respondents agree for the quality of service with mean and SD values 3.54 and .838, 60 respondents agree for reduced time of transaction with mean and SD values 4.26 and .652, 44 respondents agree  for the satisfaction factor no need of visiting bank branches, 52 respondents strongly agree for the satisfaction factor free from human errors with mean and SD values 4.52 and .511, 57 respondents agree for the factor quick response, 69 respondents agree for the factor easy to use with mean and SD values 4.12 and .788, 60 respondents agree for the satisfaction factor any-time, any-were banking with mean and SD values 4.33 and .625, 71 respondents agree for cashless transaction and 62 respondents agree for convenient banking with mean and SD values 4.01 and .746.

Study reveals that respondents are strongly agree for the following satisfaction factors of E-Banking services; free from human errors (4.52), any-time, any-were banking (4.33), reduced time of transaction (4.26), cashless transaction (4.20), easy to use (4.12), and convenient banking (4.01).

1.6.6 Would you like to go back to the Traditional Banking?
Traditional banking means doing banking transaction manually by the bankers. Yes or No options are preferred to measure the parameters. The analyzed table is indicated below;
Table No-7
Would you like to go back to the traditional banking?
	Statement
	Yes
	No 
	Total 

	Traditional banking
	0

	0

	0


	E -banking 
	120
	0
	120

	Total 
	120
	0
	120


Source-Survey Data
All the 120 respondents prefer E-Banking to do banking transactions. Study shows that 100% of the customers, like E-Banking, which shows the popularity of e-banking and services.

1.7 Suggestions
The suggestions of the study are highlighted below;
· Customers are mainly facing the problem of server/ connectivity issues, security issues and fear of data leakage [1] and so the bank should focus more on these issues and solve the problems at the earliest. Thus, the customers are able to do the transaction without any fear.
· Most of the customers are using online banking mainly for cash withdrawal [2]; hence the bank should educate the customers and help them to get the benefit of other facilities.
· Now-a day’s customers can get any e-banking information through online. For this purpose, bank should take initiative in sending SMS [3] and other internet links to the customers.

· If the customer faces any problems while doing online transactions, the bank should create awareness among customers [4,5&6] by citing toll free numbers and other links to mitigate their problems.

· Online Customers are mainly concerned on safety issues [7&8] so the banks should educate their customers with regard to the safety use of their passwords and pin numbers and it should insist the customers that they should change the passwords and pin numbers frequently so no unauthorized fraudulent practices happen in the online banking.

1.8 Conclusion
Customers are the main source of any business, so customer satisfaction plays a major role in all the organizations. This study concludes that customers are having good perception towards E-Banking services. Study also shows that all the 100% of the respondents would like to continue with the E-Banking services. Which shows the popularity of E-Banking system in the present era.
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