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Abstract

Banking is to be considered as pure financial serindustry and responsible for the
economic development of an economy upto great ex&atisfaction of customers is
the vital for retaining existing customers and aating prospective customers to
widen the level of operational activities in anyncern. In India, Private and Public
banks are rendering financial services. The Pali@iad Strategies of Private and
Public banks are different that leads variatiothim customers’ satisfaction level. This
research tries to measure the satisfaction leelustomers of Public and Private
Banks and factors responsible for variation in eomr’s satisfaction between Private
and Public banks in India. The objective of theeegsh is to get the satisfaction level,
variations in satisfaction level and reasons resiba for variations in satisfaction
level or dissatisfaction in public and private bankhis research is based on primary

information obtained from customers of Public amdd®e sectors banks in India.

The satisfaction of the customers is very imporfaotor in all service industries to

enhance and improve the profitability and finangrformance of the concern.
Banking sector is purely financial service indusand the customer’s satisfaction is
much more important to run banking business sutdéssThe satisfaction level of

the customers is varying due to different kinddafking services and their benefit to
the customers. There are so many factors thatesponsible in the discrimination of
the services for different types of banking custmsrand lead to uneven satisfaction
level. In India, Private and Public sector bankes gnoviding the financial services to

the different types of customers in rural and uraeeas.

Taking into consideration the scope of the studg #&gs utility for the Banking

industry the topic

An Analytical Study of Customer Satisfaction Related To E-Banking ServicesIn
Select Public and Private Sector Banks In Nashik was shortlisted for the study.

This study presents a framework and gives a setde#s for using customer
satisfaction principles and strategies to imprdweetbtal quality management, quality



responsiveness and possibilities of public secpoivately provided services in

vulnerable communities.

The study is based on the quantitative method ugiagguantitative questionnaire.
This type of research aims at getting answersandsirdized items which will help
find an explanation or develop predictions thatl Wi true for other persons. The
main idea is to develop generalizations that caswan the main question or to
contribute to theory. Quantitative research beginth a hypothesis or an issue

proclamation and includes a quantitative informagaamination.

Relevance, Justification & likely benefit

This study is useful to give the proper insighttioé customer satisfaction and its
related strategies and policies which are practigethe maximum number of private
financial institutions. The analysis in the resbaatso address the ground difficulties
of the private and public financial institutions ieln examine the present e saving
money situation in the region. Not only e- saving hlso for the overall quality

improvement and sustainable development of theibgraystem.

Limitations of the study:

) This exploration study is time bound and becaugtisflone a couple of parts
of the issue will be taken up for consider.

° This research study was taken in a limited areg ¢ré. Nashik City) and
findings may vary if the area of study is changed.

° Some of the respondents may be biased in theionsgg and as such the
analysis and conclusion based on it could varyptoesextent.

° A portion of the conclusions additionally rely optimnal information. To the

degree these information are solid, the conclusi@onsidered as substantial.

Reliability and validity

Legitimacy alludes to a circumstance when confiemdnstrates that the discoveries
are sensible. The examination isn't viewed asitagte if the specialist misjudged the

appropriate responses of the respondents or refpondents did not comprehend the
inquiries plainly. The respondents can also baiérfted by factors out of researcher's

control, such as technical factors, time and mdde results of this survey could be



influenced by the situation the respondents as toeyd have felt tired to precisely

fill the overview.

This study will be useful to give the proper ingigihthe customer satisfaction and its
related strategies and policies which are the mestby the maximum number of
private financial institutions. The analysis in thesearch also address the ground
difficulties of the private and public financialstitutions which will examine the
present e saving money situation in the region. &idy e- saving but also for the

overall quality improvement and sustainable develept of the banking system.

Through the study It can be said that banks neechpoove all the factors which are
responsible in achieving customer satisfaction neigg e-banking services. Most of
the respondents are satisfied in e-banking senpcegided by the bank but banks
need to highlight design, contents, security arat@és of e-banking services. Most of
the banks do not update their website and techyologa longer period of time
which creates discomfort to the e-banking userkbahks but majorly public sector
banks need to advance their technology with thetetnas per the customer
requirement. The discomfort regarding the use efagach and every aspect of the e-
banking portal and services included will causeuced satisfaction level of the
customers. Customers feel that it's better to goctmventional banking rather than
such modern banking, because finally it's all thmoney and financial matter which
is at stake. For gaining complete satisfaction bankeeds to be more active in

technology with good security and more attracteatdres.

This study makes some valuable contributions tobéngking industry in the view of

Customer Satisfaction related to E-Banking Service$ublic and Private Sector
Banks. The study identifies the existence of vagitactors which are responsible for
achieving customer satisfaction in the use of eimanservices. This study also
confirmed the various variables and factors whightgbute toward effectiveness of
customer satisfaction toward use of e-banking. diditeon, the researcher has
recommended the most influencing and least infliendactors for the customer

satisfaction regarding the use of e-banking sesvice



CHAPTER 1
INTRODUCTION

11 Introduction

The use of information and communication technology changed the way of
conducting business transactions, and the growergamds of customers for most
organizations, with the recognition of IT and digitechnologies, has brought fresh,
creative products, services and potential busioppsrtunities. It is observed that one
of the aspects of communication and IT has becormee and more relevant and
contributes to the favourable side of the bankiegt@. Financial companies are
trying to be more and more competitive, expand ¢hstomer base daily, reduce

transaction costs, boost the quality of servicerasgond rapidly (C., 2002).

In this era, technology has become the businedsiearend business driver to run any
sort of business. Nowadays the quality of the bagknstitutions cannot think of
introducing a financial product without technolagianformation support be it in
customer service, transactions, remittances, auwhrketing, pricing or any other
activity in the banks. Today Information Technolgggys an important role not only
to complete the event with high efficiency and efifeeness but also has the potential
to innovate and meet the futuristic requirementsthed stakeholders. Therefore,
Information Technology has given a new definition the business world
&introduced new business paradigms which are irstngdy playing a significant role
in improving the services in the banking industry.this field of e-banking which
enables the customers to perform the underlyingibgntransactions by sitting at
their office or homes through PC or LAPTOP or mebighones. Customers can
access their banking transactions through the hasfisite and make their transaction
by self. Thus, to access banking, the customertbagse his/her login Id and
password and make the essential transactions. Soameial institutions have set up
additional security steps for access to online anpkAladwani, 2001).

In the history of banking transformation, in theay&981 four of the world premium

banks started offering home bank services usingitheotext system which was the



latest technology of that period, in this way oaliservices began. Videotext then
became a bit obsolete and old fashion after theodottion of online services.
Because of the commercial failure of videotext ahdnge of the technology, these

banking services never became popular.

Many banks began to view web-based banking as asteategic imperative. The
attraction of banks to online banking is relativelyident as there is a diminished
transaction cost, easier integration of servigetgractive marketing capabilities, and
other benefits that boost customer lists and profirgins. Therefore, Web banking
services allow institutions to bundle more servite® single packages, thereby

luring customers and minimizing overhead.

In the article entitled Role of Information SystemsBanks, by Rawani and Gupta
(2002) attempted to explore empirically the diffeze between public sector banks,
private sector banks and foreign banks operatiigdra in the role of the information

system in the banking industry.

They also concluded that to achieve a sufficiemell®f customer support, the use of
computers and allied technology is necessary. Ctenpuare ideally designed to
handle massive transaction volumes within a sheriod. Efforts by public sector

banks to put in the information system are in igatrdirection and can be expected

to give them strategic advantage in future.

Customer satisfaction is one of the business tewh&h provides a measurement of
how many quantitatively products and services sagddy a company either to meet
or to surpass customer expectation. These daysseé@ms like one of the
key performance indicators within the business esystand Part of the strategic
perspective of the balanced scorecard. In this tihextreme competition, where
every player has to compete for procurement of diistomers, the technological
support works as a critical differentiator. It heecome an essential element of
business strategy in which customer satisfactiamedr successful private sector
business. All the High performing businesses haseelbped specific principles,
procedures and policies for achieving guaranteecostomer satisfaction. This

Research presents a framework and gives a se¢ad fr using customer satisfaction



principles and strategies to improve the total igpamanagement, quality
responsiveness and possibilities of the publicosegrivately provided services in

vulnerable communities.

1.2  Definition of e-banking
e-banking is banking in which the customer condtretssaction electronically via the
Internet. Online banking is defined as an electally operated payment system that

enables customers to conduct financial transactions

Electronic funds transfer by automated teller maesi also intended to speed

operations & to reduce costs.

In 1996 ICICI Bank became the first bank to lauttshwebsite for online banking.
Citi Bank, HDFC Bank and others have embraced e af technology for their
financial products to enter a broader audience.k8ahave no choice but to
incorporate technology into their routine operasi@ PALANI, 2011).

1.3  Definition of Customer satisfaction

Customer satisfaction is one of the most frequentigd terms in the stream of
marketing. It considered as a measurement of hodyats and services are supplied
by a company to meet or surpass customer expettalibere are two general

frameworks of satisfaction named as transactiomiBpesatisfaction and cumulative

satisfaction. The first one is Transaction-spectiatisfaction which means the
customer's very own evaluation of his or her ex@®e and reaction towards a
particular service. Here the customers express thgierience of using the product
the first time. Cumulative satisfaction denotes tbeerall satisfaction of the

experience while using the product or servicestrAtus accumulation, the customers
establish a personal standard which used to gaery&cs quality. Hence, it agreed
that the measurement of customer satisfaction ghypeoerformed after the post-

consumption assessment by the user, about thegisooluservices gained.

14 Evolution of customer satisfaction
The evolution of customer satisfaction has commfte old literature of satisfaction

or psychology of satisfaction, which is studied nirodifferent aspects. The



considerations extend from psychological to physacal from normative to positive

aspects.

The Expectations of a customer on a product dedikeexpected performance for
that product. Consumers may have various "typeséxgectations when forming
opinions about a product's anticipated performaReeceived product performance

It is considered from the experiences and Resdhatltustomers judge products on a
limited set of norms and attributes. Old researcl@ve designed their Research to

manipulate actual product performance.

In various research studies, some scholars have ddde to establish that customer
satisfaction has a strong emotional, i.e., affestsomponent. However, others show
that the cognitive and affective components of @usr satisfaction reciprocally

persuade each other over time to determine ovsatfifaction.

There is value to taking a dynamic perspective ostamer satisfaction. Hence,
within a progressive perspective, customer satisiaccan evolve as customers
repeatedly use a product or interact with a servitels, the satisfaction experienced
with each interaction (transactional satisfactica) influence the overall, cumulative
satisfaction as the Scholars show that it is nst averall customer satisfaction, but

also customer loyalty that evolves.

15 Customer Satisfaction in the Banking Sector

Customer satisfaction is one of the most criti@dtdrs in a competitive business.
When it is related to commercial banks, customasfsation level differentiates one
bank from another, thus measuring customer satigfaovhich is exceedingly

essential in terms of competitive parameters. Thathy banks listen to customer
requirements and complain. Profitable companieslaogvn to be able to survive and

expand without satisfied customers.

One of the great examples is the most prominentsiBRasbank PAO. This bank
employs over 250,000 people and operates in evesgiBn city. The primary aim of
the research was to measure the current custonigfiaston level regarding services

offered by PAO. Research is conducted to revediomer expectations, which are



crucial for the successful growth of the compartye tudy was conducted to analyze

customer satisfaction concerning banking servigesshinina, 2017)

According to research conducted in Madurai, Custosadisfaction is characterized
as the customer's experience with the bank, itdymts, or services exceeds specified
satisfaction objectives. Without satisfied custosna@ncluding banks, no business can
exist. Plans built using the results of customésftion research can be designed to
target customers and processes which are most leamdbextending profits.
Achieving customer service contributes to loyatiycompanies and repurchasing the

product.

Banks can conduct their work faster and more rliabth the advent of e-delivery
networks. People have to spend less time at thak w the bank. Money withdrawal
by cheques is now becoming an obsolete trend. Gestocan make payments using
ATMs, Debit Card, Credit Card, etc..(G.PALANI, 2011

According to Maheshwari, he compared and researehkdnking services in the
Tiruchirappalli district between nationalized and/ate banks. Nowadays, no country
can choose whether or not to adopt e-banking becaiuthe global and competitive
nature of the economy. Banks have to continualtjatg to stay competitive with new
creative, personalized products and services.sth &ihds out that the quality and
efficiency of service still does not satisfy custamwho enjoy electronic banking.
Both government and banking industry care aboutpireeption and responses of
customers to the development of e-banking servidese needs to be done to create
trust in customers' minds about the benefits anteption of e-banking (Maheswari,
2011).

16 HowtoMeasureCustomer Satisfaction?
This chapter of the thesis uses references toastaeviewed literature to emphasize

concepts and theories that are the most importarithé study.

Satisfaction is a word that summarizes the tastjngs of customers that they hold
about their overall experiences with a company.t@uer satisfaction is an essential

part of every successful business. Thus every coyngives to increase the level of



satisfaction and improve business performance.fatkeis that customer satisfaction
is the concept which can be manageable as well easunable. Hence companies
spend millions of money and time to attract cust@and encourage them to be a

loyalist.

Does the question come to like how companies cawkhat they are succeeding in
satisfying the customers? Like, if a company knawsstomer expectations and
attitudes and can meet the requirements, they ame fiikely to make successful

decisions and increase customer satisfaction. sut, the experience of customers

will be precisely calculated by efficient models.

For organizations in the service sector, a questiva is the most appropriate way to
discover customer expectations. Unlike other imiest for example, in the

manufacturing industry, where there are indexe$ siscthe size of the product, the
service sector has little to do in the way of dyalneasurements. Generally, it
happens in most of the cases that the companyrpesfits service and claim it is fast
delivered though the customer may evaluate it ademate or slow. Hence the use of

the questionnaire is required to find out the valtieustomers.

It is usually a costly affair to measure customatisgaction and also to collect the
data that will help to develop an efficient questiaire. Companies should focus on
understanding customer perceptions and then analyZehus this is one of the

essential investments that companies should make, #tnough payoffs will be seen

only in the long run.

Today, all bank customers use various forms of EvBey platforms to meet their

banking requirements and to perform their bankipgrations quickly.

Nobody has the patience today to wait in long ga€oe his turn to arrive. All the
banking work which was manually performed earliernow carried out using e-
delivery channels. These e-banking platforms, foeeehave a considerable effect on
the way banks work and thus influence the satigfacof clients from their
experience in banking. Today every bank is tryingeffectively provide these e-

delivery channels to increase the satisfactionsofustomers. The level of satisfaction



of our customers from these electronic distributi@tworks must. Therefore, it must
be calculated (A., 2013).

Many factors affect customer satisfaction: helpémd knowledgeable employers,

service quality, competitive pricing and billingagky are to name few.

1.7  FactorsThat Affect Customer Satisfaction

The satisfaction of the customer at human meetiags result of contact with the

company's employees and has a direct impact oralbwensumer satisfaction with

the company's services. In contrast, technologgalsfaction implies customer
satisfaction because of engagement with companyntdogy, which is of great

importance to customers. Therefore, satisfactiometbe interpreted merely as an
aggregate measure of customer experience, but effeah of the various components
of the customer (Datta, 2010).

With the increasing trend in IT in banking, custesprefer to deal with their bank
online, given the rising trend towards technologgttcontributes to quality and
customer satisfaction. Besides, the online banksegtor provides the e-bank
companies and IT managers for cost-effective dacisnaking and applications to
improve the quality of customer care, build custoroenfidence and gain market
share in this growing yet increasingly competitibasiness environment. Thus

customer satisfaction and customer commitment anergted(Cheung, 2008).

18 Evolution of Software Application and Mobile Appsin Banking Sector

After the evolution and introduction of smartphoma@sl mobile applications, which is
going to be executed in the direction of meeting ttemands of today's digital
customer, the banking industry continues to creatd enable new mobile apps.
However, banks and their developers quickly redligeat the traditional tensions
present in all online banking interactions — sdgwi customer friction — is alive

and well in the mobile realm.

Latest mobile banking apps must provide a sponizjecapid and frictionless
banking experience which also protects the secisfiyes of the customers and the

banks from the hackers & present fraudsters. Mobdaking apps have evolved



tremendously in recent years. The first mobile loaglapps had limited functionality,

partially because the technology had not evolvad,robody had a clear read on the
risks associated with mobile. At the beginningled mobile app development period,
the first generation mobile app recognized that @amdd not just extend a customer's

threat profile.

Today the customers are using internet banking rti@e using just checking their
account statements and the time already has pasg&sg that much severe banking
customized task is performed. The new digital bagkconsumer, who grew up
immersed in technology, wanted to do as much af thenking business online as
possible. As digital natives, they were not afreadconduct banking via a mobile
device. This behaviour seemed perfectly normalemjithat they could do just about

everything else on their mobile devices.

The overall online traffic of the banking operatioas around 80% and surpassed the
Over the recent development. The transition pevicsinartphone and internet period
there is constant high use of the customer of sisein-friendly app. which gives rich

experience.

Since the acceptance of such a new way of operhtinging is not sluggish, the bank
also needs to be equipped with necessary changdéstotapacity to respond. The
futuristic directions indicate that the use of mlelisanking is also going to surpass the
desktop frame. The bank will take advantage ofuhigue opportunities of mobility
— mainly around push notification, payment innowai. The innovation is
continued, and in the near future, the customer lvél able to use ATM without a
bank card. Customer will be using mobile OTP (dneetpassword) in banking app

which would replace the bank card.

The mobile app continues to get changed, and thik continue without any
break, here it is interesting to see how bankingtauer adopts with the new
continuous improved app. We can see that Mobileviges vast amounts of
information that can be valuable from a securityl draud point of view. Many
Specialized solutions can equip the bank with altweaf information to uniquely

identify a user. Cybercrime is increasing on a aigbide, and the threat is always



there. At this situation, the bank needs to enslueeprotection of the customer and

must provide the security layers which may be iitesbut must be robust.

Mobile application usage is always on an upwarfedttary. The focus of all will be
to shift to the robust security rather than jusitfand accurate app. Part of this

strategy must include a solution that detects its&sa

Today's mobile users want to transact with speeatl leave zero tolerance for the
friction presented by the traditional security meas. Sometimes, mobile app users
are asked to leave and the app ensures the awgihenofi the customer. That gives

unpleasant experience to the users.

In reality, mobile banking app has given the neviniteon to the banking operation
and its speedy execution without any extra effoftphysical movement and waiting
period. A most important step for the bank is totgct its customer from the cyber
security point of view (Haddad, 2014).

19 ebanking Services

Electronic banking which is also referred to asaeking is a generic term comprising
internet banking, telephone banking, mobile banlgtgy In other words, it is one of
the systematic processes of delivery of bankingviees and products through
electronic channels such as telephone, Internktpleene, automated teller machine
(ATM) etc. In today's scenario, e-banking meansgidihe Internet for various
banking purposes like, organize, examine, and makangesto your bank
accounts and investments electronically. The waitdesses it the dependency of e-
banking is increasing day by day, though the cohaed scope of e-banking is still
evolving. Internet banking is the umbrella concépiough which customer may
perform banking transaction through the use ofltlternet and without physically
going to the branch. There are several terms whrehused for electronic banking,
like phone banking, online banking, internet bagkipersonal computer banking,

these terms can be used interchangeably.

In recent years, the current generation is witmgsshe emersion of the newest

technological explosion. New technologies are faated more result-oriented and



contributing very much into newer banking cultudthough, the changed market
conditions demand banks to a better understanditgrisumer's needs. The success
in Internet banking will be achieved with tailorBdancial products and services that
fulfil customer wants, preferences and quality etpgons which concede that
customer satisfaction is the key to success inrfetebanking. Banks will use
different media to customize products and serviog# customers' specific needs in
the future. It is notified, after the assessmentegperiences of the users that
transaction security, transaction accuracy, usenditiness, and network speed are the
most critical factors for success in Internet bagkiOn this prospect, Internet banking
includes many challenges for human-computer intenrag¢HCI). In this state, there
are at least two significant HCI challenges in in& banking. The first and foremost
challenge is related to the problem of how to iaseethe number of services of
Internet banking and simultaneously guarantee traditgy of service for individual
customers. After offering so many innovative preesi the new challenges are related
to the problem that how to understand customeesisigranslate them into targeted
content and present them in a personalized wahenusable user interface. It was
previously understood that internet banking is ttgyed to cater to the need of HNI.
It is also notified that most of the banking cusewfrelated survey is performed on
HNIs. Thereby it was emphasized recently that ngwan ideal time for HCI
researchers to analyze user satisfaction becaese ith growing interest in how to
attract and increase the number of online custoimeesbusiness and eCommerce. It
was giving more Stress that HCI researchers mustipate in revealing a structure
of user satisfaction and determining how to evauiand conclude how it is related
to the user experience of online customers. The emd fundamental concept of
electronic banking have been defined in many wBjectronic banking is a concept
which creates and offers various distribution cledénThere is a facility of banks
information and services through different termsnigke personal computers, mobile
Internet, digital television etc.

There are two parallel concepts of modern marketingnagement which are
customer satisfaction and service quality whichhgad in hand. Because of intense
close competition, service needs to be an exceleargl which ultimately turns to
provide a pool of satisfied customers. These twacepts are further manifested in

various theory and proven models in the branch afiagement studies. The ultimate
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goal of the companies is to provide quality servigehich ultimately creates

sustainable competitive advantages.

This study is designed to evaluate electronic bagmkmore commonly known as e-
banking as a strategy related methods adopted lbgted commercial private and
public sector banks in Nashik to improve the customatisfaction, which plays a
significant part in the service industry. The faliag are the usual e-banking services
provided by banks - account management; bill paynesw account opening; fund
transfers; investment / brokerage services; loailitig cash management; small
business loan applications, advances; businessdiodss payments; employee
benefits/pension administration etc. In this reg#nd study covers the analytical Part
of the customer perception towards e-banking andtwahne the various constraints

achieving customer satisfaction.

The study is focused on primary four delivery chaarof banking which are named
as manual banking, automated teller machine (ATM}ernet banking, and
telebanking. In order to ensure customer satisfacthe bank must take utmost care

of functioning and performance of these channels.

The Research includes an analysis of customersepion of e-banking services and
the quality of e-banking services (Fozia, 2013).

1.10 History of e-banking

Online Services

In modern times the banking customers do not alwaged to visit a branch to
perform bank transactions. With newly establishatine services, clients can make
payments, withdraw cash or transfer money anytimavaere. The list of services

goes as follows:
1. Banks offer a mobile banking service, which is free charge for the

customers. This service also assists in informadioout card and transactions

on your mobile phone.
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2. Online banking is also called internet banking whatlows users to pay for
their utilities, and also provide information aboww deposits and many

more.

3. There is one more service which is called auto matnmwhich executes
payment of customer bills automatically; it is dezhwith the purpose to pay
the bills.

This online banking facility is helping the custama& user to perform all their

transactions online 24 x 7 with a comfortable aptio sit at home. The survey is
going to guide whether the users of online servaresrecommending the services to
friends. The survey is also going to guide the @umelr satisfaction level with the use
of online services from the 2014 year onwards. ddia will reveal whether the banks

are approaching in the right direction or not.

In 1969, the Nationalization of banks took placehie UK. The reserve bank of India
performed as regulator body of all the banks ofdnth India, the Indian banking has
finally taken up challenges under competitive dymanscenario. The banking sector
is successfully addressing the relevant issueski® dn the multifarious challenges of
globalization. Due to a growing customer base &ed¢quirements, more number of

banks employ IT professionals who are perceivdaktproactive players.

As per the Reserve Bank of India, India's bankiegta is sufficiently capitalized,
well monitored and well-regulated. After the globatonomic slowdown and
recession in 2008, it has been proven that ouramdinancial and economic
conditions in the country are a little bit conseéiwe, protected from global hit and far
superior to any other country in the world. In agee of this, India has potential to
become the fifth largest banking industry in therldidy 2020 and third-largest by
2025 according to KPMG-CII report, India's bankiagd the financial sector is
expanding rapidly. The Indian Banking industry isrently worth Rs.81 trillion (the
US $ 1.31 trillion) and banks are now utilizing flgest technologies like the Internet

and mobile devices to carry out transactions anghngonicate with the masses.
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Credit, market and liquidity risk studies suggdsattindian banks are generally

resilient and have withstood the global downturii.we

The Indian banking industry has recently witnest®zl new rollout of innovative

banking models like payments gateway and smallnfieabanks. The central bank
granted in-principle approval to 11 payment bankd &n small finance banks in FY
2015-16. RBI's new measures may go a long way lpirfigethe restructuring of the

domestic banking industry. In India, private, palidanking network is spreading with
26 public sector banks, 25 private sector banksfod@gn banks, 56 regional rural
banks, 1,589 urban cooperative banks(RBI, 2012).

1.11 Select Public and Private Sector Bank

For the study, Nationalized and private banks fidashik city has been chosen. The
development of this banking network has been inntiagurity stage in Nashik city.
The banking sector in India is addressing the ehgks of globalization successfully.
Nationalization of banks took place in 1969, theblfmu sector banks or the

nationalized banks.

More number of Banks employ IT solutions, and they perceived to be 'futuristic’
and proactive players, capable of meeting the deveequirements of the large

customer base.

1.12 Private Banking Sector

The network of private banking in Nashik is quiteoeg. The market share of private
banks in Nashik is significantly useful in percaygaHistorically, Private banks are
performing excellently; the private sector bankaypd a crucial role in the growth of
joint-stock banking in India. The first half of th2Oth century witnessed the
phenomenal growth of private sector banks. Afterrsttommendation of Narasimhan
Committee during 1991, RBI had issued necessaetjoes in January 1993 for the
establishment of new banks. Due to the result lathake past initiatives, at present,

32 private banks are comprising of 24 old banks.
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1.13 Current Scenario of Private Sector Banks-

The growth rate of private banks is comparativalstér in Nashik city. New private
sector banks are the fastest growing sector inalnBerformance, effectiveness &
efficiency of these banks have increased manifioe¢s. Evaluation of this sector is
not an easy task. After the bank's nationalizafipztess done in the year 1969, the

number of private sector banks increased.

Moreover, due to the presence of the new privattosdanks and foreign banks, the
market has become competitive and also improvedjtadity of services during the
last two decades in India. These banks have estlithemselves in the new and
latest system and standards with good quality ofice and excellent efficiency. In
the year 1993, RBI announced guidelines for thalbdishment of 7 new private sector

banks as per the recommendations of Narasimhan @teeri (1991).

1.14 Public Sector Bank

Another significant contributor in the Indian bamisystem is Public sector bank.
There is a defined composition and guidelines effeny RBI to the public sectors

bank. Public Sector Banks (PSBs) are banks whergdhernment holds a majority

stake (i.e. more than 50%). The shares of thesksbame listed on stock exchanges.
There are a total of 27 PSBs in India that incluBlehationalized banks and 6 State
bank group (SBI + 5 associates). In 2011, IDBI bank in 2014 Bharatiya Mahila

Bank was nationalized with a minimum capital of 3¢ crores.

1.15 Theglobal future of Mobile Banking

In the futuristic dimension, Internet banking wile used to cover remote delivery
channel for various kind of services like accoupeming, funds transfer and so on.
Further, it is a desirable opportunity for banksewehthe key to success is customer
adoption. There is an evolution in the developnadnnternet banking. At the initial
level, the bank was offering internet service fastjwebsite information about their
existing products and service details. Howeveegrlat the advance level, they offer
the facility of accessing accounts, fund transfategrated sales, investment and
insurance. There is an advantage for custometspasvides an opportunity to handle
their banking transactions without visiting banKetes. There are several kinds of

services available on a bank internet forum. Theskide e-tax payment; access the
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account to check balance, online trading of shaoedine remittance of money,

electronic bill payment system, railway reservation

Previous researchers identified three functionetlk of Internet banking which are
information provider, communication abler and temt®nal possible. Level one is
the informational level. There are higher risk levie transaction levels as compared
to that of the other two levels. The second lesghe communicative level. Because
of the high level of communication possible throutje Internet, it allows some
interaction between bank backend system and cussoifiee level of communication
includes email, any kind of enquiry, loan applioatietc. The third level is the

transactional level which allows fund transfer p#lyment etc.

Gradually but factually, mobile devices have givam entirely new dimension of
responding to our life situation, our behaviours #me way we do our business with
banks. Together with the evolution of mobile tedbgy, customers also evolved,

pushing banks to be more consumer-driven.

1.16 Fulfilling customer needs
At the start of the Smartphone era, almost a deeape it was easy to impress
customers by offering some latest features, the ¢éég@rogress was huge, even maybe

it was a small change presented as a new way thdewth convenience.

Over the years, banking customers want to simgiigr life, and this becomes more
practically possible because of new technologic@ipsrt which ultimately leads to
more demands of the users. Forrester predictdtha017, 108 million customers in

the United States alone will be using mobile bagkin

It has distinguished itself from the rest of thduastries just because of the synergies
between banking apps and mobile technology anduisecaf the willingness and
technique of modern mobile users. Reserve bankrtexpdhat millennials’ mobile
banking usage is now close to 70%, compared to dB&6nsumers aged 60 or over.
How we handled our finances changed, banking atsaled to keep up with mobile
trends to survive in a mobile-first customer enmiment by tailoring their businesses

to suit customers' needs and creating mobile apps.
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1.17 Improving customer experience

It was not very long ago when people preferred daanearby bank branches for
banking deposits. However, then bankers directeldagsisted customers in the usage
of telebanking and mobile banking. Banks finallyusged up their websites and
started offering services on the web. However, \thign mobile evolution, opening a
mobile bank app on a Smartphone is a healthy alteato going to a bank branch.
The ability to access information in just a fewcks from our Smartphone changed
how we access our bank accounts. With a mobileibgrdpp, customers can check

their bank balances, transfer funds, or make patsnerust a few seconds.

In a recent survey which is conducted by Nielsehas come out that above 45% of
the global respondents have already switched toilena®vices in the past six
months, and more than 40 percent of the respondeimstted that they paid their
bills through mobile banking.

1.18 Creating new sales and communication channel

These days, customers are changing from passiygeris to hyper-informed ones
who continuously look more frequently at the bagkstats through the mobile app.
The recent development in the current generatiorthef users is that they are
hyperactive in terms of knowledge gaining and cammerary issues. They prefer
mobile phones to know various things. Their depangehas increased very much
regarding banking activity through phone bankingpsapNow banking app has
recognized significant channels—initially, bankiagp-enabled few services like
checking bank balances and transferring funds. Wewehen it was realized that
users are looking for more functions as an investmepening saving accounts,

making mortgage payment etc.

In 2015, Bank of America had reported more thanmil8on active mobile banking

users and its most significant annual earninghelast decade was growth in bill
payments and significant growth in money transférge report also showed a trend
of customers opening new accounts through mobjbs,apith sales increased by 50%
over the previous year. Tracking customer behavio@pps by interpreting collected
data creates a chance for banks to offer produudssarvices that better fit their

customers' needs. Also, sales and marketing teamshave new channels to market
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new services and to up-sell and cross-sale sensoex 70% of customers are
personalization or better service willing to prawitheir banks with more information

if doing so leads to increased

1.19 Reducing operational costs

Two parallel positive things are going on; bankagp is not just providing excellent
experience but also lowering down the operationgleases of the banking by
minimizing the physical structure of the bank. Qitedicted it under the title of the
study "Digital Disruption" that by 2025, 30% of elopees will lose their jobs
because of the introduction of newer technolodm@ernet channel will dominate the
market thoroughly. This would be just opposite aday's scenario where customers
will not go to the physical bank branch. The phgklaranch is opened just for human

touch approach to the customers.

1.20 Mobilebanking experienceredesigned

Mobile banking is redesigning and multiplying wipushing more innovation. The
present generation is witnessing the first lighthefv mobile banking solutions that
are on the verge of changing the entire bankingeapce. Technocrats are working
on changing the banking experience as we knowhiirTmobile solutions include all
the regular services you would expect from a bamkipp, such as tracking expenses
and making mobile payments. However, they are mathe way and raising the bar

for other players on the market by building appd iategrating exciting new features.

With all simple features, one can create a goat; @an track daily expenses with set
limits and also create a sense of monitor on theeeses part. Users can set aside
discrete amounts of money for specific purposes effettively hide money from
them before they spend it. The exciting featursade to spend” which allows users a
unique experience of controlling their spontanespending pattern. The app is
capable of calculating the budget and taking thex tewvards his/ her financial goal.
The app offers many more features like essentisspgphotos, screenshots etc. Best
of all is that bank does not charge for such an @pp ultimate aim is to empower the
users by enabling them to make informed decisieganding their finances.
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1.21 Thenew generations breed: mobile-only banks

There is a new breed of the bank which is goinglarostep of executing mobile
banking adoption, and it has tried grabbing newtwosalso, with the concept named
as a new type of bank: mobile-only. While all sigraint banks provide some form of
mobile banking, with a Smartphone app or a mobitbsite, these new banking

players only offer digital solutions. They do naivie a single physical branch.

Customization facility is attached with Atoms apphigh provides a soothing
experience with high-end users. Opening an acaswiimple, and the process can be
completed in just a few steps. For authorizatiod magistration, users do not have to
enter usernames or passwords or scan a photo k2 she app uses biometric
security.

Currently, the banking apps rely on face and vaieeognition, but soon these
identification features will shift to the fingerptiid and eye scans. Some banks have
implemented fingerprint id feature in their ret#iTM. Once those features are
commonly introduced, users will set up three foohbiometric ID, two of which are

mandatory, and a six-digit pass code to accessdheounts.

Some multinational Banks launched a digital banksegvice and created a mobile
app. The app promises to make everyday bankingtii@uand straightforward for
every financial action, from checking account bakmto making payments. There is
one unique facility; the automated feature colléictancial data to check how a user's
account balance will look at the end of the montthwhe comparison of spending
behaviour. If the account seems to be with smalti§y it automatically sends the alert
to the account holder. Just like that, if the actaeflects with excessive funds, the
app will intimate about the funds and give the aptio allocate to other investment
option.

1.22 Thefuture of mobile banking

The future of mobile banking is going to be the treymead trend of the future. The
mobile banking has begun with revolutionary featusghich include biometric
security, smart, automated savings, data analgsid,much more customized user-

friendly features. So, what can we expect shortith the rise of virtual digital
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assistants, such as Sidortanaand Google Now, and apps being opened up to-third
party developers, mobile banking will become cortghle consumer-centric. As
digital assistant capabilities become smarter entary OS update, users will not even
need to tap on their devices; voice commands Wdlausers to manage their bank

accounts, make payments, and analyze their spending

With all the techno support, innovation &speed,Kean are now required to acquire a
much deeper need of the existing and prospectismmers. Their data is collected to
know about various details like, learning aboutteoeers' saving habits, for analyzing
customers' and their spending behaviours whichwallanks to create complete
profiles of individuals which ultimately leads towerful, intelligent interfaces. This

will result in sophisticated portfolio managemenbls that allow users to obtain
complex risk analyses on long-term investments asgistance when applying for

mortgages or investing in emerging markets, highdybonds, or stock market bonds.

The actual figure shows that oveme-third people across the world use smartphones
and this figure in the next four years will read?a of users. With one in three adults
relying on mobile banking by 2020, customers wilsp banks in one direction if they

want to survive: going mobile.

As per the banking rules and regulations definedRBI under the ministry of
finance, Public Sector Banks (PSBs) are banks wileee government holds a
majority stake (i.e. more than 50%). These limpedblic banks issue their shares for

pubic in the national stock exchange.

1.23 Internet bankingin India

Various developments have taken place in IndiankBgn The IT Company's
network of India is mostly comprised of the sersi¢e the banking sector in long-
form. Among the various developments, technologyihluenced the way customer
interacts with banks. Now a day, banks are offerirafitional channels with
electronic channels like ATM, cards, Internet bagkimobile apps. Differences in
the usage of channels exist between the develapetdrees and developing countries.
The primary evidence has suggested that peopleswaitehing from traditional

channels to electronic channels. For example, tbages of digital banking in
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developed countries is more than 90 percent, aadliffusion of digital channels in
developing countries range from 11 percent to 2&qreg. The data submitted by
Capgemini in his report "World Payments Report 20hds given a significant
structural change which indicated that non-cashstaetions have reached to the
massive figure of 334 billion transactions. Theseihigher propensity of customers
to move towards digital channels. Banks which dgvealigital capabilities are going
to benefit. These days' customers are feelingt greavenience by using digital
technological channels. However, banks will needdpe up with issues of customer

service and frauds, which are associated withalighannels.

It was as good as a revolution which has changedb#mking system definition
completely. Like other parts of the world, Indiawla not remain an exception to the
revolution in electronic banking. Regulators arenfing a specialized organization
intending to focus retail electronic payment praduén the same regards, the most
critical development is the formation and consiniitof the National Payments
Corporation of India. NPCI has played a significamie in the growth of electronic
payments. Here we can assess the development tsctaken place, by tracking the
progress by just comparing the periods before dtet the formation of NPCI in

India.

1.24 Progress of Electronic Bankingin India

The government of India has promoted electronikivay so over the last few years,
electronic banking has picked up with a perfectep&c India, Reserve bank of India
which heads all the national and private bankskathbut the mission of ensuring
each transaction to be safe, efficient, ethicakl @ssessable and comply with
international standards. The vision behind thisoiglevelop the system of cashless
transaction. Regulation is keen to promote innowvatand competition to help
payment system achieve international standardan@thne year mid eighty and early
nineties, RBI took many initiatives to promote tealogy adoption and technology-

based solutions. The need evolved to provide dfsttese alternative system.

The initiation of electronic transfer of funds wstarted in the year 1990, which was
called a retail fund transfer system. This facilitgs ensuring fund transfer between

people to people. In November 2005, a robust systeshlaunched to allow one to
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one fund transfer requirement of individuals andpoocates. Prepaid instruments
allow a transaction for goods and services agdhestvalue stored on the payment
instrument. It may be in the form of smart cardggnetic stripe cards, internet
wallets, mobile accounts, mobile wallets and pamerchers. As per the guidelines
and approval from Reserve Bank of India, selecttkb were only permitted to offer
services after the approval they got from the bamkregulator. Indian Retail
payments pose significant challenges and opportsniReserve Bank of India (RBI)
had established the umbrella organization, Natidgteyfment Corporation of India.
The organization ensures quality check and secuitgck in each step while
implementing electrification of banking aspects.nylaxperts discussed how these
newer technologies are used to solve differentirements. Experts discussed how
There are many new products which are offered endfrea of electronic payment
products; banks need to track the usage of theshipts. There is a big Concern that
has given a differentiation of 'digital divide' ineten the rich and the poor in the

private and public sector banks at the supply side.

1.25 BankingIn Nashik
This is the network of private and public bank&Nashik.
Bank of Maharashtra
Bank of India

State Bank of India
Central Bank of India
Panjab National Bank
Union Bank of India
Canara Bank
Karnataka Bank

Bank of Patiyala
Dena Bank

Vijaya Bank

Bank of Baroda

Indian Overseas Bank
Apna Bank

Girnar Bank

PMC Bank

YV V.V VYV V V V V ¥V V V V V V V V
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Thane Janta Sahkari Bank
Federal Bank

Jay Kalyan Bank
Sarswat Co.Opr. Bank
ICICI Bank

HDFC Bank

AXIS Bank

IDBI Bank

Tata Capital Fin Ltd.
Merchant Bank

HSBC

NDCC

vV V V V V V V V V V V VY

1.26 About Nashik

Nashik is one of the most important cities of NerthMaharashtra. Nashik is th8 4

largest city of Maharashtra state after Mumbai PNagpur. It is situated around 200
km from Mumbai (Bombay) as well as Pune. Over teary, the city has become the
centre of attraction due to Nashik has producetuamprominent personalities due to
its mythological, historical, social and culturahportance. One of the holy river
Godavari flows through the city. There are sevéaiples and Ghats which makes

Nashik a holy place in the world.

More about the city

The research study is majorly focused on Nashi ditashik falls in a significant
geographic area. Although the average rainfallhis tegion is approximately 2600
and 3000 mm, there is a wide variation in the &ineceived at various blocks. Most
of the rainfall is recorded in this region betwekme & September. According to
Indian Meteorological Department (IMD) which givesport on weather forecast, the
climate of Nashik is generally compared with thBangalore and Pune because of
its pleasant nature. According to IMD in recentrgeid has been observed that the

temperature is rising and rainfall is low due tdustrialization in Nashik.

In Nashik district, Bajra is one of the essenti@ps. There are although some other

crops like wheat, paddy and other cereals whichgaogn in various parts of the
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district. There are guaranteed cash productiveschige Vegetables and Onions for
the last 30 years. Because of the variety of véigedaand it's supply to Mumbai
region, the District is known as a backup of Mumb&Vith the growing
industrialization, sugar cane factory has beerbésted which promote business and
economic development in the region. Economic dguraeknt in rural areas took place
only after the establishment of sugar factoriesc&ithe last 20 years, agriculture
business has been dominated as the largest fanmebssn Nashik. Some advanced
farmers grow flowers in greenhouses. This type evetbpment indicates better
conditions for farmers in the Nashik region. Theywd taken on new machinery. By
using these modern machinery; farmers are now tabtiltivate farms effectively.
When it comes to a climatic condition which is ddesed to be a major factor for
industrial growth in any region, it is found suikalfor allied traditional business
activities such as Dairy, Poultry, Sheep & Goatinga The dairy business has been
identified as Key business activity under S.G.SiryY.almost all the blocks. The
district has unlimited potential for dairy activityAllied activities also have an
excellent scope, as the massive market of Mumbmpais Nashik Market.

1.27 Nashik Industrialization

Nashik is one of the fastest developing citiesndid. Nashik Industrialization also
has a great history. Since the last ten yearssindildevelopment has grown up with
high growth rate, particularly after the declarataf a five-star mega industrial estate
on 2700-hectare land in Sinner block which has lweenof the ambitious projects in
the region. In Nashik industrial infrastructurewgetthere are 180 plus medium and
large industrial units. These units are currenthpkying 75,834 people. There are
many reputed and large companies like Mahindra &iN@ra, Gabriel India, MICO,
Siemens, Crompton Greaves, Kirloskar, Raymond ,stietlal, Brook Bond, Sona
Koya. There is a prestigious project IDEM of Mahim& Mahindra established in
Nashik. In addition to these industries, Nashik iBeal Conventional level
institutions like Dr Babasaheb Ambedkar InstitufeRairal Technology & Training

run by KVIC and Indian Institute of Numismatic Sikesl & Research Trimbakeshwar.

A software Technology Park (STP) is establishedNashik, which is run on a co-
operative basis. Nashik city also has one cottdhwiich is run on a co-operative

basis.
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1.28 Nashik District also hasfollowing renowned institutions

These are some of the renowned institutions in iKasiich have national-level

importance.

Thermal Power Station

Maharashtra Engineering Research Institute (MERI)

Maharashtra State Health University

Yashwantrao Chavan Maharashtra open university (0TI

Maharashtra Police Academy (MPA)

India Security Press (ISP)

Currency Note Press (CNP)

HAL (Hindustan Aeronautics Limited) Fighter PlafIG) Production Unit
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CHAPTER 2
RESEARCH METHODOLOGY

2.1 Introduction

Research is the way of producing information abthé real world. Scientific
Research is a systematic, controlled empirical aritical investigation of proper
Research which is a structured inquiry that utdiaeceptable scientific methodology
to solve problems and create new knowledge whicbeiserally applicable to the
presumed relationships about various phenomenauddyg research methodology
principles and technique systematically, one cdwestie research problem with high
accuracy. The success of the investigation depepds the right selection and use of

tools and techniques used in the process.

A reasonable strategy causes the analyst to igadstithe different models of the
examination and measure them in order to fulfiléikploration goals. In this Part, the
specialist clarifies the techniques and methodsracelol to ponder an examination
issue regarding test plan, information accumulateor information investigation and

information introduction.

2.2 Research Methodology

It is proposed to deal with,

)] Material requisite for research work.

i) To treat the methods of data collection.

iii) Carve out the sample size and select the sampte amrequired for the study.

iv) To explore the whole gamut of secondary data.

The research was based on the quantitative methgidg uthe quantitative
guestionnaire. This type of research aims at gptinswers to standardized items
which will help find an explanation or develop picttbns that will be true for other
persons. The main idea is to develop generalizatibrat can answer the main
guestion or contribute to the theory. QuantitaiResearch begins with a hypothesis
or an issue proclamation and includes a quant#ainformation examination. It

expects to lessen to clear factors, circumstanceésesults considering, utilization of
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estimations, examination and trial of speculations.

2.3 Statement of Problem

It has been explored through a thorough investigathat when and individual
manages his/her own account through e-banking cevifor their financial
transactions they face issues, which impact theyalty towards the bank as a
customers particularly for Nashik city in our resgastudy case. Hence its of prime
importance to explore how easily they can use tlebamking services as well as how
they can be loyal to bank.

2.4 Sample size
Sample Size 463
This means 463 or more measurements / surveyseaded to have a confidence of

99% that the real value is with#6% of the measured / surveyed value

Confidence Level:'2)| 99% v
Margin of Error:(? 6%
Population Proportion: () | 50%)|Use 50% if not sure
Population Size: | 1561809 | Leave blank if unlimited population size.

The sample size was calculated using above metlhazhwas return 463 sample size
in actual the researcher has reached to 550 sarspfgndents in actual. The

researcher has distributed the paper based quesatierto the sample respondents in
order to conduct the required survey. During theddfiresearch, respondents have
reverted properly and filled the questionnaire.

Their gender was not essential, but the age was tdiiget sample population was in

the age group of 18 to 75. The researcher askedeipwndents whether they had a
traditional way of using banking services or thehteological way.
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2.5  Geographical Coverage During The Research

The research scope in terms of the geographicatorgr has been limited to the
Nashik city only. Since the concentration of thaeksais more in city area as compare
to other locations considering the rural part.

2.6 Random Sampling

Arbitrary SAMPLING was utilized amid the examinatidrregular SAMPLING is a
piece of the testing system in which each exampke dn equivalent likelihood of
being picked. A sample is basically chosen to betunbiased representation of the
total population. For a few reasons, the examplesdwt speak to the populace; the

variety is known as an examining mistake.

Reason to use Random Sampling

It is one of a few strategies, analysts and spstsalise to remove a sample from a
bigger populace; different techniques incorporatetied irregular testing and
likelihood inspecting. The benefit of a basic iumkg example incorporate is its

usability and its exact portrayal of the bigger plage.

Table No 2.1 Number of Respondents Selected Undeaikfous Occupation Heads
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o ) = n =] e E

= i < ) () Q )
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a N o 5

o 2 Z o}

o @ =

Numbers 122 330| 46 50 2 550

There were reasons for selecting these occupatioedus:
1. It covers the sample population in its entiretg.(student/ working/ business/

home based (housewife etc..) and freelancers)
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2. It gives us the idea for each occupation heads thew perceive the customer

satisfaction and loyalty.

3. The sample respondents should be in the age gifdlg 6 years.

Data collection has been done through primary andexondary data sources, like:

) Publication-Online & offline Research Publications
° Research articles

° Banking portal

° Consumer related portal

° Face to Face encounters

° Questionnaire and schedules

° Observation techniques

2.7 Scope & Limitation
The scope of the study in terms of location cowelly Nashik City.

Relevance, Justification & likely benefit

This study will be useful to give the proper ingighto customer satisfaction and its
related strategies and policies, which are thetjpes by the maximum number of
private financial institutions. The analysis in tResearch will also address the
ground difficulties of the private and public firaal institutions, which will examine

the present e saving money situation in the redimt.only e- saving but also for the
overall quality improvement and sustainable develept of the banking system.
After the completion of the Research, it is possitd anticipate the specific and
general benefits which may be achieved in the fofnsuggestion to improve the

system.
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2.8  Aims/ Objectives

The following are the specific objectives of thesBarch

1. To discover the consumer loyalty concerning edéht e-keeping money
administrations given by Public and private divislzanks

2. To examine the present e-saving money situatidmdia.

3. To ponder the degree of mindfulness and tHeation of e-keeping money

benefits in the investigation territory.

2.9 Research Problem:
The present examination is to give top to bottontadan e-saving money
administrations offered by open and private segrbanks. This will empower us to

comprehend the significance of e-keeping moneynidian culture and banks.

2.10 Hypothesis

Some of the Hypotheses that will be tested inghigly are as follows:

1. To study the influence of demographic variab(esx, age, occupation,
income, educational qualifications and types ofoaot) towards customer
satisfaction with e-banking practices in the puldector and private sector

banks.

2. Accessibility, Convenience, Privacy, SecuriDgsign, Content, Speed, and

fees have a positive relationship with customesteaition.

3. The satisfaction level of public and privatetse bank customers with e-
banking services provided by the bank.

2.11 Research Methodology:

This segment clarifies the examination strategeshniques and scientific edge work
of the present investigation. The exploration sgas have been intended to fit the
primary goals of the examinatioBince there is not much research work done in the

direction of e-banking and its effect on the custorsatisfaction in various types of
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the bank especially in Nashik city which is onelwd fastest-growing city in the state

as per the latest census data.

It is decided to select few nationalized banksyd@ sector banks, some co-operative

banks, so that a comparative analysis can be akaert

Sources of Data
The study is based on primary as well as secorntizey

a) Collecting Primary Data

Essential information was gathered through theti@as of the clients through polls
which were uniquely arranged for this investigatiofhe polls had questions
concerning the general and financial attributeshefrespondents, for example, age,
religion, instructive capability, and so forth aadout their experience of e-keeping
money administrations. A researcher has done thet ptudy by selecting ten
respondents who use e-banking services of the liaded on their responses, some

of the questionnaires were modified and then thdifieal questionnaire

An example size of 550 respondents was taken bedtissnot conceivable to cover
the entire universe comprising of a considerablenimer of clients. Essential
information likewise included data gathered by adividual meeting with Bank

chiefs.

b) Collecting Secondary Data
The specialist gathered the auxiliary data as boaltiles distributed in magazines,
diaries, daily paper, reports, sites, and brochurasdouts of the banks, clippings and

so forth.

2.12 Statistical Techniques

The master assembled the assistant information bibkeks, articles circulated in
magazines, journals, daily paper, reports, andirgggins, pamphlets of the banks,
clippings two-way tables and by using statistieahniques like chi-square test. The

simple table was constructed for analyzing the gerieformation of the sample. In
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the analysis, two-way tables were planned to caosto do comparative analysis and

to know the relation of the two factors.

The information gathered from the essential andoopt sources was figured and
displayed in reasonable measurable tables. A simie investigated and translated
to reach appropriate surmisings and determinatisisatghtforward factual devices
like rates, standard and development files, andoso Outlines and graphical
portrayals were utilized to feature some criticatterns.

2.13 Research Design
The examination configuration utilized for this @stigation is of an expressive kind.
Graphic Research contemplates are those examirsatiich are concerned with

describing the characteristics of a particularvidlial or a group.

Activity Framework

Desk Research-Validity refers to a situation when evidence @®vhat the findings
were reasonable. Research is not considered vahe researcher misinterpreted the
answers of the respondents or if the respondentsndi understand the questions
clearly. Before administering to the responderis,gilot study was carried out on the
sample. After the necessary editing, these quewsdiogs were canvassed to the
respondents. Field research was carried out fond8ths to get the proper data from

the respondents.

Filed Research-
Primary data was collected in the form of a questare, and the response of the

target group was received in a time span of 6 nwnth
Data Analysis and Interpretation —

Tabulation of the data, data entry in SPSS 17ingestf hypothesis through tests took

12 months.
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Thesis writing, summary writing and submission-

Introduction, Conceptual framework are added witbvpus studies and the data.
Then discussion and conclusions chapters were addée thesis after data analysis
and interpretation. Based on which summary wasgregh

Pilot Study —

Various interactions were carried out, and unwarnfeelstions were deleted in order
to get the reliability range. A pilot study was docted, which was restricted to
Nashik and chosen through purposive sampling. @nhtasis of the results, few

guestions were modified and redefined.

Questionnaire Design-

The questionnaire was designed in such a way tevexrs would reflect the ideas
and thought process of the respondents with regardfie perception about the
guality of the services, convenience level, motoral factors and retention policies.
For the effectiveness of the questionnaire, mtgiioice questions and Likert scale
type was applied. The reason for this applicatias wo get the measurable output

from the questions.

2.14 Limitations of the study:
° This exploration study was time-bound, and becaifighis lone, a couple of

parts of the issue were taken up for consideration.

) This research study was taken in a limited areg @re¢. Nashik City), and

findings may vary if the area of study is changed.

) Some interviewees were partial in their responsed, aas such, their

interpretation and conclusion can differ to a dartiegree.
° A portion of the conclusions additionally relies optional information. To

the degree this information was reliable, the casion would be considered
as substantial.
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2.15 Reliability and validity
Legitimacy alludes to circumstances when confirrmdestrates that the discoveries
were sensible. The examination is not viewed asinegfe if the specialist misjudged
the appropriate responses of the respondentsloe iespondents did not comprehend
the inquiries. The respondents can also be infle@rxy factors out of researcher's
control, such as technical factors, time and mdde results of this survey could be
influenced by the situation the respondents wetgeyTcould have felt tired to
precisely fill the overview. Also, it was led in gish dialect, which is not their native
language. Be that as it may, vital advances wdentéo stay away from vulnerability
and make clearness:
1. Nothing was changed in a questionnaire during ihe tanswers were
collected or later;

2. Special instructions were sent to respondentsdeige additional guidance;
3. Questions were based on theories discussed inopie\dhapters to ensure
validity.

For example, respondents were informed about the @f the questionnaire and all
guestions raised by them were answered in a pro@tgersation via social network.
Amid the plan procedure, it was chosen to keeprteiries straightforward and stay
away from open inquiries with the goal that thepmwlents would effectively

comprehend the inquiries. Secrecy was guarantedd thwe goal that respondents
would feel good while filling the questionnaire.

2.16 Questionnaire Is Used

A questionnaire is one of the essential researstiuments which is widely used in
the Research, which consist of a series of questibime intention behind the series of
guestions is to gather the information, although dhestionnaire was often used for

the use of statistical data and analysis.

Polls have preferences over some different kindswafies in that they are shoddy, do
not require as much exertion from the examinereabal or telephone surveys, and

often have standardized answers that make it sitopb@mpile data. However, such
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standardized answers may frustrate users. The Wkewite strongly restricts polls
that respondent must have the capacity to perweséntjuiries and react to them. In
this manner, for some statistic bunches directingg\aew by survey may not be

concrete.

2.17 The usage of SPSS
The full form of SPSS is a statistical packagetfa social sciences. SPSS is one of
the popular software, generally used in the heeadtte sciences and management

research domain. During its use, it reflects thenary market.

SPSS is popularly used by the researchers in thiaitidlike health care, data miners,
survey companies, education researchers, markeinggnization, and political
statistic. The first SPSS manual has been depmtedne of "human science's most
compelling books" for enabling familiar scientigts do their factual examination.
Notwithstanding factual investigation, informatiadministration (case choice, record
reshaping, and making inferred information) andoinfation documentation are

highlights of the base programming.
Statistics included in the base software:
o Descriptive statistics: Cross tabulation, FrequesiciDescriptives, Explore,

Descriptive Ratio Statistics

o Bivariate,statistics: Means, Ttest, ANOVA, Corredatti(bivariate,partial,distan

ces), Nonparametric tests, Bayesian

. Prediction for numerical outcomes: Linear regrassio

. Prediction for identifying groups: Factor analysikister analysis (two-

step, K-means, hierarchical), Discriminant

. Geospatial analysis, simulation

SPSS, which remains for a measurable bundle fosdloelogies, is an application

that can help in quantitative information takingecaf.
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CHAPTER 3
REVIEW OF THE LITERATURE

3.1 Introduction

A literature review was done to explore the reléweadisting knowledge in the field of
Customer Satisfaction Related to e-banking SenviceSelected Public and Private
Sector Banks, the role of importance for custonfeesiback in e-banking Service's
initiatives in banking sector & its services. Tinas an exploratory study conducted
in the context of Nashik city. A careful literatusearch was done to ensure that no
such published work is available about addresdiegnbarketing issues in business
schools of Nashik city. This study, as previouslgmioned, was performed to
determine the strategies and plans adopted by Hankéeir survival and growth.
This study will certainly help the existing and opming banking institutions in
making more focused marketing efforts to gain tleximum level of satisfaction of

the stakeholders and get better banking brandsustomer selection.

. Various studies conducted by the researchers, ctie@siappointed from time
to time and the significant findings of these comtesis are referred to the
studies which are related to the issue of commiezatson of education. The
literature reviewed can be broadly classified deve
1) Studies which are related to the issue of custemsatisfaction&

expectation level in service industries
2) Studies which relate with the introduction of e-kiag services and its
impact

. Nithin and Sharmila (2016)
. Nikita Gajjar (2016)

. Vijay and Shiva (2016)

. Manpreet Kaur (2017)

. Lokesh Uke (2017)
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3.2  Studies which are Related to the Issues of Customer Satisfaction &
Expectation Level in Service Industries
Hartl (2006) insists that the behaviour of consisriernot predictable because their
preferences are growing more sophisticated anckrdiftiated. Their demand for
sensory, health, process and convenience qudiifies become more heterogeneous.
Individuals differ from each other and even pereeithe same thing differently
(Smith, 2009). Many organizations have started adgghe strategy for opening the
avenues for consumers to lodge their complainis.believed that knowing the types
of complaints will help companies to have in-dejttowledge about customers'
satisfaction, thus indirectly knowing the quality services or products offered
(Fornell, 2007). As indicated by Best and Andreasen Day and Hupperts cited in
Lerman (2006:92), not all customers see it as pruttelodge complaints. They will
either cease to deal with the organizations or icoat the relationship with the
organizations though they continue to suffer. Adawg to Assael (1995), customers'
perceptions have triggered for consumer packagedsggoompanies to clarify about
the selling of a product in the market. Kim (2002jmate that customers opt for
specific products or particular brands. Products ba used to exhibit customers'
personality, social status, affiliation, or fulfiheir internal or inner psychological
needs. There are myriad factors that influence woess' behaviour, but the most
important ones will be discussed. Wilson (1992) tlassified these factors into four

categories such as; cultural, social, personalpagdhological

3.21 Cultural Factors

Culture has a significant impact on a person's wopgion behaviour. The cultural
factors are divided into two parts; sub-culture aadial class, (Engel 1993 and Kotler
1999). Engel (1993) and Solomon (1999) indicated tulture means the values,
ideas and symbols that enable people to communicatierpret and evaluate as
members of society. According to Kotler (1999),tate influences a person's desires
and behaviour since they start learning about fteyl believe that in societies,
children start learning from the various instituiso values, perceptions, needs and
behaviour. Thus, culture has subcultures or groopgpeople like nationalities,
religions, racial groups and geographical regiongh walues which hold them
together. These subcultures are the primary toolshaping consumer’s behaviour.
This has been eluded by Imrie (2002). Corroborathig, Wilson (1992) with the
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view that variations in ethnic taste, cultural prehces, taboos, attitudes and

lifestyles arise out of sub-cultures.

Assael (1995) accentuates that the social clasiseiglivision among people in the
society. Kotler (1999) also opines that the socialks is the division in society
whereby members are attached to similar valuesyasts and behaviours. Wilson
(1992) and Solomon (1999) submit that the factoiciwidetermines the social class
includes power, prestige, occupation, income, etitntafamily background and

wealth. In addition to these members of a particslacial class have been more
similar than others. Assael (1995) indicates tihat $ocial class which belongs to
influence their consumption behaviour indirectlyowver, Kotler (1999) has a
dissenting view. He believes that social classéhdsect influence on the purchasing
behaviour of people. The perceptions, needs andsveard the entire behaviour may

differ from one social class to another.

3.22 Social Factors

Reference groups, family and its role and statusstitnite the social factors, which

influence the consumers’ buying behaviour (Wilsb892). Reference groups which
according to Kotler cited by Wilson (1992:105) &énese groups that have a direct
and indirect influence on the behaviour of theimmbers. These groups include four
types; principal, secondary, aspirational and disgwe (Wilson 1992), membership

groups. Primary membership groups are those membbosinteract with each other

and are of the informal types. These include familgighbours, colleagues and
friends. Secondary groups are the formal members eften interact less. Among

them are trade unions, religious groups and prafeak associations. Expectations
are those who wish to unite as a group, while disswe groups reject their values

and behaviour.

The most significant group that gives much pressaorthe individual, according to
(Kotler 1999) is the family. They say that there &vo types of families; family of
orientation and family of procreation. The familfyasientation comprises the buyer’s
parents which preach them about religion, politeepnomics, and sense of personal
ambition, self-worth and love. The family of proaten is made up of the

consumer’s spouse and children. Kotler (1999) cuigehat the family of procreation
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influences everyday behaviour. Couples withoutdrkih or those who have small
families may spend luxuriously, for instance, onteelainment. The pattern of
expenditure changes as the size of the family lseginincrease, the children grow
older, or the couples start to ageing. Someone feomealthy family may spend

lavishly as compared to his colleague, who is a poe.

Assael (1995) points out that, apart from the fhett family members influence
themselves for their buying decisions, & they alsdertake collective decisions. The
father and mother usually take most of the purcigaslecisions. However, with
constant changes in society, children are alsaenited by family consumption
decisions. Apart from this, parents also teachrtihildren to make choices for
consumption. A family’s collective decisions emanahen the risk is involved in the
purchasing is high. Therefore, all members decaeetluce the risk to the barest
minimum or take risky decisions since all will bébe consequences. Other factors
for making a collective decision are those eitlveinen the decisions are of utmost
importance, or when there is much time at thejpaksil.

The role which individuals play as well as theiatas in society influences their
purchasing behaviour. According to Kotler (1999les are the activities of
individuals who are expected to bring out a stadtiached to it by society. The
intimate further that the position of an individuatcupies be it in the family,

organization and society goes with roles and status

3.2.3 Personal Factors

To a large extent, an individual decision for pasihg is influenced by the
characteristics he possesses. These characteristiigle his age and lifestyle,
occupation, economic status, life cycle and perdggnand self-concept, (Kotler
1999). Kotler (1999) submits that ageing correlatgl a person’s buying habits. For
example, as a person grows old, demand for foamthialg, furniture and leisure
changes. In the same way, a person's purchasirayibels dictated by the life cycle
of the family. For example, the purchasing behawbra spinster differs from a

married woman with family.

Economic status, like the income of a person, detexs his purchasing behaviour
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Engel (1993). A person who earns more is likelyetmd a luxurious life and vice a
versa. For example, blue-collared workers are yikel buy more clothes while the
white-collared workers purchase more suits and(d@gler 1999). In the same vein,
personality and lifestyle have an impact on oneasstmption behaviour. Kotler
(1999) states that lifestyle is the way a perseesli This is exhibited in his activities,
interests and opinions. To them, personality isuhigue psychological characteristic
which is responsive to someone’s environment. Palgy takes the form of features
such as autonomy, domination, sociality, autononmty defence. Both personality and

lifestyle influence a person’s decision-making.

3.2.4 Psychological Factors

These factors include motivation, perception, lesgn beliefs and attitudes.
Motivation is the force that carries a person tarsk for satisfaction (Kotler, 1999).
Wilson (1992) distinguished between two types addsethat carry a person to crave
for satisfaction. Biogenic needs are physiologisaich as hunger, thirst and
discomfort. Psychogenic needs are psychologicaiglwimclude recognition, esteem
and belonging. Perception, according to Wilson 9% how a motivated person
sees in a given situation and how he behaves. K@®99) on the other hand thinks it
is the process through which people select, (Secittention) organize (selective
distortion) and interpret (selective retention)ommhation to a meaningful picture
about the universe. According to them, becausénede three perceptual processes,
individuals can see the same object in differengswv&elective attention is where the
individuals shift numerous information which comasross their way. Selective
distortion is whereby people interpret or distoformation to fit into what they have
already conceived. That means, they will acceptrmétion that confirms to what
they have preconceived. Selective retention is wpeaple remember or retain

information that is by their beliefs, attitudes|ues and interests.

Learnings are the changes in an individual’'s behavas a result of an experience
(Schewe and Hiam, 1998). Wilson (1992) has the vibat when the learning
experience is positive, then there may be a reggatechase and vice versa. On the
other hand, a person is likely to extend the negatarning experience for other
products of the same manufacturer and even to dboety of origin. Beliefs and

attitudes also affect the buying behaviour of peoldbtler (1999) indicates that belief
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is the notion that someone has. The belief mayased on real knowledge, opinion
and faith. Attitude, on the other hand, is the eatabn, feelings and tendencies of a

person regarding something.

3.25 Situational

Scheweand Hiam (1998) and Engel (1993) intimaté tdomsumers” behaviour is
corresponding to the situation. A person’s behavd®apends on the conditions of the
surroundings & atmosphere a person finds himse{Swmlomon 1999). Engel (1993)
asserts that situations are one of the most pewasifluences on consumers’
behaviour because behaviour always happens witbmessituational context.

Situational factors are grouped into four categorie

The communication system also influences the psingahabit of consumers. Two
types of communication systems are available, patsand non-personal. The
conversation between the consumer and salespepther consumers is personal
communication. Non-personal communication concenmgentives such as
advertising, consumer programs and publicationsthBseituations encourage

consumers to choose to buy.

In addition to this, purchase/usage circumstandtectathe behaviour of buyers

(Assael 1995). Purchase/usage area is the placeswhe goods are obtained or
where the transaction takes place. These are tygqgah properties of the place (such
as layout, lights and painting) and the locatiohshe place in general and flow of
information which is mainly on data of products s®rvices, for example (prices,
products types and products attributes) and mulgsael 1995). Generally, a
conducive purchasing environment entices the coastionmake purchases and vice
versa. Time influences one’s consumption habit. s€hare the resources of the
individual that he apportions to his activities.eTindividual's priorities determine the
time style (Solomon, 1999). Seasons or occasi@tsstow time (Assael, 1995). For
example, on occasions like Christmas and Eaststomers travel or buy more. Also,
they buy different types of products depending ba season. Wilson (2000) has
explained the consumer purchasing behaviour withadrix, and this is shown in

figure 2.1. He stresses that buying behaviour @prbfessional. When purchasing is

done regularly, it is known as professional. Thitiggt are bought regularly include
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(groceries, petrol &lunch). Exceptional buying cmvesuch things as (schooling,
accommodation and medication) while leisurely bgyientails causal browsing,
impulse buying and therapeutic shopping. The wrtiewever, points out that it is not
easy to distinguish between these types of buyet@biour because there is no clear

borderline.

3.3  Conceptsof Customer Satisfaction

Both customers and banks give much importance ® dhtisfaction of their
customers. Innovative efforts are being taken hykbao offer high-quality products
and services to their customers. Customers alsa twanbest value for their money
and are sparing no effort in selecting the besdgets and services, (Strategic
Direction, 2007). Once the customers are satisied have a positive image or
intentions about a particular organization, it wdke some time for competitors to
snatch or convince them to switch over to them.diienderived by companies from
customer’s satisfaction includes loyalty, repurahg$o increase sales or profit, speak
convincingly about the products or services to pbase, (He and Song, 2009 and Sit
2009). As pointed out by Assael (1995), the ecoronability of the firm lies in the
hands of consumers. According to Solomom (199%yethare various types of
customers or consumers. They may be individualspugg, organizations,
communities or nations. The banking industry, bke other industry, has intensified
its efforts to satisfy consumers through the pirioviof quality services. This severe

form of competition is intense, and all banks seekeep old and new customers.

Quality, satisfaction and values are the concelpés teatured prominently in the
customer satisfaction literature. Explaining thesacepts will be very useful. This
chapter looks at the literature review. Primarityreviews the literature on consumer
behaviour, concepts of customer satisfaction, tBR\BQUAL and the SERVPERF
models and the empirical studies in the bankingoseasing SERVQUAL and
SERFPERF.

Consumer Behavior Hartl (2006) states that the vaehaof consumers is not
predictable since their preferences are gettingensophisticated and differentiated.
Their demand for sensory, health, process and coevee qualities have become

more heterogeneous. Individuals differ from onetl@oand even perceive the same
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thing differently (Smith, 2009). Many organizatiolasely have adopted a strategy of
opening avenues for consumers to lodge their canipldt is believed that knowing
the types of complaints will give a helping hand dompanies to have in-depth
knowledge about customers’ satisfaction, thus euddly knowing the quality of
services or products offered, (Fornell, 2007). Adicated by Best and Andreasen,
and Day and Hupperts cited in Lerman (2006:92), albtustomers will see it as
prudent to lodge complaints. They will either stbgaling with the organizations or
will continue the relationship with the organizai$othough they face suffering.
According to Assael (1995), consumers’ perceptidrave triggered consumer
packaged goods companies to specify goods in thkemaim (2002) intimates that
products can be used to exhibit consumers' pelisgrsbcial status, affiliation, or to

fulfil their internal or inner psychological needs.

There isa myriad of factors that influence’s conetsh behaviour but the most
important ones will be discussed. Wilson (1992) tiassified these factors into four;

cultural, social, personal and psychological.

3.3.1 Cultural Factors

Culture has a significant impact on a person’s gorngion behaviour. The cultural
factors are divided into two; sub-culture and sloclass, (Engel 1993 and Kotler
1999). Engel (1993) and Solomon (1999) indicates tlture has the values, ideas
and symbols that enable people to communicatepirgieand evaluate as members of
society. According to Kotler (1999), culture infhmes a person’s desires and
behaviour since it is being taught. They believat tim societies in which children
nurture, they learn from the various institutionalues, perceptions, wants and
behaviours. Thus, culture has subcultures or grafppeople like nationalities,
religions, racial groups and geographical regiongh walues which hold them
together. These subcultures are the primary td@piag consumer’s behaviour. This
has been alluded to by Imrie (2002). Corroboratimg, Wilson (1992) is of the view
that variations in ethnic taste, cultural prefeedaboos, attitudes and lifestyles arise

out of sub-cultures.

Assael (1995) accentuates that social class iglith&on amongst people in society.

Kotler (1999) also suggests that social class isrelity members are bonded with
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similar values, interests and behaviours. Wilsad®92) and Solomon (1999) submit
the factors that determine the social class theludes power, prestige, occupation,
income, education, family background and wealthadidition to this, members of a
particular social class are more similar than athé&ssael (1995) indicates that the
social class influences his consumption behaviodirectly. However, Kotler (1999)
has a dissenting view. They believe that sociatsclaas a direct influence on the
purchasing behaviour of people. The perceptionsdseand desires and the entire
behaviour may differ from one social class to aanth

3.3.2 Social Factors

The role of reference groups, family and status)stitute the social factors that
influence consumers’ buying behaviour (Wilson, 19%2eference groups, according
to Kotler cited by Wilson (1992:105) are the groupat have a direct and indirect
influence on the behaviour of their members. Ttggseps are of four types; primary
membership groups, secondary membership groupsjratep groups and
dissociative groups (Wilson 1992). Primary membigrgiioups are the ones whose
members interact and are of the informal types.s&€haclude families, neighbors,
colleagues Among them are trade unions, religiousums and professional
associations. Aspiring groups are those that wambine together as a group, while
dissociative groups reject their values and conduct

The most significant group that stresses much presm the individual, according to
(Kotler 1999) is the family. They note that there &wvo types of families; family of
orientation and family of procreation. The familfyasientation comprises the buyer’s
parents who train them about religion, politicspeamics, and sense of personal
ambition, self-worth and love. The family of proaten is made up of the
consumer’'s spouse and children. Kotler (1999) cuied that the family of
procreation influences everyday behaviour. Couplgh no children or those who
have small families may spend luxuriously, for amte, on entertainment. The
pattern of expenditure changes as the size of d@halyff begins to increase, the
children become older, or the couples start agehagneone from a wealthy family
may spend lavishly as compared to his colleagum feopoor background. Assael
(1995) points out that apart from the fact thatifmmembers influence themselves in

buying decisions, they also undertake collectivagiens.
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The parents usually make most of the purchasingsides. However, with a
constantly changing society, children also inflieedamily consumption decisions.
Apart from this, parents also teach their childtermake consumption choices. A
family’s collective decisions emanate when the tiskolved in the purchasing is
high. Therefore, all members decide to at leasteedhe risk to the barest minimum
or take risky decisions since all will bear the sequences. Other factors for making
a collective decision are when the decisions angmbst importance and when there
is much time at their disposal. Roles, individuplay, as well as their status in
society, influence their purchasing behaviour. Adatg to Kotler (1999), roles are
the activities of individuals who are expected ® darried out while status is the
general esteem attached to it by society. The atgnfurther that the position an
individual occupies be it in the family, organizatiand society goes, with roles and

status.

3.3.3 Personal Factors

To a large extent, an individual decision to buinftuenced by the characteristics he
possesses. These characteristics include his abéfestyle, occupation, economic
status, lifestyle and personality and self-conc@fttler 1999). Kotler (1999) submits
that ageing correlates with a person’s buying behevFor example, the demand for
food, clothes, and furniture, recreation changea person grows older. In the same
vein, the buying behaviour of a person is deterchibg the family’s lifestyle. For
instance, the buying behaviour of spinster is déffi from a married woman with a
family. Economic condition like the income of a p@n determines his purchasing
behaviour Engel (1993). A person who earns mol&kédy to lead a luxurious life
and vice versa. For example, blue-collared workees likely to buy more clothes
compared to white-collared workers, who purchaseersaits and ties, (Kotler 1999).
In the same way, personality and lifestyle haveimpact on one’s consumption
behaviour. Kotler (1999) notes that lifestyle is thay a person lives. This exhibits in
his activities, interests and opinions. To thenrspeality is a unique psychological
characteristic that is responsive to someone’srenrient. Personality is seen in
terms of features like self-adaptation, dominamsoejability, autonomy and defence

— the influence of personality and lifestyle on ideamn-making.
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3.34 Psychological Factors

These factors include motivation, perception, lesyn beliefs and attitudes.
Motivation is the force that drags a person to cedor satisfaction (Kotler, 1999).
Wilson (1992) distinguished between two types addsethat motivate the persons to
crave for satisfaction. Biogenic needs are phygiokl such as hunger, thirst and
discomfort. Psychogenic needs are also the sanmsyaological, which include
recognition, esteem and belonging. Perception,rdoup to Wilson (1992), is how a
motivated person sees in a given situation and ewill behave. Kotler (1999) on
the other hand thinks it is the process throughclwvhpeople select, (selective
attention) organize (selective distortion) andriptet (selective retention) information
to a meaningful picture about the universe. Acawgdp them, because of these three
perceptual processes, individuals can see the ehjaet in different ways. Selective
attention is where the number of the individualftsbf information which comes
across his ways. Selective distortion is wherelpppeinterpret or distort information
to fit into what they have already conceived. Tilnisans they will accept information
that confirms what they have preconceived. Selectetention is when people
remember or retain information that is by theiridisl attitudes, values and interests.
Learning is the change in an individual’'s behaviagr a result of an experience
(Schewe and Hiam, 1998). Wilson (1992) is of thewvithat when the learning
experience is positive, there are chances of redgatrchase and vice a versa. On the
other hand, the negative learning experience &ylito be extended to other products
of the producers and also to the country of origieliefs and attitudes also affect the
buying behaviour of people. Kotler (1999) indicatbat belief is the notion that
someone has. The belief may be based on real kdge/l®pinion and faith. Attitude,
on the other hand, is evaluation, feelings and d@ros of a person regarding

something.

Situational: Schewe and Hiam (1998) and Engel (1993) suggestctivasumers’
behaviour is situational. A person’s behaviour ahejseon the conditions of the person
or the environment he finds himself in (Solomon 99%ngel (1993) asserts that
situations are one of the most pervasive influemeesonsumers’ behaviour because
behaviour always happens within some situationaitecd. Situation factors are
divided into four categories: communication, buyingse and time. Methods of

communication also influence consumer purchasingateur. Two types of
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communication methods exist: personal and non-paisdhe conversation between
the consumer and the salesman or with other consuim@ersonal communication.
The stimulus for non-personal contact includes amstomer programming and
publications. Both conditions allow customers tdesk their purchases. Also,
purchase/usage situations affect the behaviour afjeis (Assael, 1995).
Purchase/usage area is the place where goods #amenb from or where the
transaction takes place. These are the physicpkpies of the place (such as layout,
lights and painting) and the locations of the plategeneral and the information
which flows are primary data of products or sersiter example (prices, products

types and products that attributes) and music @<sk205).

Generally, a conducive purchasing environment tempe consumer to make
purchases and vice a versa. Time influences omgisumption behaviour. It is the
resources of the individual that he apportionsiscaltivities. The individual's priority
determines his style of the time (Solomon, 199@ps®ns or occasions are also seen
in time (Assael 1995). For example, on occasioke IChristmas and Easter,
consumers travel or buy more. Also, they buy défertypes of products depending
on the season. Wilson (2000) has explained theumoes purchasing behaviour with
a matrix, and this is shown in figure 2.1. He iradés that buying behaviour can be
professional. When purchasing is done regularlgntit is professional. Things that
are bought regularly include (groceries, petrol amgth). Exceptional buying covers
such things as (schooling, accommodation and miaigawhile leisurely buying
entails causal browsing, impulse buying and tharapeshopping. The writer,
however, points out that it is not easy to distisgubetween these types of buying

behaviour because there is no clear borderline.

The above discussions have given us a profound abbeat consumer’s behaviour.
Consumers act by themselves or are induced byamaental forces which include
groups or individuals. Some actions of individuale situational. It is left to the
individuals to use their discretion to shift thrbuipe information available and make
informed choices. Capture the essential aspeatsrefumer behavior; the stage is set
to look at the concepts of customer satisfaction.
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34  Quality

ISO 9000 (2005) suggests that quality is the extenwhich a bunch of inbuilt
features (relating to a product, a process or g&eBysmeets their requirements. The
inbuilt features can be physical, sensory, behasmlputemporal, ergonomic or
functional while requirements are the stated nemdsxpectation be it implied or
obligatory. Crosby and Juran cited in Fox (1993tdine quality as conformance to
requirements or specifications and fithess for usspectively. Dale and Bunney
(1999) explain that Crosby is of the view that gyatannot be compared and
adjectives such high, low, excellent and good car® used to describe quality.
Parasuraman (1991) notes that quality is the ngpgimint of the needs and the
expectations of customers. Therefore, the yard$tickletermining service quality is
the expectations of customers and not the policthefbank. This view has been
corroborated by Ting (2004) and Jamali (2007). &itand Hubbert and Rust and
Oliver cited in Nguyen and LeBlanc (1998:53) putafard that the quality of service
is the view of customers about how superior or Bskethe service received or is
used. Metawa and Almossawi (1998) suggest thatjtiadity of service is a function
of the experience of customers since services rbhasused first. According to
(Zeithaml (1988), the interaction or the relatiopshetween customers and service
organizations induce perceptions of customers’ iuallhe attitude of service
providers can also serve as a quality indicatortf@ customer. Alluding to this,
Owusu-Frimpong (1999) claims a receptive attitutiearkers is a key ingredient for
giving customers a good impression about the bawkits services. Consumers also
consider the physical environment when evaluathmg gervice quality of banks in
terms of infrastructure, design and general atmersph_ikewise, the duration of the
service delivery gives a positive or a negativerespion on customers. Short waiting
time may give a good impression about the bankithatervices are of high quality
and vice a versa. Bowen and Schneider cited in \Eraned Binks (1996:6) on the
other hand, think that the quality of the servia# partially be based on the customer
interactions with the organization rendering thegrvices. They further indicate that
customers who are willing to participate activatythe delivery of service are likely
to expect to receive a better quality of servicae Treasons are that the service
provider will understand their needs and circumsan Also, customers involved in
the service delivery process will have an insigho ithe impediments on the way of

the service organization and therefore be sympatirettheir quality expectations.
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According to Burke (2005), purchase of serviceifferent from a product purchased.
There are individuals in the company who do nottacinthe agency that sells the
product to the customer. The consumer forms higmehts about the quality of the
product based on advertisements and recommendaBonke other hand, consumers
are moved either positively or negatively by thevee provider, and therefore the
provision of service is both a personal and a psiggiical thing, (Schneider and
Bowen, 1985). Athanassopoulos (2001) have givaimangary of the literature about
the criteria of customers used to measure the tguafliservices. The production of
services is likely to be inseparable from their suomption. Services are
heterogeneous indicating that their performanceenofvaries from provider to
provider, from customer to customer. Services cabe@laced in a time capsule and
thus be tested and retested over time GronrooXatldr cited in Athanassopoulos
(2001) intimates that customers generally evalsateice quality by its outcome, the
process of the service delivery and the contextcofding to Zeithaml (1993),
consumers’ access services and products througle throcesses. These are pre-
purchase or search qualities, experience qualdres credence qualities. Search
gualities are the features that consumers looKaruiefore buying and are those they
can see, feel or touch. On the other hand, exparieualities are post-purchase
features that customers assess while credencerdsaare those not easy for
consumers to assess during the post-purchase paémk services are of the
experience and credence types and therefore, uiffito assess by customers.
Customers cannot evaluate these types becauselthegt have the required skills,
expertise and knowledge to carry out the evaluati@onsequently, before
purchasing, customers place a high premium onntlagé and reputation of the bank.
Owusu-Frimpong (1999) contends that because ssreicbanks are of the credence
type, friends and fellow customers constitute thanmsource of information for
customers. This has been confirmed by the restibsstudy of Tan and Chua in Ting
(2006:99). Burke (2005) claim that there are twgsvaf service organizations which
can improve on service quality. First, a good humesources management policy
must be adopted to ensure employees’ satisfactiors believed that with the
necessary support from management, employees $iarteto provide high-quality
service to customers. Also, the organization hasntplement its organizational
values, policies and procedures to leverage theegl of high service quality to

customers.
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35 Satisfaction

The ISO 1002 (2004) states that the satisfacti@ulshbe up to the extent, which is
the requirement of the customers whereas (ISO 2008) requirements mean that it
needs are implied or obligatory. According to Ol{i®92), satisfaction is whereby
the service provider meets the expectations anchs@f the customers. This idea is
shared by Anderson (1994). Westbrook and Olive®{) postulate that satisfaction is
when a consumer cognitively compares actual pedooe with expected
performance. In Kotler's (1991) opinion the saiisien is the post-purchase
evaluation of products or services, taking into sideration the expectations.
Fecikova (2004) summarizes the literature aboutdégnition of satisfaction and
indicates that satisfaction emanates from the poéassessing what was produced.

Abdullah and Rozario (2009) accentuate that variotggnal and external factors may
influence the level of customer satisfaction. Téugjgests that the determination of
satisfaction is robust. Veloutsou (2005) indicdtest overall customer satisfaction is
not a static process but keeps on changing wheoustemer gets an experience with
the service provider. In the same thinking, Scatl@ommunities cited that in the

European Institute of Public Administration (2008:has listed the following as the

difficulties associated with the concept of satitifan:

° It is not static, but changes over time; new exgwes and levels of
awareness will alter the potential levels of saitsion that could be achieved.

° It is likely to be complicated, and the result dk rexperiences can be there,
before, during and after.

° It occurs in social contexts which are varied amgkbs changing and maybe
unpredictable or inexpressible to the service user.

° It may be difficult to express the reasons forsatition; mainly where less
tangible aspects of services are being considered.

° It may be easier to express the reasons for dfsation, mainly if this is an
exceptional state.

° Without understanding the causes of satisfactibaret is a danger that we
might treat a “good result” as a reason not to clggnanything, seeing it

mainly as a PR tool.
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Jamal and Nazer (2002) explain that the customesfaetion is not linked with only
the view of customers regarding the reliabilitytioé service delivered but also based
on the experience of the customer with the serdiglevery process. Kotler (2003)
contended that high customer retention is an indicaf customer/s satisfaction. In
Reichheld (1993) opinion the customer’s satisfactatone is not enough and cannot
guarantee loyalty to organizations as between Gb5%b% of customers who switch
to other organizations, are satisfied customersatWis needed is full customer
satisfaction to ensure customer loyalty and impnoset in the performance of

organizations (Jones and Sasser, 1995).

The Kano model specifies three types of categarieish attribute that in different
scenario of satisfaction to customers; ‘must-beie @imensional and needs to be
attractive. (Baki 2009, Wang and Ji 2010). Accogdito them, the ‘must-be’ is
whereby customers are not satisfied if the serergaroduct quality fails to meet their
expectations. There is no corresponding increasmiisfaction until the service or
product attributes above expectation. Another kattion is one- dimensional or
performance needs. In this case, when the custaisénguishes the service or
product of high quality, satisfaction is also highd vice a versa. Finally, the
attraction or the excitement needs to be correspgrd increase in satisfaction when
the service or the product performance increases loecrease in performance does

not lead to a decrease in customer’s satisfaction.

36 KANO Modd

It is also believed that there is a correlationmeein the satisfaction of employees and
customer’s satisfaction. The results of the stuflyschneider (1980) suggest that
frontline employees handle customers well if theguight they had been treated well
by management. Customers feel glad and satisfiddthe services provided to them
when they see the bank employees also in a good-mbevesques and McDougall
research (1996) on consumer service determinar@amadian retail banking. Quality
of service dimensions, the bank's features, anddhepetitiveness of the interest rates
are factors. In a related development, service lpnad and the bank’s service
recovery ability impacted the customer’s satistactand which can lead to switching

over. Customers who encountered service problesrg \ikely to switch over to
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other banks and inform others to follow suit sitizey were not satisfied. Similarly,

resolving a problem does not necessarily improeectistomer’s satisfaction.

3.7 Value

Value, according to Zeithaml (1988), is the impoda attached to services based on
their usage and the amount paid in exchange. Wfddi207) indicates that value is
what customers derive from the transactions madp, quality benefits worth and
utilities and what the customer used for the exgka@a price or the sacrifice made).
He again intimates that value emanates from |lgaenteptions, preferences and the
overall assessment made by customers. He accanhtihatteperceived value is higher
than quality. Also, the value can be defined inrfaays; value in low price, values
wanted in satisfaction, value is the quality of gineee paid for and what is received in
exchange for what is given out. It is also argueat value judgments are based on
both financial and non-financial costs. That ig #acrifices made in using the service
and the gains made in exchange for the service dg¢taand Urban, 1986).
Corroborating this, Lam (2004) points out that,toosers assign value to a product or
service based on expected price and quality. Basddis, Zeithmal (1988) intimates
that value is situational and personal than qualityaries with the consumption
process. Lam (2004) contended that when the expetiele is more than cost, the
value of customers is high and vice a versa. Rodt@liver (1994) cited in Nguyen
and LeBlanc (1998:54) suggest that there must bgeain value when quality rises

and price falls.

Treacy and Wiersema cited in Bick (2004:301) codttrat customers buy different
types of valued products. Since values are diftereorporate bodies should select
their customers and scale down their value focuslu&/ standard shores up in
connection with customers’ expectations. Woodr@fiq7) claims that there are two
types of customers’ value. The first is the valuehe expected value that customers
get from the organization. The second is how thgamization also values its

customers.

Treacy and Wiersema cited in Bick (2004:301) hawvene out with three value
concepts that the business organizations should ipeanind. These are value

proposition, value-driven operating model and valdesciplines. The value
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proposition is the expected assurance which isveobally stated. It is given to
customers by the management of organizations hiegtwill provide particular values
like price, quality, performance, selection or cenence. The value-driven operating
model is the auxiliary supporting systems in delivg value (value proposition) to
customers. These include; management systems, tiogerprocesses, business
structure and culture. The management of organizathandles the last one, values of
followers can integrate both the value propositaond the value-driven operating
model to beat all their competitors in the markaatsl provide the highest value to

customers.

According to them, there are three value discigliraperational excellence, product
leadership and customer intimacy. Operating excedleis the provision of a
combination of low price and services, which is aldvof problems to customers.
Product leadership, on the other hand, referseal#livery of the highest quality and
best-performing products in the market. This issgade when organizations keep on
innovating to improve products quality. Customeristimacy concerns the
establishment of a relationship with customerspsujng and providing what they

want in order to enable them to get the neededeviadum the product or service.

3.8 Relationships among the Concepts of Customer s Satisfaction
Light has been thrown on the three concepts thatnawst often used to refer to
customer satisfaction. A cursory glance at thetigeighip between these concepts

will be desirable.

381 Customer Satisfaction and Quality

Oliver cited in Ting (2004:408) there are enumetatifferences between service
guality and satisfaction. They indicate that thenelsions of service quality are
correctly or directly connected with the renderwifgthe service. At the same time,
satisfaction is based on many factors that coniterprovision of the service, directly
and indirectly. Customers do not hold their perceyst for the quality of service on
experiences/problems faced with both the serviceviger and the service
environment. On the other hand, past experiences tbe basis for evaluation of
satisfaction. Also, quality is supposed to be dageed by external clues such as price

and reputation, while conceptual clues like eqaityl regret immediate satisfaction.
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Also, ideals and excellence in connection with merdelivery are the clues to service
quality. In the same vein, satisfaction perceptiares based on predictions or norms
for service delivery. Oliver, however, indicatesitht is complicated to draw a line
between satisfaction and quality of service. Paeaman (1988) postulate that
satisfaction can be experienced and happened dorirey the transactional level,
while quality is seen to be taking place at thebgldevel. Oliver (1997) believes that
guality judgments are more specific, and thoseabisfactions are holistic. Quality
judgments have a connection with cognitive judgmmemthile that of satisfaction

relates to effective judgments.

As noted by Ting (2004), researchers are dividedr dlie antecedents of service
quality and satisfaction. While some believe servguality leads to satisfaction,
others think in the opposite direction. AuthorseliRarasuraman (1988) and Bitner
(1990) are of the view that satisfaction leads walidy while others such as Cronin
and Taylor(1992) and Anderson Sullivan (1993) haveontrary view. Empirical

studies regarding the above issue support thet@ssarade by the latter. The studies
of Tam (2000), Petrick and Backman (2002) and Gramd Taylor (1992) suggest
that satisfaction leads to quality. Newman (20050 asubmits that there is a
correlation between the quality of service and @usr satisfaction. Enhanced service
quality leads to customer satisfaction with itsplg effects such as; customer’s
loyalty and improvement in the existing relatioqshietween the organization and
customers. Others are that customers will bear Wiéhservice provider when the
organization is not able to deliver as well as @omrs canvassing for the

organization to get more customers.

It can be gathered from the above that the two episcare the same and are being
used interchangeably. Authors such as DeRuyter7j1R9st and Zahorik (1993) and
Boulding (1993) think that quality and satisfactiare closely connected and are
synonymous and interchangeable. Thus, both concegfer to meeting the
requirements of customers. Therefore, making ar desinction between them will
be a difficult task.

3.8.2 Value, Satisfaction and Quality
According to Zenithal and Bitner, cited in KangisdaVoukelatos (1997:280), four
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main factors constitute customer’s perceptions evise quality, satisfaction and

value. These services encounter the evidence w@iceerimage and price. Service
encounter refers to both verbal and non-verbatudiés which form the base for
intangible service quality such as the environnveim¢re the service is provided like
equipment and layout of the room or building. Evide of service is whereby
customers base their search level of service peovith sure proof like employees,
process and physical evidence. This is becausécssrare intangible, and they are
produced and consumed at the same time. ZeithathBé&ner have furnished with

three proofs; employees, process and physical evéde

Zeithaml and Bitner are of the view that a highveer price is associated with an
equally high-quality consumer expectation. A lovcerwill prompt customers to be
apprehensive about the quality of the service hrdcapability of the organization to
render quality service. This point is not whollycarate. Usually, a low priced thing,
in general, does not connote inferior or superioaligy. Reidenbach (1995) asserts
that value is more practicable or is a possibleghhan satisfaction since it includes
not only the benefits accrued but for the pricecéding to him, value is dynamic

that must be managed.

On the other hand, satisfaction is derived from waéie proposition offered in
specific products/markets. Cronin (2000) claimg tlzdue precedes satisfaction. They
further accentuated that quality affects value. Tdwults of the Nguyen & LeBlanc
(1998) study also suggest that a relationship xstween quality and quality of
service and value. It is clear from the literatihat value is the worth or the
importance attached to or gains and loss deriveh fourchases or consumption of
services. Satisfaction and quality are also seahaseeting of the requirements of
customers. It could, therefore, be inferred that tbquirements are the same as the
importance attached to the services. Thereforethtie® concepts; quality, satisfaction

and value are the same and are being used intgyehialy.

3.9 Review of Literature Related to Demonetization and Its Effects
Nithin and Sharmila (2016) studied demonetization and its impact on Indian
Economy. In their opinion demonetization has a sherm negative impact on

different sectors of the economy, and such impassolved when the new currency
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notes are widely circulated in the economy. Thespo argued that the government
should clear all the problems created by the detmai®n and help the economy to

work smoothly.

Nikita Gajjar (2016) deliberated a study on Black Money in India: Présgtatus

and Future Challenges and Demonetization. She ieeplathe framework, policy
options and strategies that the Indian Governmbatild adapt to tackle with this
issue and the future challenges to be faced b&thernment.

Vijay and Shiva (2016) examined demonetization and its complete financial
inclusion. They felt that demonetization is in floag-term interest of the country.
They expressed that it had given a temporary pnopbait it taught financial lessons.
It influenced banking industries to make a consilkr investment in digitalization of

banking services.

Manpreet Kaur (2017) conducted a study on demonetization and impactashiéss
Payment System. She said that the cashless systdra economy has many fruitful

benefits such as less time-consuming, less casérpess transaction.

L okesh Uke (2017) researched on demonetization and its effects iralhée studied
the positive and negative impact of demonizatioringia. The study was based on
secondary data available in newspaper, magaziresTée primary purpose of

demonetization is to eradicate the black moneycamid corruption.

Two-day National Conference on Structural, Insitodl and Financial Sector
Changes (both Global and Indian) in the New Millieimm and the Road Ahead

Government of India has become successful to sotemte Demonetization harmed
a short duration on Indian financial markets. Hogre\ne said that the real impact

would be shown in future.

Sweta Singhal (2017) researched Demonetization and E-Banking in Indiavas a
case study to check the awareness level of pedptaral areas in India about e-

banking facilities and how much it has increasddraiemonetization. A sample size
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of 100 was used with ANOVA test to show that rysabple differ much more than
urban people in their awareness level as well agaidevel of e-banking. It was
found that urban male youth has higher awarenedsusage of e-banking. She felt
that the study would also be helpful for bankstprove their e-banking facilities.
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CHAPTER 4
DATA ANALYSIS AND INTERPRETATIONS

4.1 Introduction

The data collected after the survey and interviawth respondents and then
tabulated, interpretations are described in thaptdr. The Questionnaires distributed
to the respondents those who were having theiruaatda the bank, in this survey we
found out that the respondents of Nashik city héngar accounts in Public Sector

bank, Private sector banks, and some other typlesban

The results are presented using Tables and ChanisibgMS Excel, and statistics
was carried out usin§PSS 17.00.

Table No. 4.1 Number of Respondents

Particulars

Total Number of Respondents 550

Source: Primary Data

The findings from the study are presented in tfof four different heads

1. Demographic Analysis

2 Factor Analysis
3. Descriptive statistics.
4 Hypothesis testing.
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4.2: Demographic Analysis

4.2.1 Gender
Table No. 4.2 Gender of Respondents
Valid Cumulative
Frequency, Percent
Percent Percent
Valid |MALE 416 75.6 75.6 75.6
FEMALE 134 24.4 24.4 100.0
Total 550 100.0 100.0

Source: Primary Data

M MALE
M FEMALE

Graph No. 4.1 Gender of Respondents

The respondents who were analyzed for the studye weaximum male, arour
75.6%, and theemaining 24.4% were females. Out of the numbgrep§ons vising
the banks were mostly males, a maximum number of males responded for

study.
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4.2.2 Marital Status

Table No. 4.3Marital Status of Respondents

¢

Frequenc) Percen| Valid Percent| Currulative Percen
Valid |MARRIED 272 49.5 49.5 49.5
UNMARRIED 278 50.5 50.5 100.0
Total 550 100.0 100.0
Source: Primary Data
& MARRIED
® UNMARRIED

Graph No. 4.2Marital Status of Respondent

Out of a total of550 responder, 49.5% of respondents are marr, and the

remaining 50.5%are unmarried. Here it was found that the youngpf®, mostly

students, formed thdominan group among the respondents than those who

unmarried. The maximum number of students and yopmodessionalshad their

accounts in the banknd they preferred the e-banking services.
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4.2.3 Age

During the studyye found that age ia significantand meaningful factor in the stu
of the awareness ofleankingservices. It was seen during the study the difteage
groups of the respondents were hava different level of awareness regardie-

bankingservices provided by ban

Table No. 4.4Age Group of Respondents

Frequency Percent|Valid Percen| Cumulaive Percent
Valid |Up to 25yrs 270 49.1 49.1 49.1
26-35yrs 160 29.1 29.1 78.2
36-45yrs 78 14.2 14.2 924
Above 45yr: 42 7.6 7.6 100.0
Total 550 100.0 100.0

Source: Primary Data

M Up to 25yrs
M 26-35yrs
i 36-45yrs
M Above 45yrs

Graph No. 4.3Age Group of Respondents

The study shows that oof all respondent$19.1% are under the young age g, i.e.
below 25 years aggrouf, and 29.1% of respondents are in dige group between :
to 35 years. Remaining 14.2% are under 36 to 45s, and only 7.2% o
respondents’ age is more than years. In the bankshe frequency of the your

people falling under the age group of years is more. It is also found that
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banking transactions are mostly done by the y, andthis age group regularly do
middle-aged people anc-banking.

4.2.4 Educaton Status

The qualifications of the respondents were needdsktstudied for the awareness
the e-bankingservices, which is again very useful for determorabf literacy leve
of the respondents and it is directly responsilole khowing various asects of e-
banking The well literate people know well abce-bankingservices

Table No. 4.5Education Qualification of Respondent

Graduate 27%
Post Graduate 10%
Professional Diplomz 2%

Source: Primary Data

Education Qualification

2%

M Under Graduate
H Graduate
i Post Graduate

M Professional Diploma

Graph No. 4.4Education Qualification of Respondent

Out of total responder, 60.4% are undergraduateg/.3% completed the
graduation,and 10.2% are postgraduates and the remaining diatirer educatior
Out of 550 respondents’ maximum are well qual, and that will help them to g
the aid of e-bankingervices
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4.2.5 Occupation

Occupation of theustomer is one of thcritical determinants for availing bankir
services. A esearcher had distributed the questionnto the customers havir
accountan the banks as we found they are from severagidifft occupations, whic
is interpreted as follow

Table No. 4.60ccupation of Respondents

Frequency Percent|Valid Percer Cumulative
Percent
Valid [Student 122 22.2 22.2 22.2
Salaried 330 60.0 60.0 82.2
Business 46 8.4 8.4 90.5
Others 2 A4 4 90.9
Not having an 50 9.1 9.1 100.0
Occupation
Total 550 100.0 100.(
Source: Primary Data
1%
8% M STUDENT
H SALARIED
i BUSNESS
M OTHERS
i NOT HAVING ANY
OCCUPATION

Graph No. 4.50ccupation of Respondents

Out of total responder, 22.2% ofrespondents are students and have no incon

significant group of respondents are salaried per, and they are working i
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different private and government firms (€%). Moreover,the 8.4% of customers

have a business.

4.2.6 Income Level

The criticalcomponent of the demographic profile of respond&nigross monthl'
income. The majority (34.5%) respondents ear-to Rs. 10,000 per month whi
only 1.8% of respondents earn above Rs. 50000 monthly. The mege of
respondents who do not earn is8% they get the savings froanother person in
their family,and they are mostly studet

Table No. 4.7Monthly Income of Respondent

upto Rs. 1000 35%
Rs. 10000 to Rs. 300( 29%
Rs. 30000 to Rs. 500( 4%
Above Rs. 5000 2%

Source: Primary Data

Monthly Income

2%

M No Income

H upto Rs. 10000

Rs. 10000 to Rs. 30000
H Rs. 30000 to Rs. 50000
M Above Rs. 50000

Graph No. 4.6Monthly Income of Respondent
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4.2.7 Bank Details

Table No. 4.8 Name of Bank in Which Respondents havAccount
Valid Cumulative
Frequency|Percent, Percent Percent

Valid |Bank of Maharashtra 74 135 135 135
Bank of India 46 8.4 8.4 21.8
State Bank of India 182 33.1 33.1 54.9
Central Bank of India 32 5.8 5.8 60.7
Panjab National Bank 6 1.1 1.1 61.8
Union Bank of India 18 3.3 3.3 65.1
Canara Bank 10 1.8 1.8 66.9
Karnataka Bank 2 4 4 67.3
Bank of Patiyala 2 A4 A4 67.6
Dena Bank 6 1.1 1.1 68.7
Vijaya Bank 2 4 4 69.1
Bank of Baroda 4 g g 69.8
Indian Overseas Bank 2 4 4 70.2
Apna Bank 2 4 4 70.5
Girnar Bank 2 A4 A4 70.9
PMC Bank 2 A4 A4 71.3
Thane Janta Sahkari Bar 4 v v 72.0
Federal Bank 2 4 4 72.4
Jay Kalyan Bank 2 A4 A4 72.7
Sarswat Co.Opr., Bank 2 4 4 73.1
ICICI Bank 24 4.4 4.4 77.5
HDFC Bank 86 15.6 15.6 93.1
AXIS Bank 28 51 51 98.2
IDBI Bank 2 4 4 98.5
Tata Capital Fin Ltd. 2 A4 A4 98.9
Merchant Bank 2 A4 A4 99.3
HSBC 2 4 4 99.6
NDCC 2 4 4 100.0
Total 550 100.0 100.0

Source: Primary Data
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Table No. 49 Type of Bank, the Respondentgjave Accoun

Erequencyl Percent Valid Cumulative

q Y Percent Percent

Valid [Public Bank 384 69.8 69.8 69.8
Private Ban 146 26.5 26.5 96.4
Foreign Ban 4 v 7 97.1
Cooperative Bar 16 2.9 2.9 100.0
Total 550 100.0 100.0

Source: Primary Data

M PUBLIC BANK

M PRIVATE BANK

i FOREIGN BANK

M COOPERATIVE BANK

During the studywe contacted people from different areasNashik city to collect
data from those who are account holders of a pdaticbank. The various ban
responded by respondents are divided into fourgoaie, i.e. private bank, publi
sector bank, foreign Ink and cooperative bank. Majorly (69.8%) of thepaexlents
have their bank account in public banks, while 2¢ of respondents have their ba
account in private banks. Only 0. of respondents have their bank accoun
foreign banksand only 2.99 of respondents have their bank account in cooper.

banks.

Graph No. 4.7Type of Bank, the Respondentdave Accoun
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4.2.8 Type of e-banking Services Used

Count of Service Usage

Only ATM & other Card Services 550
INTERNET BANKING 215
MOBILE BANKING 10

Here researcher asked about, which e-banking ssntiey avail. It was found that
all 550 respondents use the ATM card. As the tablews a good number of
customers (48.2%, i.e. 215) are using internet ingnkneanwhile for one or more
work-related to any banking transactions and reguant, they go to the internet

facility. Only 1.8% of customers are using mobiénking, which is less in number.

Means we are considering all these three faciliieder e-banking

4.2.9 Since How Many Years Respondents are Usindanking Services

Table No. 4.10 Number of Year Since e-banking Sewes Used by Respondents

Frequency| Percent| Valid Percent Clgg:gzmle
Valid |Less than 2 Yrs 266 48.4 48.4 48.4
2-5Yrs 188 34.2 34.2 82.5
5-10Yrs 86 15.6 15.6 98.2
Above 10 Yrs 10 1.8 1.8 100.0
Total 550 100.0 100.0

In this study, the respondents are bank accouleh®l and a suitable group uses the
e-banking services; now there was an importangttonask as to how long they have
been using e-banking services. The result was48a% of respondents are using
their e-banking services since last two years, evB4.2% of respondents using since
3-5 years. 15.6% of respondents are using e-bargangces from the last 5-10 years,

and only 1.8% is using these services from thetéasyears and above.
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4.2.10 Relevance between thegender of respondents andhe number of the
year sincecustomers use -banking services.

The table is prepared using crosstabs feature 86SPhe objective behind prepari

this table is to understand whether there specific changes in the use of tle-

bankingservices by different genders. This helps in anatyhow frequently the

use e-bankingervices (male or female). The table is preparedhis configuratior

of use of e-bankings petthe gender of customers.

Table No. 4.11Gender wise distribution for years of ~banking service usags

Gender Less 2-5 5-10 Years| Above 10 Year:
than 2 Years
Years
%

Male 36.0% 26.9% 11.3% 1.5%
Female 12.4% 7.3% 4.4% 0.4

Gender wise distribution for years of
e-banking service usage

Less than 2 Years 2-5 Years 5-10 Years Above 10 Years

¥ Married ¥ Unmarried

Graph No. 4.8Number of the year since e-bankindservices are used by Gende

of Respondents
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Chi-Square Tests

Value df Asymp. Sg. (2-sided)
Pearson Chi-Square | 1.769 3 .600
Likelihood Ratio 1.784 3 597
Linear-by-Linear .016 1 .899
Association
N of Valid Cases 550

a. 1 cells (12.5%) have expected count less tharh&.minimum expected count is
2.44,

In the study, both male and female participatedoduthich higher number are males
rather than females. The percentage of use of kilaty the male or female is as
follows. For major male group, 36.0% of the tot&Dxustomers use e-banking since
last two years, 26.9% use since last five years3%Jluse since last Ten years and
only 1.5% use for more than ten years. For thegmaf female, 12.4% of the total
550 customers use e-banking since last two yed&%j dse since last five years, 4.4%

use since last Ten years and only 0.4% use for thareten years.

Thus, the customers are reduced in the use of ledgafrom more number of years.
In the case of both male and female, the higherb@unof respondents is using e-
banking for last two years, and very few peoplewsmiag e-banking for a long time.
Snce the p-value of as per chi-square test is more than the 0.05 at 95% confidence
level, no significant associated relationship can be formed between gender of

respondents and since how long the e-banking services used by them.

4.2.11 Relevance between the gender of respondeats] overall satisfaction of

consumer from e-banking services
Hypothesis
Null Hypothesis: There is not any significant redaship between gender of the

customers and overall satisfaction of customer fesbanking services.

Alternate Hypothesis: There is a significant relaship between gender of the

customers and overall satisfaction of customer fesbanking services.
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Table No. 4.12 Gender of Respondents * Overall Sataction of Customer From
e-banking Services Cross Tabulation

Count
Overall Satisfaction of Customer From e-
banking Services
s I s I Total
trongly | . trongly
Disagree Disagre¢ Neutral| Agree Agree
Gender of |Male 6 12 168 160 70 416
RespondenicEpqalel o 6 54 50 24 | 134
Total 6 18 222 210 94 550

The table describes the relationship between thelegeof customers and overall
satisfaction of customer from e-banking serviceestvbf the respondents experience
the satisfaction of the e-banking services proviogtheir banks. However, the above
table shows there is a slight difference in thes&attion level of the male and female.
The females’ satisfaction percentage is 55.22%, raaté satisfaction percentage is

55.28%. It shows there are minor differences instttésfaction level.

Chi-Square Tests

Value df Asymp. Sig. (2-sided)
Pearson Chi-Square 2.623 4 .588
Likelihood Ratio 4.158 4 .381
Linear-by-Linear Association .078 1 .780
N of Valid Cases 550

a. Three cells (30.0%) have expected count less tham& minimum expected
count is 1.46.
b. At 95% Level of Confidence

The application of Chi-square test found that theake, i.e. 0.588, which is more
than 0.05.

So we failed to reject the Null Hypothesis.
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It depicts thatthere is no significant relationship and associatiobetweenthe
gender of the customers and overall satisfaction afistomer from e-banking

services

4.2.12 Relevance between thimarital status of respondents and number othe
year sincecustomers use -banking services.

The table is prepared by using crosstabs featur&R$S. The objective behi
preparing this table is to understand whether tiga certain change in the use of
e-bankingservices with effecon the marital status of thebankin¢ users. This helps
in analyzing how many years the users usee-bankingand whether it changes d
to the marital status of the users. The table epared for this configuration the
period of use of &ankin¢ to the marital status of the customers.

Table No. 4.13Marital status wise distribution for years of e-banking service

usages
Marital Less 2-5 5-10 Above 10

Status than 2 Years Years Years
Years
Married 30.9% 14.9% 3.3% 0.4%
Unmarried 17.5% 19.3% 12.4% 1.5%

Marital status wise distribution for
years of e-banking service usage

30.9%

Less than 2 Years 2-5 Years 5-10 Years Above 10 Years

¥ Married ¥ Unmarried

Graph No. 4.9Marital status wise distribution for years of e-banking service

usages
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Chi-Square Tests

Value df Asymp. Sig.
(2-sided)
Pearson Chi-Square | 55.26F 3 .000
Likelihood Ratio 58.702 3 .000
Linear-by-Linear 54.831 1 .000
Association
N of Valid Cases 550

a. 1 cells (12.5%) have expected count less thdm®& minimum expected count is
4.95.

In the study,, both married and unmarried peopltiggated out of which higher
numbers of respondents were married. The percerdhgse of e-banking by the
married and unmarried people is as follows. From glgnificant group of married
people, 30.9% of the total 550 customers use etbgriince last two years, 14.9%
use since last five years, 3.3% use since lastyéans and only 0.4% use for more
than ten years. Moreover, from the group of unredrrespondents, 17.05% of the
total 550 customers use e-banking since last twarsyel9.3% use since last five

years, 12.4% use since last Ten years and only @se2for more than ten years.

Thus, the crosstab shows that marital status affiaet time duration of the use of e-
banking services. The higher number of unmarriezpfeeuses e-banking services for
five years as compared within. However, a higheniner of married people uses e-
banking services for two years. So in this compariand relevance shows there is a

specific effect of marital status for the use dfagking services.

Snce the p-value of as per chi-square test is less than the 0.05 at 95% confidence
level, there is a significant relationship can be formed between marital status of the
respondents and since how long the e-banking services used by them. Means the
marital status of customer affects the use of e-banking services.
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4.2.13 Relevance between the marital status of respdents and overall

satisfaction of consumer from e-banking services

Hypothesis
Null Hypothesis: There is not any significant redaship between the marital status

of the customers and overall satisfaction of custofftom e-banking services.

Alternate Hypothesis: There is a significant relaship between the marital status of

the customers and overall satisfaction of custdnoen e-banking services.

Table: 4.14 - Marital Status of Respondents * OveldSatisfaction of Customer

From e-banking Services Cross Tabulation

Count
Overall Satisfaction of Customer From ¢
banking Services

Total

[S)i:l;?l; Disagre¢NeutralAgree S:;)rnegely
Marital ~ StatujMarried 2 10 100 | 116 44 272
of Respondenttynmarried 4 8 | 122 | 94| 50 278
Total 6 18 222 | 210 94 550

Above table describes the relationship betweemthetal status of the customers and
the overall satisfaction of customer from e-banksegvices. Most of the respondents
experience the satisfaction of the e-banking sesviprovided by their banks.

However, the above table shows there is a differenadhe satisfaction level of the

married and unmarried. The married people satistagiercentages are 58.82% and
unmarried people satisfaction percentages are %il.#shows there are differences
in the satisfaction level.
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Chi-Square Tests

Value " Asymp. Sig.
(2-sided)
Pearson Chi-Square | 5.617 4 223
Likelihood Ratio 5.513 4 222
Linear-by-Linear 671 1 413
Association
N of Valid Cases 550

a. 2 cells (20.0%) have expected count less thdm®& minimum expected count is
2.97.

The application of Chi-square test found that theake, i.e. 0.223, which is more
than 0.05.

So we failed to reject the Null Hypothesis.

It depicts thatthere is no significant relationship and associatiobetween the
marital status of the customers and overall satiian of customer from e-banking

services

4.2.14 Relevance between the age of respondents amgmber of years since

customers use e-banking services.

The table is prepared by using crosstabs featur&R$S. The objective behind
preparing this table is to understand whether tlaeeespecific changes in the use of
the e-banking services, which gets affected ash@eage of the e-banking users. This
helps in analyzing how many years the users used-thanking. The table is prepared
for this configuration of the period of use of esking to the age group of the

customers.
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Table No. 4.15Distribution of Age Group for number of years of e-banking

service usages
Age Group ‘ Lessthan2 | 2-5Yrs 5-10 Yrs ‘ Above 10 Yrs

Years
Up to 25yrs 32.4% 14.5% 2.2% 0.0%
26-35yrs 8.7% 11.6% 8.0% 0.7%
36-45yrs 3.6% 6.2% 3.6% 0.7%
Above 45 yrs 3.6% 1.8% 1.8% 0.4%

Distribution of Age Group for number of years of
e-banking service usage

32:4%
-

6.2%
3.6% e 3.6% 3.6%

% - . T% 1'8%1'8%0.4%

Up to 25yrs 26-35yrs 36-45yrs Above 45 yrs

¥ lessthan2Yrs ¥ 2-5Yrs ®™5-10Yrs ¥ Above 10 Yrs

Graph No. 4.10Distribution of Age Group for number of years of e-banking

service usages

Chi-Square Tests

Value df Asymp. Sig. (-sided)
Pearson ChBquar 96.108 9 .000
Likelihood Ratio 106.369| 9 .000
Linear-byLinear Associatio 54.768 1 .000
N of Valid Cases 550

a. 4 cells (25.0%) have expected count less than &.rmiimimumexpected count is
.76.

In the studyyarious age groups of people participated, whichewggouped into th
four categories and analyzed to find since how maaays they were usire-banking
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services. In this relevance, the percentage usebainking by the different age group
of people is as follows. From the young age gropjo 25 years’ age of people,
32.4% of the total 550 customers use e-bankingedmst two years, 14.5% use since
last five years, 2.2% use since last Ten yearanohe used for more than ten years.
From the age group of 26-35 years, 8.7% of thd &#8 customers use e-banking
since last two years, 11.6% use since last fivesy@a0% use since last Ten years and
only 0.7% use for more than ten years. From thegagep of 36-45 years, 3.6% of
the total 550 customers use e-banking since lastywars, 6.2% use since last five
years, 3.6% use since last Ten years and only 0s&gor more than ten years. From
the older age group of higher than 45 years, 3.6%hetotal 550 customers use e-
banking since last two years, 1.8% use since iastylears, 1.8% use since last Ten
years and only 0.4% use for more than ten yeammRhis, it can be analyzed as

there is a change in the use of e-banking services.

Thus, the crosstab shows that the age group affeetsme duration of the use of e-
banking services. So in this comparison and releyahows there are specific effects

of the age of people in the use of e-banking sesvic

Snce the p-value of as per chi-square test is less than the 0.05 at 95% confidence
level, there is a significant relationship can be formed between the age of the
respondents and since how long the e-banking services used by them. Means age of

customer affects the use of e-banking services.

4.2.15 Relevance between the Age of respondents aoderall satisfaction of

consumer from e-banking services
Hypothesis
Null Hypothesis: There is not any significant redaship between the age of the

customers and overall satisfaction of customer fesbanking services.

Alternate Hypothesis: There is a significant relaship between the age of the

customers and overall satisfaction of customer fesbanking services.

75



Table No. 4.16 Age Group of Respondents * OverallaBisfaction of Customer

From e-banking Services Cross tabulation

Count
Overall Satisfaction of Customer From e-bank
Services
Strong| Strongly| 'O
trongly Disagre¢ Neutral| Agree rongly
Disagree Agree
o *;E)' Up to 25 yrs 4 10 96 122 38 270
(% 2126-35 yrs 2 70 52 34 160
5 O
o ° 2(36-45 yrs 0 34 28 14 78
]
< @ |Above 45 yrs 0 22 8 8 42
Total 6 18 222 210 94 550

It describes the relationship between the age stfooners and overall satisfaction of
customer from e-banking services. Most of the redpats experience the satisfaction
of the e-banking services provided by their bandswever, in this, the AGE
GROUPS up to 25 years and older people of the apa@pgabove 45 years have a
higher percentage of dissatisfaction experience.ekample, in AGE GROUP up to
25 years, around 5.63% of customers rated disasetish related e-banking and
9.78% of customers of above 45 years feel dissatish of e-banking services. This
shows that there is a relationship between thegagep of the customers and the
satisfaction level of the e-banking users.

Chi-Square Tests

Value | df | Asymp. Sig. (2-sided
Pearson Chi-Square 24.556 | 12 .016
Likelihood Ratio 25.219| 12 .012
Linear-by-Linear Association .549 1 459
N of Valid Cases 550

a. Six cells (30.0%) have expected count less thamh® minimum expected
count is .46.
b. At 95% Level of Confidence
The application of Chi-square test found that theajpe = 0.016 which is lower than
0.05 at 95% confidence level (p-vafe05). So we found sufficient evidence to

reject the null hypothesis.
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It depicts thathere isa significant relationship between thage of the customel
and overall satisfaction of customer frole-banking services

Hence, the null hypothesis is reject.

4.2.16 Relevance between theeducation qualification of respondents anc
number of years sincecustomers use e-banking service

The table is prepared by using crosstabs featur&R$S. The objective behi
preparing this table is to understand whether tlaeespecificchanges in the use

the e-bankingervices with effect as to their educational gigtions. This helps i
analyzing how many years the users usece-banking whether any changes due
the education of the users. The table is prepa this configuration othe period of
use of e-bankingp the education of the custom:

Table No. 4.17Education Wise Distribution of across number of yees of using ¢

banking services
Educational Qualification ‘ Lessthan 2-5Yrs | 5-10 Yrs | Above 10

2 Years Yrs
Under Graduate 41.2% 20.0% 5.2% 0.4%
Graduate 8.4% 12.8% 8.4% 0.4%
Post Graduate 2.8% 3.6% 3.6% 1.2%
Professional Diploms 0.8% 1.2% 0.0% 0.0%

Education Wise Distribution of
across number of years of using e-
banking services

¥ Under Graduate ™ Graduate ™ Post Graduate  ~ Professional Diploma

41.2%
d

20.0%

wri2.8%
8.4%

-~
o 2-8%0.8% 3-6%1 2%

Less than 2 Yrs Above 10 Yrs

Graph No. 4.11Education Wise Distribution of across number of yees of using

e-banking services
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Chi-Square Tests

Asymp. Sig.
Value df y .p J
(2-sided)
Pearson Chi-Square | 105.119 9 .000
Likelihood Ratio 94.808 9 .000
Linear-by-Linear
o 61.049 1 .000
Association
N of Valid Cases 550

+a. 6 cells (37.5%) have expected count less tham®& minimum expected count is
18.

In the study, people participated having variouscational qualifications which are
grouped into the four significant heads and analya®to find effects of the different
groups using e-banking services. In this relevatiee percentage of use of e-banking
by the different qualified people is as follows.offr the people who are in the
undergraduate category, 37.45% of the total 55@mexs are using e-banking since
last two years, 18.18% use since last five yeai&4use since last Ten years and
0.36% use for more than ten years. From the gradcategory, 7.63% of the total
550 customers are using e-banking since last tvarsyel1.6% use since last five
years, 7.63% use since last Ten years and only®.13& for more than ten years.
From the post-graduates’ respondents, 2.54% ofatfa¢ 550 customers are using e-
banking since last two years, 3.27% use sincdilasiears, 3.27% use since last Ten
years and only 1.0% use for more than ten yeamnRhe people who had done
professional diploma, 0.72% of the total 550 custmrare using e-banking since last
two years, 1.0% use since last five years, no-@®s gince last Ten years and also
no-one uses for more than ten years. From thisintbe analyzed as there is a change

in the use of e-banking services.

Thus, the crosstab shows that the education quatiin affects the time duration of
the use of e-banking services. So in this comparaw relevance show, there is a

specific effect of education of people in the use-banking services.
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Snce the p-value of as per chi-square test is less than the 0.05 at 95% confidence
level, there is a significant relationship can be formed between the education of the
respondents and since how long the e-banking services used by them. Means

gualification of customer affects the use of e-banking services.

4.2.17 Relevance between the education qualificati@f respondents and overall

satisfaction of consumer from e-banking services

Hypothesis
Null Hypothesis: There is not any significant redaship between the education
qualification of the customers and overall satistec of customer from e-banking

services.

Alternate Hypothesis: There is a significant relaship between education
qualification of the customers and overall satistac of customer from e-banking

services

Table No. 4.18 Education Qualification of Respondds * Overall Satisfaction of
Customer From e-banking Services Cross Tabulation

Count
Overall Satisfaction of Customer From e-bankin
Services
s | s | Total
_trongy Disagree| Neutral | Agree trongly
Disagree Agree
5 Under
o 6 14 124 | 140 50 | 334
o Graduate
g 0
< § |Graduate 0 4 78 48 20 | 150
R
8,0 Post
pud & 0 0 16 18 22 56
6 9 |Graduate
S Professiona
o _ 0 0 4 4 2 10
Diploma
Total 6 18 222 210 94 550
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The table describes the relationship between theatn qualification of customers

and overall satisfaction of customer from e-banlsagvices. Most of the respondents
experience the satisfaction of the e-banking sesviprovided by their banks. As

shown in the table the agreement percentage towatidfaction is varied by the

customer having different education qualificatiofhis shows that there is a

relationship between the age group of the custoaraighe satisfaction level of the e-
banking users.

Chi-Square Tests

Value df Asymp. Sig. (2-sided
Pearson Chi-Square 35.473 12 .000
Likelihood Ratio 35.342 12 .000
Linear-by-Linear Association| 6.243 1 .012
N of Valid Cases 550

a. 10 cells (50.0%) have expected count less3hdime minimum expected count is
A1,

The application of Chi-square test found that theajpie = 0.000 which is lower than
0.05 at 95% confidence level (p-vate05). So we found sufficient evidence to

reject the null hypothesis.

It depicts thathere is a significant relationship between eduaatiqualification of

the customers and overall satisfaction of customémsn e-banking services

Hence, the null hypothesis is rejected

4.2.18 Relevance between the occupation of respemiés and number of years
since customers use e-banking services.

The table is prepared by using crosstabs featur&R$S. The objective behind

preparing this table is to understand whether thezecertain changes in the use of the

e-banking services will get affected as per theupation of the respondents. This
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helps in analyzing how many years the users usewe-bankin¢, and any changes
found related to the occupation of the users. Talelet is prepared for th

configuration of theeriod of use oe-bankingto the occupation of the custom:

Table No. 4.190ccupation wise distribution of samples for -banking usage

across number of years

Occupation ‘ Lessthan2 | 2-5Yrs 5-10 Yrs ‘ Above 10 Yrs
Years

Student 16.73% 5.09% 0.36% 0.00%
Salaried 21.82% 24.36% 12.00% 1.82%
Business 4.73% 2.18% 1.45% 0.00%
Others 0.00% 0.00% 0.36% 0.00%
Not Having Any 5.09% 2.55% 1.45% 0.00%
Occupation

Occupation wise distribution of samples
for e-banking usage across number of
years

2

00%
Not Having Any Occupation 1.4

s

=2 "5.09%
L 0.00%

Others [ 0,36%

8:00%

0,

i %
Business e 1-%?’1%’%

4.73%
1.82%

Salaried |
— 2182% ©

5.09%

| 0.00%
Student YOL%

16.73%

0.00% 5.00% 10.00%  15.00%  20.00%  25.00%  30.00%

¥ Above 10Yrs ®™5-10Yrs ¥ 2-5Yrs ¥ 1-2VYrs

Graph No. 4.120ccupation wise distribution of samples for -banking usage

across number of years
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Chi-Square Tests

Value df Asymp. Sig. (2-sided)
Pearson Chi-Square | 75.262 12 .000
Likelihood Ratio 83.557 12 .000
Linear-by-Linear 3.869 1 .049
Association
N of Valid Cases 550

a. 7 cells (35.0%) have expected count less thdm®& minimum expected count is
.04.

In the study, people participated having variousupations in their carrier life which
are grouped into the five significant heads andyaed to find the different groups
using e-banking services. In this relevance, thregmgage of use of e-banking by the
people with the different occupation is as followsom the respondents who are
students 16.7% of the total 550 customers are usibgnking since last two years,
5.1% use since last five years, 0.4% use sincel Estyears and no one uses for more
than ten years. From the salaried people, 21.8#eototal 550 customers are using e-
banking since last two years, 24.4% use sincdilastiears, 12.0% use since last Ten
years and only 1.8% use for more than ten yeamnRhe respondents who are
having a business, 4.7% of the total 550 customersising e-banking since last two
years, 2.2% use since last five years, 1.5% usee $ast Ten years and only 0.0%
use for more than ten years. From the people whaspecific another profession, no-
one, of the total 550 customers is using e-bankinge last two years, and since last
five years, no-one is using since last Ten yeadsadso no-one using from more than
ten years. Moreover, finally, from the people whe aot in any profession, 5.1% of
the total 550 customers are using e-banking siasetivo years and 2.5% since last
five years, 1.5% use since last Ten years andrasane uses for more than ten years
from this it can be analyzed that there is a chamg@iee use of e-banking services.

Thus, the crosstab shows that the occupation ofréepondents affects the time
duration of the use of e-banking services. Thushia comparison and relevance
shows there are specific effects of education apfee in the use of e-banking

services.
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Snce the p-value of as per chi-square test is less than the 0.05 at 95% confidence
level, there is a significant relationship can be formed between the occupation of the
respondents and since how long the e-banking services used by them. Means

occupation of customer affects the use of e-banking services.

4.2.19 Relevance between the occupation of respontieand overall satisfaction

of consumer from e-banking services

Hypothesis
Null Hypothesis: There is not any significant redaship between the occupation of
the customers and overall satisfaction of custdnoen e-banking services.

Alternate Hypothesis: There is a significant relaship between occupation
qualification of the customers and overall satistarc of customer from e-banking

services

Table No. 4.20 Occupation of Respondents * Overaflatisfaction of Customer
From e-banking Services Cross Tabulation

Count
Overall Satisfaction of Customer From e-bank
Services
Strongly . Strontgjly-rowlI
Disagre(Dlsagre( Neutral Agree Agred
Student 0 6 52 48 16 122
S 2 [salaried 6 6 | 136 | 116| 66 |330
£ € |Business 0 2 10 | 28 6 | 46
3 & [others 0 0 2 0 0 2
S @ |Not Having Any 0 4 22 | 18 6 50
Occupation
Total 6 18 222 210 94 550

This table describes the relationship between toemation of customers and overall
satisfaction of customer from e-banking servicessibf the respondents experience

the satisfaction of the e-banking services provitigdtheir banks. However, it is
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found that there is a specific impact of occupatorthe satisfaction level. As shown
in the table the agreement percentage toward aetiizh is varied the students are
more satisfied with the e-banking services (aro88&e) and it is lower for salaried
people where satisfaction level is 55.15%. Thiswghthat there is a relationship
between the age group of the customers and th&fegdion level of the e-banking

users.

Chi-Square Tests

Value Df Asymp. Sig. (2-sided
Pearson Chi-Square 28.044 16 .024
Likelihood Ratio 31.003 16 .013
Linear-by-Linear Association 243 1 .622
N of Valid Cases 550

a. Twelve cells (48.0%) have expected count less thdrhe minimum expected
count is .02.
b. At 95% Level of Confidence

The application of Chi-square test found that theajpe = 0.024 which is lower than
0.05 at 95% confidence level (p-vafe05). So we found sufficient evidence to

reject the null hypothesis.

It depicts thatthere is a significant relationship between the ogation of the

customers and overall satisfaction of customer fra@¥banking services

Hence, the null hypothesis is rejected

4.2.20 Relevance between the monthly income of resmlents and number of
years since customers use e-banking services.

The table is prepared by using crosstabs featur&R$S. The objective behind

preparing this table is to understand whether tlaeeespecific changes in the use of

the e-banking services as per their educationdifgpaéion. This helps in analyzing

how many years the users used the e-banking andclaanyges found due to the
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education of the users. The table is preparecdhisrconfiguration f the period of use

of e-bankingo the education of the custom:

Table No. 421 Monthly Income d Respondent

Monthly Income ‘ Less than 2 ‘ 2-5Yrs ‘ 5-10 Yrs ‘ Above 10

Years Yrs

No Income 19.64% 7.64% 2.55% 0.00%
upto Rs.10000 16.73% 14.18% 2.91% 0.73%
Rs. 10000 to 10.18% 10.18% 8.36% 0.73%
Rs. 30000

Rs. 30000 to 1.09% 1.82% 1.09% 0.36%
Rs. 50000

Above Rs. 50000 0.73% 0.36% 0.73% 0.00%

Monthly Income wise distribution of samples for
years of ebanking service usage

Above Rs. 50000

Rs. 30000 to Rs. 50000 |

™ 0.73% )
S

upto Rs.10000 |

No Income
19.64%

0.00% 5.00% 10.00% 15.00% 20.00% 25.00%

¥ Above 10 Yrs ®™5-10Yrs ®2-5Yrs ™1-2VYrs

Graph No. 4.13Monthly Income wise distribution of samples for ye&s of

ebanking service usage
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Chi-Square Tests

Value df Asymp. Sig. (2-sided)
Pearson Chi-Square | 69.496 12 .000
Likelihood Ratio 68.935 12 .000
Linear-by-Linear 47.251 1 .000
Association
N of Valid Cases 550

a. 9 cells (45.0%) have expected count less thdm®& minimum expected count is
18.

In the study, people participated having differamdome levels which are grouped
into the five significant heads and analyzed tal fihe different groups using e-
banking services. In this relevance, the percenwigeise of e-banking by the
differently earned people is as follows. From theogle who are not having any
earnings viz. students, 19.6% of the total 550arusts are using e-banking since last
two years, 7.6% use since last five years, 2.5%suse last Ten years and no one
uses for more than ten years. From the people whoup to Rs. 10000, 16.7% of the
total 550 customers are using e-banking sincewasiears, 14.2% use since last five
years, 2.9% use since last Ten years and only Qs&gor more than ten years. From
the respondents with income level Rs. 10000 to GQAM.2% of the total 550
customers are using e-banking since last two yd#&2% use since last five years,
8.4% use since last Ten years and only 0.7% usendéoe than ten years. From the
people who had income between Rs. 30000, and RXI05Q.1% of the total 550
customers are using e-banking since last two yda88p use since last five years,
1.1% use since last Ten years and 0.4% use for thareten years. From the people
who had income above Rs. 50000, 0.7% of the tob@ &ustomers are using e-
banking since last two years, 0.4% use since iastylears, 0.4% use since last Ten
years and no one uses for more than ten years. fhismt can be analyzed that there

is a change in the use of e-banking services.
Thus, the crosstab shows that the monthly incorfeetafthe time duration of the use

of e-banking services. So in this comparison aridvamce shows that there are

specific effects of the monthly income of peopléha use of e-banking services.
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Snce the p-value of as per chi-square test is less than the 0.05 at 95% confidence
level, thereis a significant relationship can be formed between monthly income of the
respondents and since how long the e-banking services used by them. Means income

of customer affects the use of e-banking services.

4.2.21 Relevance between the monthly income of resments and overall

satisfaction of consumer from e-banking services

Hypothesis
Null Hypothesis: There is not any significant redaship between the monthly

income of the customers and overall satisfactiocustomer from e-banking services.

Alternate Hypothesis: There is a significant relaship between the monthly income

of the customers and overall satisfaction of custoitom e-banking services

Table No. 4.22 Monthly Income of Respondents * Ovall Satisfaction of
Customer From e-banking Services Crosstabulation

Count
Overall Satisfaction of Customer From e-banking
Services
St I St I Total
.rongy Disagree|Neutral | Agree rongly
Disagree Agree
No Income 0 10 76 56 22 164
L |UPTo 4 4 70 86 26 190
" (n |Rs.10000
=
8 E Rs. 10000 t 2 4 68 54 34 162
&)
Z Z |Rs. 30000
> O
o
T cu/j Rs. 30000 t 0 0 6 10 8 24
|_
Zz X |Rs. 50000
O
= |aBOVE 0 0 2 4 4 10
Rs. 50000
Total 6 18 222 210 94 550
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This table describes the relationship between tlteme level of customers and
overall satisfaction of customer from e-bankingvems. Most of the respondents
experience the satisfaction of the e-banking sesviprovided by their banks.
However, it is found that there is a specific impat¢ monthly income on the
satisfaction level. As shown in the table the agrest percentage towards satisfaction
is increased as the monthly income of the respdstercreases and disagreement

reduces.

Chi-Square Tests

Value df Asymp. Sig. (2-sided)
Pearson Chi-Square 29.855 16 .019
Likelihood Ratio 30.841 16 .014
Linear-by-Linear Association 10.722 1 .001
N of Valid Cases 550

a. Eleven cells (44.0%) have expected count less 3hdme minimum expected
countis .11.
b. At 95% Level of Confidence

The application of Chi-square test found that theajpe = 0.019 which is lower than
0.05 at 95% confidence level (p-vafe05). So we found sufficient evidence to

reject the null hypothesis.

It depicts thathere is a significant relationship between the ntaty income of the
customers and overall satisfaction of customersnr@-banking services

Hence, the null hypothesis is rejected

4.2.22 Relevance between the Type of Bank of resmamts account and number
of years since customers use e-banking services.

The table is prepared by using crosstabs featur&R$S. The objective behind

preparing this table is to understand whether tlaeeespecific changes in the use of

the e-banking services as per their educationdifgpaéion. This helps in analyzing

how many years the users used the e-banking andclaanyges found due to the

education of the users. The table is preparecdhisrconfiguration of the period of use

of e-banking to the education of the customers.
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Table No. 423 Type of Bank The Respondentslave Accoun

Type of Bank Lessthan | 2-5Yrs | 5-10Yrs | Above 10
2 Years Yrs

'PublicBank "~ 40.36%  2255%  6.55% 0.36%
IPiivateBank  6.18% 10.18%  8.73% 1.45%
|Foreign Bank ~  0.36% 0.36% 0.00% 0.00%
_ 1.45% 1.09% 0.36% 0.00%

Type of Bank Distribution for Number of
years ebanking service usage

| 0.00%
1 0.36%
¥ 1.09%
™ 1.45%

| 0.00%
| 0.00%
I 0.36%
I 0.36%

Cooperative Bank

Foreign Bank

™ 1.45%
Private Bank —

[— 5.18%

8.73%
10.18%

Public Bank | 22.55%

T 40.36%
0.00% 5.00% 10.00% 15.00% 20.00% 25.00% 30.00% 35.00% 40.00% 45.00%

> Above 10Yrs ™®5-10Yrs ™2-5Yrs ™ Lessthan2Yrs

Graph No. 4.14Type of Bank Distribution for Number of years ebankng service

usage

Chi-Square Tests

Value df Asymp. Sig. (-sided)
Pearson ChBquar 80.362 9 .00C
Likelihood Ratic 77.901 9 .00C
Linear-byLinear 30.558 1 .00C
Association
N of Valid Case 550

a. 7 cells (43.8%) have expected count less than &.rlimimum expected count
.07.
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In the study people participated have their accaurhe different banks which are
grouped into the four significant heads, i.e. RuBlank, Private Bank, Foreign Bank,
Cooperative Bank and analyzed it form how many ydhey are using e-banking
services. In this relevance, the percentage ofafise-banking by the people is as

follows.

From the people those who are having an accouRubiic bank, 19.6% of the total

550 customers are using e-banking since last twosy&.6% use since last five years,
2.5% use since last Ten years and no one usesdm¥ than ten years. From the
people who earn up to Rs. 10000, 40.4% of the 58l customers are using e-
banking since last two years, 22.5% use sincdilastears, 6.5% use since last Ten
years and only 0.4% use for more than ten yeammRhe people those who are
having an account in Private banks, 6.2% of thal t660 customers are using e-
banking since last two years, 10.2% use sincdilastyears, 8.7% use since last Ten
years and only 1.5% use for more than ten yeammRhe people those who are
having an account in Foreign banks, 0.4% of thal t660 customers are using e-
banking since last two years, 0.4% use since iastykars, no one uses for more than
ten years. From the people those who are havingcaount in Cooperative banks,

1.5% of the total 550 customers are using e-banginge last two years, 1.1% use
since last five years, 0.4% use since last Tensyaad no one uses for more than ten
years. From this, it can be analyzed that thera change in the use of e-banking

services.

Thus, the crosstab shows that the bank type afteetéime duration of the use of e-
banking services. So in this comparison and relevamows there isa specific effect
of type of bank where the respondents have an ataduhe duration of use of e-

banking services.

Snce the p-value of as per chi-square test is less than the 0.05 at 95% confidence
level, thereis a significant relationship can be formed between the type of bank where
the respondents have an account and since how long the e-banking services used by

them. Means type of bank affects the use of e-banking services.
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4.2.23 Relevance between the Type of Bank of resglmmts account and overall

satisfaction of consumer from e-banking services

Hypothesis
Null Hypothesis: There is not any significant redaship between the type of bank
where the customers are having an account andlbsat&sfaction of customer from

e-banking services.

Alternate Hypothesis: There is a significant r@aship between the type of bank
where the customers are having an account andlbsat&sfaction of customer from

e-banking services.

Table No. 4.24 Type of Bank The Respondents Have éaunt * Overall
Satisfaction of Customer From e-banking Services @ss tabulation

Count
Overall Satisfaction of Customer From e-
banking Services
Strongly| Strongly Total
_ Disagreel Neutral| Agree
Disagree Agree
Type of Bank |Public Bank 6 16 150 | 164 48 384
The Private Bank 0 2 56 44 44 146
Respondents| - cion Bank 0 0 4 0 0 4
Have Accoun -
Cooperative 0 0 12 2 2 16
Bank
Total 6 18 222 | 210 94 550

This table describes the relationship between ype bf bank where the customers
have an account and overall satisfaction of custdroen e-banking services. Most of

the respondents experience the satisfaction of-ibenking services provided by their
banks. However, it was found there is a positivpaot on the type of bank on the
satisfaction level. As shown in the table that diagreement towards satisfaction of
e-banking is very less or none in the Private sedtweign and cooperative banks.
But a particular percentage of dissatisfaction lldeend in e-banking services of

Public sector banks.
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Chi-Square Tests

Value | df | Asymp. Sig. (2-sidedL
Pearson Chi-Square 43.370 | 12 .000
Likelihood Ratio 45.231 | 12 .000
Linear-by-Linear Association 1.023 1 312
N of Valid Cases 550

a. 11 cells (55.0%) have expected count less Shdre minimum expected count
is .04.

The application of Chi-square test found that thealpe = 0.000 which is lower than
0.05 at 95% confidence level (p-vate05). So we found sufficient evidence to

reject the null hypothesis.

It depicts thathere is a significant relationship between the &/pf bank where the
customers are having an account and overall sattfan of customer from e-

banking services.

Hence, the null hypothesis is rejected

4.3 Factor Analysis

Factor analysis is a branch of multivariate statstanalysis which concentrates with
the internal relationships of a set of variabldsisla synthesis of variables- that
analyses distinct factors at work among the vaemblThese new entities are
themselves variables, hypothetical variables, whrehfewer than the raw variables.

Factor analysis is applied to the response of #spandents towards various
statements related to e-banking issues. Theredastgaéements to know the attitude of
customers towards e-banking and to get the opimibout the satisfaction level

regarding their services.
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The factor analysis identifies the different fastowhich prominently affect the
satisfaction level of the customer.

The factor analysis has been done by using varimabation with Kaiser
Normalization; the details of factor analysis aneeg below.

Table of communalities shows how much of the vamaim that variables have been

accounted for by the extracted factors.

Table No. 4.25 Variables Extracted Factors

Variable Variables
Communalities
No FL|F2| F3 | F4 | F5 | F6 | F7 | F8

Al |e-banking services allow eag.665
access to recent and histor

transactions

A2 |Customers can access to |.690
details of bank charges, det
on funds transfer betwe
accounts, information on inter
rates, foreign exchange rat
contact details forcomplaints
frequently asked questions pg
in addition to the availability (

search engine

A3 |e-banking service practicg.657
involve consistency ¢
performance and

Dependability

A4 |Customers of e-bankinggrvices.734
possess the required skills

knowledge

A5  [Politeness, respe(.612

consideration and friendliness
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Variable
No

Communalities

Variables

F1

F2

F3

F4 | F5

F6

F7

F8

contact personnel

A6

Quick response and the ability
get help if there is a problem

guestion

.690

A7

Provision of caring an
individualized  attention {
customers provided by c

centres or web administrators

674

A8

e-bankingsystem takes care
the  users, and  sugg
alternatives for them to complg
their transactions within tk
closure hours in case of urg

needs

.697

A9

e-banks provide data recover
system for uninterrupte
transactions in case of poy

failure

.611

Al10

e-bankingservice providers a
making aneffort to understan

the customer’s needs

.616

All

Banks provide 24 hours lmse(
monitoring and assistance for

banking services

.662

Al2

e-banking have mor
interpersonal interaction wi
customers throughout  t

service delivery process whi

may avoid

.649
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Variable Variables
Communalities

No F1|F2|F3 | F4 |F5 | F6 | F7 | F8
miscommunications between
users and the service provider

Al3 |e-banks provide heldesk.906
services and online he
facilities, and the custome
service officers are friend
when addressing complaints

Al4 |e-banking provides custom¢.906
feedback services

B1 |Customers can access e-ban .622
services anytime and anywher

B2 |[There is no queue while using .600
banking services

B3 |e-bankingservices save time 674
compared to  conventiorn
banking

B4 |e-banking transaction isasy t¢ .671
use

B5 |e-banking services are us .593
friendly

B6 |e-banking service facilitie .708
ensure access to thaccoun
when abroad

B7 |e-banks spend a great deal .637

time and money for developi
e-bankingfunctionality to allow
customers an easy 8
convenient way to manage th

money
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Variable
No

Communalities

Variables

F1

F2

F3

F4 | F5

F6

F7

F8

C1

Confidential  information i
delivered safely from banks

customers

.652

C2

The consent of customers
financial information is nq

passed to other organizations

718

C3

Third parties are not able
assess customer’s finang

details

731

C4

e-banks keep custome
information private an

confidential

713

C5

e-banks ensure th@otection o
personal information, risk

fraud and financial losses

.662

C6

Customers trust that their bai
are more concerned ab

privacy issues

.696

C7

Privacy factor influences tl

adoption of e-banking serviceg

576

D1

Customers are satisfied with
security system of the e-bank

service providers

.696

D2

Banks consider security as
most critical issue of e-banki

practices

.694

D3

e-banking users have freeddg
from danger, risk and doy

about security.

.651

96




Variable
No

Communalities

Variables

F1

F2

F3

F4

F5

F6

F7

F8

D4

The banking infrastructure
reliable in correcting erroneo

transactions of e-banking

.643

D5

Banks will compensate for atf
losses due to security reasor

infringements

.697

D6

e-bankinguser perceives that I
banking details are secure :

Nno one can access it

.704

D7

The security factor is grime
factor for the adoption of

banking services

.756

El

Ergonomic visual layout
particularly important for usin

e-banking services

.639

E2

e-banking service medium h:
an attractive screen layout a

design

.562

E3

e-banking service medium hg
flashy graphics and colg

configuration

.569

E4

The design with appropriate U
of the graphical user interface
also considered as an esse
determinant for using e-banki

services

.665

ES

The design is keeping custom
informed alanguage they ca

understand

.596
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Variable
No

Communalities

Variables

F1

F2

F3

F4

F5

F6

F7 | F8

E6

e-banking involves the corre
technical functioning ar

accuracy of service promised

.623

F1

e-banks provide cleg
understandable a

straightforward guidance screg

.617

F2

e-banks provides the appropri
information to the user

purposes

.695

F3

Information credibility affect

the acceptance of e-banking

.710

F4

Up-to-date contents
information largely influence tk

adoption of e-banking

732

F5

e-bankingservices are upgrad
compared to when they fi

started using the services

716

F6

Appealing aesthetic content hg
a positive impact orattracting

potential customers

496

F7

Provides graphics and text
the e-banking medium tg

perform transactions easily

.645

Gl

Speed of dransactions flow

critical to user satisfaction

731

G2

e-bankingservice medium is n
a frequent connectig

breakdown

.653

G3

Easy to navigate the medit

.670
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Variable Variables
Communalities

No F1|F2|F3 | F4 |F5 | F6 | F7 | F8
due to smooth speed

G4 |Transition is efficient with n .631
waiting time

G5 |Response speed to themplain .569
is satisfactory

G6 |Speed of dransactions flow .638
faster than traditional banki
channels.

G7 |Customers are highly satisfi .690
with Promptness of the delive
of e-banking services

G8 |The willingness of customers .651
provide  prompt e-bankir
services.

H1 |Fees are essentiattributes t .680
decide using e-banking systen

H2 |e-banks provides convenier .634
and flexibility at a lower co
than traditional branch banking

H3 |Price of service fees .733
acceptable

H4 |ebanks charge with i 672
negligible annual fee

H5 |Customers will continu .682
services even if theank charge
a high annual fee

H6 |Efficient and speedy e-banki .710

transaction with lowe

transaction cost
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Variable Variables
Communalities

No F1L|F2| F3 | F4 | F5 | F6 | F7 | F8
H7 |Compared toother banks, yol .675
bank offers attractive servi
costs
H8 |Compared to other banks, y .625

bank provides more free servi

Extraction Method: Principal Component Analysis.

Total eight factors are derived from the factorlgsia, which is as follows

Factor 1: ACCESSIBILITY
Factor 2: CONVENIENCE
Factor 3: PRIVACY

Factor 4: SECURITY

Factor 5: DESIGN

Factor 6: CONTENTS

Factor 7: SPEED

Factor 8: FEES & CHARGES

4.3.1 Factor 1: ACCESSIBILITY
Definition: Evaluation of the convenience of property/serviedative to the people
who will be using it. May refer to ingress and esgréor the customer or user-friendly

approach of staff services or lack of obstructifamsa person with disabilities.

In this factor, 14 statements are combined, whiglasrelated to the accessibility of
the e-banking services provided by the banks. dHdsvariables include access to
recent and historical transactions, access toehald of bank charges, consistency of
performance and Dependability, Politeness, resgeaisideration and friendliness of
contact personnel, Quick response and the abdityet help if there is a problem or
guestion, Provision of caring and individualizeteation to customers provided by

call centres or web administrators takes care ef ubers, provide data recovery
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system for uninterrupted transactions, provide 2uré e-based monitoring and

assistance for e-banking services, have been loaded

4.3.2 Factor 2: CONVENIENCE

Definition: The customer journey changes dramatically when dbwveyance is
defined by the simb5plicity of design and abilitydpen and manage accounts online
or with a mobile device or flexible working houBanking can now be available to
local and digitally engaged consumers worldwide.

In this factor, seven statements are combined, iwaieas related to the convenience
of the various e-banking services provided by tla@kb These variables include
access e-banking services anytime and anywhergueae while using e-banking
services, e-banking transactions are easy to dsanking services are user friendly,
e-banking service facilities ensure access of attcehien abroad, service beyond the

banking hours, message about the completion @rsaction.

4.3.3 Factor 3: PRIVACY

Definition: Banking secrecy, alternately known as financiaivgmy, banking
discretion or bank safety is a conditional agredarhetween a bank and its clients that
all other activities remain secure, confidentiad @mivate.

In this factor, seven statements are combined, twhie related to the privacy issues
and availability of such facilities in e-bankingngees. It includes variables as,
Confidential information delivered safely from banko customers, Without The
consent of customers the financial information @ passed to other organizations,
Third parties are not able to assess customerandial details, E-banks keep
customers information private and confidential, &ks ensure the protection of
personal information, risk of fraud and financiakses, Customers trust that their
banks are more concerned about privacy issuesad@riactor influences the adoption

of e-banking services.
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4.3.4 Factor 4. SECURITY

Definition: Security in the banking terms means security towaicect financial loss
to the customer due to the breach of confidentizbpy/fraud (whether accidental or
deliberate) if so, proper compensation is paide@agtof that, also the customer must
be compensated if the customer has suffered dstresnbarrassment or

inconvenience.

Security is one of the most important factors; stiedy found and categorized the
seven variables in this factor, which includes Gomrs satisfaction with the security
system of the e-banking service providers. Banksicer security as the most critical
issue of e-banking practices; e-banking users lisaom from danger, risk and
doubt about security, the banking infrastructureekable in correcting erroneous
transactions of e-banking, Banks will compensate doy losses due to security
reason or infringements, e-banking users percéiaehis banking details are secure.

NoO one can access it; Security factor is a princéofafor the adoption of e-banking.

4.3.5 Factor 5: DESIGN

Definition: Is a layout of the display on screen as an appggiace to perform a

financial transaction or to gather information. @user point of view design means
the display of all relevant information is a cleemple background, colour and

textures, no complex animation, readable fontsguage preferences, the contact

information on each page.

The design factor is determined through the vaembf different statements asked the
customer. In this factor 6 variables, i.e. Ergonromisual layout are particularly
crucial for using e-banking services, e-bankingisermedium has attractive screen
layout, and design, e-banking service medium hashfl graphics, and colour
configuration, The design with appropriate use cdpdical user interface is also
considered as an essential determinant for usibgn&ing services, The design is
keeping customers informed in a language they calenstand, e-banking involves

the correct technical functioning and accuracyes¥ice promised.
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4.3.6 Factor 6: CONTENTS

Definition: Contents refer to textual, aural or visual publtésbe websites, its means
any creative element text, examples, applicationages, archived Email messages,
data e-services audio and video files and so os tite primary key behind the traffic

generation to e-banking

This factor is determined by factor analysis whecimbined the variables which are
related to the content of the user-interface amdsystem of e-banking. This factor
contains seven variables included, E-banks provitear, understandable and
straightforward guidance screen, E-banks provideagpropriate information to the
user’'s purposes, Information credibility affect® thcceptance of e-banking, Up-to-
date contents of information largely influences #aption of e-banking, e-banking
services are upgraded compared to when they fiested using the services,
Appealing aesthetic content have a positive impacattracting potential customers,
Provides graphics and text on the e-banking meditomperform transactions

efficiently.

4.3.7 Factor 7: SPEED

Definition: Speed can be defined as the frequency of netwarkemion, the time to
navigate the internet banking website, the amotiiinee customer spends for page
response and the rate that bank responds to thplaiots of the customer. Usually,
the speed of e-banking is affected by the wideiran@nd high-resolution graphics
and inefficient host server speed which have aifsignt relationship on customer
satisfaction towards e-banking.

One of the essential attributes of the e-bankingpsed. The several contents which
are related to the speed of these services areigechin the factor of the speed of the
transactions of the e-banking services providedhieybank, in which eight variables
are included, these are Speed of e-transactiong fidich is critical to user
satisfaction, e-banking service medium is not feggconnection breakdown, Easy to
navigate the medium due to smooth speed, Transisicefficient with no waiting
time, Response speed to the complaint is satistigcBpeed of e-transactions flow is

faster than traditional banking channels, customars highly satisfied with
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Promptness of the delivery of e-banking servicesliyness of customers to provide
prompt e-banking.

4.3.8 Factor 8: FEES AND CHARGES

Definition: A fee is the price one pays as remuneration foricegvit is paid to
organizations for rendering banking services.

The economic and financial aspects are very crdicra¢very kind of service. So the
issues in the e-banking services are related & fe®e different statements which are
related to financial aspects are combined underfdlotor fees. It includes eight
statements; fees are essential attributes to dersoley e-banking system, E-banks
provide convenience and flexibility at a lower ctisan traditional branch banking,
Price of service fees is acceptable, E-banks chaitie the negligible annual fee,
Customers will continue services even if bank chargigh annual fee, Efficient and
speedy e-banking transaction with lower transactiost, Compared to other banks,
your bank offers attractive service costs, Compa@dother banks, your bank

provides more free services.

Table No. 4.26 Comparison between Factors Regardirfgatisfaction and

Importance
Factor No. Factor Name Average of Mean Score Rank
1 Accessibility 4.04 2
2 Convenience 3.98 5
3 Privacy 4.08 1
4 Security 3.96 6
5 Design 3.92 7
6 Contents 4.02 3
7 Speed 4.00 4
8 Fees & Charges 3.91 8

From Table, it can be inferred that when considgtite satisfaction level of the bank,
account holder regarding the e-banking serviceviged by the banks, there are
different factors responsible for customer satts@mc Among the factors, the most
critical factor and in which factor the people anere satisfied can be inferred from

the average of the mean score of all variablesided in a particular factor. From that
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score, we will give the rank the first rank for thighest score of satisfaction and then
in descending order ranks get lowered. The talbevsithe people are most satisfied

with the privacy factor of e-banking and leastsfad with the fees of e-banking.

So it is necessary to think the bank about the tédbe e-banking services so this

factor satisfaction can be improved.

4.4  Descriptive Statistics of Various Statements Reed to the Study of
Customer Satisfaction Towards e-banking

This study has taken to find out customer satigfactowards the use of e-banking

services. For this analysis, the researcher hamefia64 statements where the

response has been given on 5 Point rating scake péticipants have been asked to

indicate how frequently the statement mentionedawe importance towards the use

of e-banking services of the respective banks. rEsponses range from 1- Strongly

Disagree to 5-Strongly Agree.

In these statements, if the responded score ihidgien it indicates a high level of

satisfaction towards the statement or that pagicuériable

The descriptive statistics of the responses abdmistatements are mentioned in the

table with their mean score of 5-point ranking scal

Table No. 4.27 Mean Score of 5-Point Ranking Scale.

= Strongly | o & |_ & | < Strongly c
. L T o 2 c o
o Disagree |5 2| S 2|8 2| Agree | § |5 =
QO . C =3 == . [ - 2
< (Rating- .0 5|2 § | §| (Rating-| = |\ 3
g 1=Min) ox 3 x 5=Max) Q
ACCESSIBILITY
Al |e-banking services
Il t
allow ‘easy access 1o g 4 | 22| 106] 410 | 4.650.73

recent and historical
transactions

A2 | Customers can access to
the details of bank 2 38 110| 286 114 3.860.84
charges, details an
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g Strongly QR - & . = Strongly <
o Disagree §_8 5 2o 2 Agree § S E
ks (Rating- | © 5|2 T |& g (Rating-| = |9 3
g 1=Min) |2 | &| &| 5=Max) a
funds transfer between
accounts, information
on interest rates, foreign
exchange rates, contact
details for complaints,
frequently asked
guestions  page, n
addition to the
availability of search
engine
A3 | e-banking service
practices involves
consistency of 2 12 158 | 118 260 4.130.93
performance and
Dependability
A4 | Customers of e-banking
services possess (e g 32 | 124| 214 172 | 3.9%0.95
required skills and R
knowledge
A5 | Politeness, respect,
consideration and g 32| 74| 180 284 | 4.111.03
friendliness of contact
personnel
A6 | Quick response and the
ability to get help if ., 32 | 134| 19 176 | 3.89.99
there is a problem or N
question
A7 | Provision of caring and
individualized attention
to customers provided 8 42 70 | 160 270 4.171.01
by call centres or web
administrators
A8 | e-banking system takes
care of the users, and
suggest alternatives for
them to complete their 24 10 20 | 198 298 4.340.96
transactions within th
closure hours in case [of
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Variable No.

Strongly
Disagree
(Rating-
1=Min)

Disagree
(Rating-2)

Neutral
(Rating-3)

Agree
(Rating-4)

Strongly
Agree
(Rating-
5=Max)

Mean
Std.
Deviation

urgent needs

>
©

E-banks provide data
recovery system fqg
uninterrupted
transactions in case
power failure

=

of

22

140

280

100

3.8(00.83

Al10

e-banking service
providers are making an
effort to understand the
customer’s needs

20

38

114

156

222

3.951.10

All

Banks provide 24 hours

e-based monitoring and

assistance for e-banking

services

26

128

180

214

4.050.92

Al2

e-banking have more
interpersonal interactign
with customers
throughout the servige
delivery process which
may avoid

miscommunications

between the users anpd

the service providers

34

122

144

246

4.080.99

Al3

E-banks provide help-

desk services and online

help facilities, and th
customer service
officers are friendly
when addressing
complaints

D

22

38

134

182

174

3.811.08

Al4

e-banking
customer
services

provides
feedbagk

22

38

134

182

174

3.811.08

CONVENIENCE

Bl

Customers can access
banking services
anytime and anywhere

12

10

118

376

4.520.86

B2

There is no queue while

2(

96

3.685
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Variable No.

Strongly
Disagree
(Rating-
1=Min)

Disagree
(Rating-2)

Neutral
(Rating-3)

Agree
(Rating-4)

Strongly
Agree
(Rating-
5=Max)

Mean

Std.
Deviation

using
services

e-banking

B3

e-banking services save
time as compared to 6

conventional banking

30

130

138

246

4.071.00

B4

e-banking
are easy to use

transactian

12

46

152

136

204

3.861.08

BS

e-banking services are

user friendly

18

66

126

180

160

3.7121.10

B6

e-banking servic
facilities ensure acce

to account when abroad

e

5S 24

34

88

172

232

4.011.11

B7

E-banks spend a great

deal of time and money
developing e}
banking functionality to

for

allow customers an ea

and convenient way to

manage their money

22

38

58

224

208

4.011.06

PRIVACY

C1

Confidential
information is delivere
safely from banks t
customers

42

120

378

4.5

60.76

C2

The
customers the financi
information is no
passed to
organizations

consent of

other

[ 10

20

170

208

142

3.82.92

C3

Third parties are n
able to
customer’s
details

financia

Dt

asSsess

12

44

156

102

236

3.921.11

C4

E-banks keep customg
information private an
confidential

2I'S

44

80

202

216

4.0

40.99

C5

E-banks ensure i
protection of persong

ne

52

160

328

4.4

50.80
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Variable No.

Strongly

Disagree

(Rating-
1=Min)

Disagree
(Rating-2)

Neutral
(Rating-3)

Strongly
Agree
(Rating-
5=Max)

Agree
(Rating-4)

Mean

Std
Deviation

information, risk of
fraud and financial
losses

C6

Customers trust thiat

their banks are more
concerned abouit
privacy issues

12

20

134

254 130

3.890.90

C7

Privacy factor
influences the adoptign
of e-banking services

34

14

132

126 244

3.971.16

SECURITY

D1

Customers are satisfied

with the security system
of the e-banking servige
providers

84

168 284

4.3

00.86

D2

Banks consider security

as the most important
issue of e-banking
practices

22

18

160

196 154

3.§01.01

D3

e-banking users have

freedom from danger,
risk and doubt about
security.

68

146

110 204

3.741.19

D4

The banking
infrastructure is reliable
In correcting erroneous
transactions of e-
banking

14

90

208 234

4.1

90.85

D5

Banks will compensate
for any losses due to
security  reason  Or
infringements

38

170

156 178

3.831.01

D6

e-banking users
perceive that his
banking details are

20

secure and no one can

access it

44

102

180 204

3.921.09

D7

Security factor is prime

20

11

0 196 202

W

983
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Variable No.

Strongly

(Rating-
1=Min)

Disagree

Disagree
(Rating-2)

Neutral
(Rating-3)

Agree
(Rating-4)

Strongly
Agree
(Rating-
5=Max)

Mean
Std
Deviation

factor for adoption of €
banking services

DESIGN

El

Ergonomic visual
layout are particularl
important for using €
banking services

<

28

146

366

4.5[70.72

E2

e-banking service
medium have attractie
screen  layout and
design

10

38

196

248

58

3.500.84

E3

e-banking servige
medium has flashy
graphics and colar
configuration

20

32

168

126

204

3.841.10

E4

The design with
appropriate use of the
graphical user interfage
Is also considered as gn 6
essential  determinant

for using e-banking
services

20

180

180

164

3.870.92

ES

The design is keeping
customers informed in|a
language they can
understand

38

92

206

206

4.080.97

E6

e-banking involves the
correct technical
functioning and 34
accuracy of service
promised

34

154

186

142

3.671.11

CONTENTS

F1

E-banks provide clea
simple and
understandable
guidance screen

=

54

90

400

4.600.74

F2

E-banks provide the
appropriate informatiop

18

222

210

94

3.6/70.83
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Variable No.

Strongly
Disagree
(Rating-
1=Min)

Disagree
(Rating-2)

Neutral
(Rating-3)

Agree
(Rating-4)

Strongly
Agree
(Rating-
5=Max)

Mean

Std
Deviation

to the user’s purposes

T
w

Information credibility
affects the acceptance 24
of e-banking

32

180

154

160

3.7

21.08

F4

Up-to-date contents pof
information largely
influences the adoptign
of e-banking

10

32

94

260

154

3.9

40.92

F5

e-banking services are
upgraded compared o
when they first starte)
using the services

12

o

16

22

122

378

4.5

20.88

F6

Appealing aesthetjc
content have positive
impact on attracting
potential customers

16

186

268

80

3.7

50.73

F7

Provides graphics and
text on the e-banking
medium to perform
transactions easily

14

30

132

164

210

3.9

6l.03

SPEED

Gl

Speed of e-transactions
flow is critical to user 16
satisfaction

58

176

294

4.3

20.92

G2

e-banking service
medium is not frequent 12
connection breakdown

46

140

196

156

3.8

(1.01

G3

Easy to navigate the
medium due to smooth 16
speed

22

122

192

198

3.9

71.00

G4

Transition is efficient
with no waiting time

36

114

196

196

3.9

70.98

G5

Response speed |[to
complaint IS 16
satisfactory

42

72

178

242

4.0

71.07

G6

Speed of e-transactions
flow is faster than 8
traditional banking

34

172

144

192

3.8

71.01
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g SFroneg QR - & . = Strongly <
o) Disagree |5, 2|5 2|0 2| Agree | § |g &
o) . C =2 = | = . [} = .=
ks (Rating- |0 § 2 § | g (Rating-| = O 7
g 1=Min) |2 | &| &| 5=Max) a
channels.
G7 | Customers are highly
satisfied with
Promptness of the 8 42 72 | 180 246 4.121.00
delivery of e-banking
services
G8 | The willingness of
customers o provide g 30 | 146| 184 182 | 3.910.97
prompt e-banking
services.
FEES & CHARGES
H1 |Fees are essental
attributes to decide 18 14 50 92 376 4.440.99
using e-banking system
H2 |E-banks provides
convenience and
flexibility at a lower 12 18 194 | 226 100 3.70.88
cost than traditional
branch banking
H3 | Price of service fees |is o4 68 130! o8 30 3.801.23
acceptable
H4 | E-banks charge with the 42 | 160| 158 184 | 3.861.01
negligible annual fee
H5 | Customers will
continue services even ), 78 | 98| 108 232 | 3.771.29
if the bank charges |a
high annual fee
H6 | Efficient and speedy e-
banking transaction g 24 | 166| 176 178 | 3.900.94
with lower transaction
cost
H7 |Compared to other
banks, your bank offefs 16 54 | 128| 148 204 3.851.11
attractive service costs
H8 |Compared to other
banks, —your —bank  ,g 22 | 110| 164 226 | 3.98.11
provides more frep
services

Source: Primary Data
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The table shows the descriptive statistics of ladl statements and variables about
which the researcher asked and which is includethenstudy. These variables are
related to the satisfaction of the customer relatede-banking services. The
satisfaction variables are related to the vari@peets of the e-banking services, and
these aspects are determined in the factor anatysidich study finds eight major

factors and all statements are clubbed under tlacsers.

In this study, the customers are asked about thisfesztion level of the different
aspects and contents of e-banking and were toldteotheir satisfaction level on a

five-point Likert scale.

It can be eagerly said that the overall responses tustomers are inclined towards
the satisfaction of each variable and statementorthe five-point Likert scale, the
mean score calculated is 3, and taking the meare saiothe responses for each

variable study found all statements’ scores greatar 3.

Among all the highest mean of the statements retresl e-banking services allow
easy access to recent and historical transactams,it got a score of 4.65, which
comes under the factor of ACCESSIBILITY. The lessbre means the statement of
DESIGN factor, which reveals that e-banking servioedium has attractive screen
layout and design and mean score is 3.56; it iebbtt low amongst all. This means
banks need to concentrate on the design aspetie ofebsite and to make the user

interface very friendly to improve customer satsian.

The factor ACCESSIBILITY contains the 14 variablsich are related to the proper
accessibility of the e-banking services by the bandl which got good satisfaction
score from the group of respondents. Some of thahlas having good scores are
explained. Quick response from bank related to igaefMean=3.89), proper call
centre assistance (Mean=4.17), easy access totraoeh historical transactions
(Mean=4.65), providing 24-hrs e-banking serviceeélt=4.05), customer feedback
services (Mean=3.81) such parameters are helpednd¢ease the customer
satisfaction.
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The factor CONVENIENCE contains the seven variabigsch are related to the
convenient use of e-banking services by the customleich got good satisfaction
score for each statement. Some of the statementwi@ntioned here like, Customers
can access e-banking services anytime and anyw(Mean=4.52), e-banking
transactions are easy to use (Mean=3.86), e-baiskingce facilities ensure access of
account when abroad (Mean=4.01) etc. and such e&easnare helped to increase the

customer satisfaction.

The factor PRIVACY contains seven variables whioh @lated to the use of the e-
banking services and maintaining the privacy ohdgextions and which got an
excellent satisfaction score. It is found that fhisery important and priority concern
of anybody, and banks are always trying to makevtrg appropriate system for it.
Study shows the customers are satisfied with thiscludes Confidential information

which is delivered safely from banks to customdwedn=4.56), E-banks keep
customers information private and confidential (Meé&04), E-banks ensure the
protection of personal information, risk of frauddafinancial losses (Mean=4.45)
such parameters help a lot to the customers amd the survey it is found that
customers are satisfied from the e-banking servpresided by the bank in this

manner.

The factor SECURITY contains seven variables whach related to the security
issues when customers are using the e-bankingcesnand the statements included
in this factor also gave good satisfaction scot@s Tncludes the security system of
the e-banking service providers (Mean=4.30), bapkinfrastructure is reliable in
correcting erroneous transactions of e-banking (Mdal9); e-banking users perceive
that his banking details are secure. No one caesadt (Mean=3.92) such parameters
help a lot to the customers. From the survey, foisd that customers are satisfied
with the security-related issues of e-banking sawiprovided by the bank.

The fifth-factor DESIGN contains six variables wihiare related to the design aspects
of the interface of e-banking services and theestants included in this factor also
got good satisfaction score, but somewhat lowen tither factors. The banks need to
concentrate on these factors and also think to aweprthe design aspects of the

different interface included in e-banking servicds.includes e-banking service
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medium to have attractive screen layout and de¢Mean=3.56), the design is
keeping customers informed in a language they catenstand (Mean=4.03), such
parameters help a lot to the customers and thegmesith appropriate use of
graphical user interface which is also consideedraessential determinant for using

e-banking services.

The sixth factor CONTENTS contains the seven viégmbvhich are related to the
content of the website of the e-banking interface #he all information related to the
customer while doing transactions. The statemerthided in this factor also got
good satisfaction score. This content of the websi¢lps the customer to find
transactions better in e-banking. It includes EKsgorovide clear, understandable and
straightforward guidance screen (Mean=4.60), E-bapkovides the appropriate
information to the user’'s purposes (Mean=3.67),t&}pate contents of information
largely influences the adoption of e-banking (Mea®4) such parameters helped a
lot to the customers, the improvement in the cdsteull attract the customer more to
use e-banking. From the survey, it is found thadt@mers are satisfied with the

content-related issues of e-banking services peavin the bank.

One of the identified factors, SPEED contains eigirtables which are related to the
speed of e-transactions carried out during the aise-banking by customers. The
speed of transactions matters more to customesfaaion, and the statements
included in this factor also got good satisfactsmore. It includes e-banking service
medium is not frequent connection breakdown (Mea8@3)3 Response speed to the
complaint is satisfactory (Mean=4.07), Customer® drighly satisfied with
Promptness of the delivery of e-banking serviceediV4.12) such parameters
helped a lot to the customers, the improvemenhénspeed will help people. From
the survey, it is found that customers are satisfeh the speed related issues of e-
banking services provided by the bank.

In the last factor, i.e. FEES AND CHARGES contaghé variables which are related
to charges of using the e-banking by customersméiters to the customer
satisfaction, and the statements included in #esof also got good satisfaction score.
It includes fees which are essential attributesdézide using e-banking system
(Mean=4.44), E-banks charge with the negligibleuahfee (Mean=3.86), Compared
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to other banks, your bank offers attractive serciogts (Mean=3.85). In the same line
customers think that lower the cost of e-bankingrersatisfaction will be delivered.
Such parameters helped a lot to the customersnthevement in this matter will
help people, and from the survey, it was found thestomers are satisfied from the

fees related issues of e-banking services provigettie bank.

4.5 Hypothesis Testing

4.5.1 Hypothesis

Null Hypothesis: The Factor “Accessibility of e-tkamg services” is not having a

significant positive relationship with customeristaction using e-banking services.

Alternate Hypothesis: The Factor “Accessibility efbanking services” has a

significant positive relationship with customeristction using e-banking services

Table No0.4.28 Correlations Satisfaction of Customeffrom e-banking Services

Overall Rank For
Factor-1
“Accessibility”
Overall Satisfaction ofCustomePearson Correlation 158
From e-banking Services Sig. (2-tailed) 000
N 550
**_Correlation is significant at the 0.01 level@iled).

The above table shows that the correlation caledldty Karl Pearson method is
0.158, which indicates the positive relationshipoam the factor accessibility and

satisfaction of customers toward e-banking servizesided by banks.

Table No.29 ANOVA Overall Satisfaction of CustomelFrom e-banking Services

Sum of Squares df Mean Squarg F Sig.
Between Group 28.016 4 7.004 10.790 .000
Within Groups 353.759 545 .649
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Sum of Squares df Mean Squarg F Sig.

Between Group, 28.016 4 7.004 10.790 .000
Within Groups 353.759 545 .649
Total 381.775 549

The ANOVA table shows that the correlation is shigaint at 1% level of significance
(sig. <0.01). This indicates that at a confidereeel of 99%, the ANOVA test proves

that there is sufficient evidence to reject thd hypothesis

Hence the Null Hypothesis is rejected
Thus it can be inferred that The Factor “Accessiltyl of e-banking services” has a

significant positive relationship with customer ssftaction from e-banking services.
4.5.2 Hypothesis
Null Hypothesis: The Factor “Convenience of e-bagkservices” is not having a

significant positive relationship with customeristtction from e-banking services.

Alternate Hypothesis: The Factor “Convenience obaaking services” has a

significant positive relationship with customeristtction from e-banking services

Table No. 4.30 Correlations Convenience of e-bankinservices

Overall Rank For Factor-2

“Convenience”

Overall Satisfaction of Pearson Correlation 163
Customer From e-bankingsig. (2-tailed) 000
Services N 550

**_Correlation is significant at the 0.01 level@iled).

The above table shows that the correlation caledldty Karl Pearson method is
0.163, which indicates the positive relationshipoam the factor Convenience of e-
banking services and satisfaction of customers webanking services provided by

banks.
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Table No. 4.31 ANOVA Convenience of e-banking seres

Overall Satisfaction of Customer From e-bankingvigess

Sum of

Squares df Mean Squar F Sig.
Between Group| 16.084 4 4.021 5.993 .000
Within Groups 365.691 545 671
Total 381.775 549

The ANOVA table shows that the correlation is siigaint at 1% level (sig. <0.01).
This indicates that at a confidence level of 99%&, ANOVA test proves that there is
sufficient evidence to reject the null hypothesis

Hence the null hypothesis is rejected.
Thus it can be inferred that The Factor “Convenieamf e-banking services” has a

significant positive relationship with customer ssftaction from e-banking services.
4.5.3 Hypothesis
Null Hypothesis: The Factor “PRIVACY of e-bankin@rgices” is not having a

significant positive relationship with customeristaction from e-banking services.

Alternate Hypothesis: The Factor “PRIVACY of e-barnkservices” has a significant

positive relationship with customer satisfactioonfre-banking services

Table No. 4.32 Correlations PRIVACY of e-banking sevices

Overall Rank For Factor-3
“Privacy”
Overall Satisfaction o] Pearson Correlation 104
Customer From e-bankin sjg. (2-tailed) 015
Services N 550

*, Correlation is significant at the 0.05 levelt@led).
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The above table shows that the correlation caledldty Karl Pearson method is
0.104, which indicates a positive relationship agtme factor privacy of e-banking

services and satisfaction of customers towards&ibg services provided by banks.

Table No. 4.33 ANOVA PRIVACY of e-banking services

Overall Satisfaction of Customer From e-bankingvides
Sum of _
df Mean Squar F Sig.
Squares
Between Group 6.309 4 1.577 2.289 .005
Within Groups 375.465 545 .689
Total 381.775 549

The ANOVA table shows that the correlation is siigaint at 1% level (sig. <0.01).
This indicates that at a confidence level of 99%& ANOVA test proves that there is

sufficient evidence to reject the null hypothesis

Hence the null hypothesis is rejected.

Thus it can be inferred that The Factor “privacy oé-banking services” has a
significantly positive relationship with customerassfaction from e-banking
services.

4.5.4 Hypothesis

Null Hypothesis: The Factor “SECURITY of e-bankisgrvices” is not having a

significantly positive relationship with customettisfaction from e-banking services.

Alternate Hypothesis: The Factor “SECURITY of e-kiag services” has a

significant positive relationship with customeristtction from e-banking services
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Table No. 4.34 Correlations SECURITY of e-banking ervices

Overall Rank For Factor -4
“Security”
Overall Satisfaction (Pearson Correlation 196"
Customer From e-bankilsig. (2-tailed) 000
Services N 550

**_Correlation is significant at the 0.01 level@iled).

The above table shows that the correlation caledldty Karl Pearson method is
0.196, which indicates a positive relationship aghdéne factor SECURITY of e-

banking services and satisfaction of customers bwebanking services provided by

banks.
Table No. 4.35 ANOVA SECURITY of e-banking services
Sum of
Squares df Mean Squar F Sig.
Between Group  28.907 4 1.227 11.162 .000
Within Groups 352.867 545 .647
Total 381.775 549

The ANOVA table shows that the correlation is sigant at 1% level (sig. <0.01).
This indicates that at a confidence level of 99% AINOVA test proves that there is

sufficient evidence to reject the null hypothesis.

Hence the null hypothesis is rejected.
Thus it can be inferred that The Factor “Securityfa-banking services” has a
significantly positive relationship with customerassfaction from e-banking

services.
4.5.5 Hypothesis

Null Hypothesis: The Factor “DESIGN of e-bankingrsees” is not having a

significant positive relationship with customeristtction from e-banking services.
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Alternate Hypothesis: The Factor “DESIGN of e-bawgkservices” has a significant

positive relationship with customer satisfactioonfre-banking services

Table No. 4.36 Correlations Design of e-banking seces

Overall Rank For Factor-5
“Design”
Overall Satisfaction (Pearson Correlation -.025
Customer From e-bankilgjg. (2-tailed) 560
Services N 550

The above table shows that the correlation caledldty Karl Pearson method is
0.025, which indicates the negative relationshipmagnthe factor Design of e-banking

services and satisfaction of customers toward d&ibgrservices provided by banks.

Table No. 4.37 ANOVA Design of e-banking services

Overall Satisfaction of Customer From e-bankingvides

Sum of

Squares df Mean Squar F Sig.
Between Groups  4.568 4 1.142 1.650 .160
Within Groups 377.207 545 .692
Total 381.775 549

The ANOVA table shows the positive correlation ¢ significant at 1% level (sig.
>0.01). This indicates that at a confidence leved@#, the ANOVA test proves that
there is no sufficient evidence to reject the iyihothesis, so theull hypothesis is
accepted.

Hence it can be inferred that The Factor “Design a-banking services” is not

having a significantly positive relationship with ustomer satisfaction from e-

banking services.
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4.5.6 Hypothesis

Null Hypothesis: The Factor “CONTENTS of e-bankisgrvices” is not having a
significant positive relationship with customeristatction from e-banking services.
Alternate Hypothesis: The Factor “CONTENTS of edoag services” has a

significant positive relationship with customeristtction from e-banking services

Table No. 4.38 Correlations Contents of e-bankingesvices

Overall Rank For Factor-6
“Contents”
Overall Satisfaction (Pearson Correlation .041
Customer From e-bankilgjg. (2-tajled) 342
Services N 550

The above table shows that the correlation caledldty Karl Pearson method is
0.041, which indicates the positive relationshipoam the factor Contents of e-
banking services and satisfaction of customers ftdsva-banking services provided
by banks.

Table No. 4.39 ANOVA Contents of e-banking services

Overall Satisfaction of Customer From e-bankingvigess

Sum of

Squares df Mean Squar F Sig.
Between Groups 4.326 4 1.081 1.561 .008
Within Groups 377.449 545 .693
Total 381.775 549

The ANOVA table shows that the correlation is siigaint at 1% level (sig. <0.01).
This indicates that at a confidence level of 99% AINOVA test proves that there is
sufficient evidence to reject the null hypothesis

Hence the null hypothesis is rejected.
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Thus it can be inferred that The Factor “Contentsf @-banking services” has a

significant positive relationship with customer ssftaction from e-banking services.
4.5.7 Hypothesis
Null Hypothesis: The Factor “SPEED of e-bankingvgms” is not having a

significant positive relationship with customeristtction from e-banking services.

Alternate Hypothesis: The Factor “SPEED of e-bagkservices” has a significant

positive relationship with customer satisfactioonfre-banking services

Table No. 4.40 Correlations Speed of e-banking saces

Overall Rank For Factor7
“Speed”
Overall Satisfaction (¢Pearson Correlation .029
Customer From e-banki Sig. (2-tailed) 497
Services
N 550

The above table shows that the correlation caledldty Karl Pearson method is
0.029, which indicates the positive relationshipoamthe factor Speed of e-banking
services and satisfaction of customers toward &ihgrservices provided by banks.

Table No. 4.41 ANOVA Speed of e-banking services

Overall Satisfaction of Customer From e-bankingvigess

Sum of Squarg Df |Mean Squar F Sig.
Between Group 29.270 5 5.854 9.034 .000
Within Groups 352.504 544 .648
Total 381.775 549

The ANOVA table shows that the correlation is sigant at 1% level (sig. <0.01).
This indicates that at a confidence level of 99% ANOVA test proves that there is
sufficient evidence to reject the null hypothesis

Hence the null hypothesis is rejected.
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Thus it can be inferred that The Factor “Speed ofbanking services” has a

significant positive relationship with customer ssftaction from e-banking services.

4.5.8 Hypothesis
Null Hypothesis: The Factor “FEES & CHARGES of Enkimng services” is not
having a significant positive relationship with tarser satisfaction from e-banking

services.

Alternate Hypothesis: The Factor “FEES & CHARGESedbanking services” has a

significant positive relationship with customeristtction from e-banking services

Table No. 4.42 Correlations Fees and Charges of edfiking services

Overall Rank For Factor-8

“Fees & Charges”

Overall Satisfaction of Pearson Correlation 1917

Customer  From e gjg. (2-tailed) .000
banking Services

N 550

** Correlation is significant at the 0.01 leveH@iled).

The above table shows that the correlation caledldty Karl Pearson method is
0.191, which indicates the positive relationshippamthe factor Fees & charges of e-
banking services and satisfaction of customers ridwebanking services provided by

banks.

Table No. 4.43 ANOVA Fees and Charges of e-bankirsgrvices

Overall Satisfaction of Customer From e-bankingviges

Sum of Square| df |Mean Squar F Sig.
Between Group 17.701 4 4.425 6.625 .000
Within Groups 364.073 545 .668
Total 381.775 549
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The ANOVA table shows that the correlation is siigaint at 1% level (sig. <0.01).
This indicates that at a confidence level of 99%& ANOVA test proves that there is

sufficient evidence to reject the null hypothesis

Hence the null hypothesis is rejected.

Thus it can be inferred that The Factor “Fees & cinges of e-banking services” has
a significant positive relationship with customerassfaction from e-banking

services.

4.5.9 Hypothesis
Null Hypothesis: There will be no significant diféace in the satisfaction level of the
customers for e-banking services who have theiowatcin Public sector banks and

who have an account in a private bagk: 0. (where, (4= fa-1b)

Alternate Hypothesis: There will be a significaiffetence in the satisfaction level of

the customers for e-banking services who have #mount in Public sector banks

and who have an account in a private bagk0. Where, (4= ta-Lb)
Where;
L4 1S mean score of 5 points Likert scale of the apinby customers having an

account in Public Sector Bank regarding customisfaation for e-banking

/b 1S mean score of 5 points Likert scale of the apinby customers having an

account in Private Sector Bank regarding custoragsfaction for e-banking
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Table No. 4.44 Respondents’ Opinion Regardinatisfaction Level For e-

banking Services

Statement Options and Rating| No. of respondentsNo. of respondents
Having account in | Having account in
Public Sector Private Sector
Bank Bank
N % N %

Overall Strongly Agree — 5 48 12.5C 46 27.7

Satisfaction of  "aqree 4 164 | 42700 46 27.71
Customer

banking Disagree — 2 16 04.16 02 01.2

Services Strongly Disagree -1 06 01.56 00 00.¢

Total 384 100.0 166 100.0

Above table presents results pertaining that thisfaation level of the e-banking

facility by comparing public sector banks and ptévaector banks. Moreover, here we

found that the respondents mostly have an accouthtei public sector bank, i.e. out

of 550 respondents 384 are having an account dicpsdrtor bank, and remaining

166 are at private or other banks. However, odhe$e, we found that 55.20% of the

customers of public sector bank are satisfied witieir e-banking services as

compared to 55.42% customers are satisfied withrddbg services of Private Bank,

which seems to be quite similar. However, disagesgnpercentage is higher in the

public sector bank, which is 5.66% as comparedit@fe sector bank, i.e. 1.2%.

Table No. 4.45 Descriptive Statistics For Hypothesi

Overall Public Sector Bank Private Sector The The
Satisfaction (N=30) Bank (N=30) | difference| relationship
of Customer in means exists in
From e-| Mean Std. Mean Std. (U1-p2) Means
banking (u1) | Deviation | (u2) | Deviation
Services

3.60 | 0.81 3.81| 0.85 -0.21 pulzu2

Here the researcher gives a score to each optiam Irto 5 on five-point Likert scale,

lower for disagreement and higher score for agre¢iioe the confidence level. After

taking the mean of all the opinions, we found ttwaitpublic sector bank the mean
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score is 3.60 and for private sector banks thefaation regarding the e-banking is
higher which is 3.81, which difference is -0.21danis higher than value zero. This
will provide the strong sense that the satisfactewel of the customer regarding the
use of e-banking services from the public sectoikbend private sector bank has a

difference. So here it can be found thgt O (Where 1y4= f&-14)

For testing the hypothesis for significance, theesgcher use@hi-Square Teststo
test hypotheses about population means and thisasndependent samples with the
goodness of fiChi-Square Tests

By using the goodness of f@hi-Square Testswith Sample-1 n = 384 and sample-
2n=166, the following results were obtained,

Chi-Square Tests

Value df Asymp. Sig. (2-sided)
Pearson Chi-Square 28.75% 4 .000
Likelihood Ratio 30.257 4 .000
Linear-by-Linear Association 7.712 1 .005
N of Valid Cases 550

a. Two cells (20.0%) have expected count less thafh®. minimum expected
count is 1.81.
b. At 95% Level of Confidence

The application of Chi-square test found that thkwdated value of Chi-square is
28.751, which is higher than the Chi-square tabdlatalue for 4df 4 and 95% level
of confidence, i.e. 0.711. Also the p-value = 0.0@tich is lower than 0.05 at 95%
confidence level (p-valu®.05). So we found the overwhelming evidence teatghe

null hypothesis.

It depicts thathere will be a significant difference in the sataction level of the
customers for e-banking services who have their@aat in Publics sector bank and
who have an account in a private bank

Hence, the null hypothesis is rejected
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CHAPTER 5
FINDINGS

FINDINGS
The findings of the study related to the satistacif the customer about e-banking

services are mentioned below.

5.1 DEMOGRAPHIC ANALYSIS

5.1.1 Gender

The respondents who were analyzed for the studynare males, around 75.6% and
the remaining 24.4% are females. Out of the nurobpersons who visited the banks

are mostly males so that the maximum numbers oésrale responded for the study.

5.1.2 Marital Status

Out of a total of 550 respondents, 49.5% of respotsl are married, and the
remaining 50.5% are unmarried. Here it is foundt tthee young people, mostly
students, form the dominant group among the respgadhose are unmarried. The
maximum numbers of students and young professioma®e their account in the

banks, and they prefer the e-banking services also.

5.1.3 Age

The study shows that out of all respondents, 4@&fé4inder the young age group, i.e.
below 25 years, and 29.1% of respondents are iraffeegroup between 26 to 35
years. Remaining 14.2% are between 36 to 45 yaatspnly 7.2% of respondents’

age is more than 45 years. In the banks, the frege of the young people falling

under the age group of the 35 years are more. dtsis found that the young and
middle-aged people mostly do the banking transastiand this age group regularly

does the use of e-banking.
5.1.4 Education Status

Out of total respondents, 60.4% are undergraduef% have completed their

graduation, and 10.2% are postgraduates and rergalas other education. Out of
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550 respondents’ maximum are well qualified, arat thill help them to get the aid

of e-banking services.

5.1.5 Occupation
Out of the total respondents, 22.2% are studerdshane no income. A significant
group of respondents are salaried persons, andafeeworking in different private

and government firms (60.0%). Moreover, the 8.4%usftomers have a business.

5.1.6 Income Level

The critical component of the demographic profifer@spondents is gross monthly
income. The monthly income of respondents to useman times banking services
which acts to be a trigger for availing e-bankiregveces. The majority (34.5%)
respondents earn up-to Rs. 10,000 per month winilg ©.8% of respondents earn
above Rs.50000 monthly. The percentage of respémidam do not earn is 29.8%

they get the savings from another person in tlailfy, and they are mostly students.

5.1.7 Bank Details: Type of Bank

During the study, we had contacted people fromediffit areas of Nashik city and
collected data from those who are account holdees marticular bank. The various
banks used by respondents are divided into fowggoates, i.e. private bank, public
sector bank, foreign bank and cooperative bankoMa[69.8%) of the respondents
have their bank account in public banks, while 26 & respondents have their bank
account in private banks. Only 0.7% of responddrage their bank account in
foreign banks, and only 2.9% of respondents hae#& thank account in cooperative

banks.

5.1.8 Type of e-banking Services used

Here we found that all 550 respondents use the AaM. As the table shows a good
number of customers (48.2%, i.e. 215) use intebaetking, meanwhile for one or
more work-related to any banking transactions, tipeyo the internet facility. Only
1.8% of customers use mobile banking which is ilessumber. Here the DEBIT and
CREDIT card is used through the internet.

Means we are considering all these three facilitieder e-banking
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5.1.9 Since how many years’ respondents are usingete-banking services

In this study, the respondents are bank accountehsl and a suitable group is using
the e-banking services; now there is an importamgtto ask how long they have
been using e-banking services. The results weted$d% of respondents are using
their e-banking services since last two years, evB#.2% of respondents are using
since 3-5 years. 15.6% of respondents are usirankiig services of the bank from
the last 5-10 years, and only 1.8% is using theseces from the last ten years and

above.

5.2 Factor Analysis

Total eight factors are derived from the factorlgsia, which is as follows

Factor 1: ACCESSIBILITY
Factor 2: CONVENIENCE
Factor 3: PRIVACY
Factor 4: SECURITY
Factor 5: DESIGN

Factor 6: CONTENTS
Factor 7: SPEED

Factor 8: FEES & CHARGES

5.2.1 Factor 1: ACCESSIBILITY
In this factor, 14 statements are combined, whretrelated to the accessibility of the

e-banking services provided by the banks.
5.2.2 Factor 2: CONVENIENCE

In this factor, seven statements are combined, whie related to the convenience of

the various e-banking services provided by the bank
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5.2.3 Factor 3: PRIVACY
In this factor, 7 statements are combined whichral&ed to the privacy issues and

availability of such facilities in e-banking sergg

5.2.4 Factor 4: SECURITY
Security is one of the most critical factors fouamttl categorized the seven variables
in this factor, which includes. Customers are fatiswith the security system of the

e-banking service providers.

5.2.5 Factor 5: DESIGN
The design factor is determined through the vaembf different statements asked the
customers. It includes six statements which resentié design aspects of the e-

banking portal.

5.2.6 Factor 6: CONTENTS

This factor is determined by factor analysis whidmbines the variables which are
related to the content of the user-interface amdsiystem of e-banking. This factor
contains the seven variables which are based owattieus aspects of the content of

the facility of e-banking.

5.2.7 Factor 7: SPEED
One of the essential attributes of the e-bankingpesed. The content which is related
to the speed of these services is combined withtrdnesactions of the e-banking

services provided by the bank, in which eight @ga are included.

5.2.8 Factor 8: FEES AND CHARGES

The economic and financial aspects are very crdiciadvery kind of services. So the
issues in the e-banking services are related & e different statements which are
related to financial aspects are combined underfdlotor fees. It includes eight

statements.
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Table No. 5.1 Comparison between Factors Regardirfgatisfaction and

Importance

Factor Factor Name Average of Mean Rank
No. Score

1 Accessibility 4.04 2
2 Convenience 3.98 5
3 Privacy 4.08 1
4 Security 3.96 6
5 Design 3.92 7
6 Contents 4.02 3
7 Speed 4.00 4
8 Fees & Charges 3.91 8

From Table, it can be inferred that when considgtire satisfaction level of the bank
account holder regarding the e-banking serviceviged by the banks, there are
different factors responsible for customer sattsb@c Among the factors, the most
crucial factor where people are more satisfied lmamferred from the average mean
score of all variables included in a particulartéac From that score, we will give

ranks, the first rank for the highest score ofs$attion and then in descending order

rank gets lowered. The table shows that peoplerarst satisfied with the privacy

factor of e-banking and least satisfied with thesfef e-banking.

So it is necessary to think the bank about the tédbe e-banking services so this

factor satisfaction can be improved more.

5.3 Hypothesis Testing

At the actual findings of the study, there is vaddypothesis derived for satisfying
the objectives of the research, which is mentiangtle following table.

132




Table No. 5.2 Demographics Hypothesis Testing

The decision
Hypothesis P-Value regarding the
Null Hypothesis
There is a significant relationship between the
Gender of the customers and their satisfact 0.588 Accepted
from e-banking services
There is a significant relationship betwedarital
status of the customers and their satisfaction from 0.223 Accepted
e-banking services
There is a significant relationship between fge
of the customers and their satisfaction from| e- 0.016 Rejected
banking services
There is a significant relationship between
Education qualification of the customers and their 0.001 Rejected
satisfaction from e-banking services
There is a significant relationship between the
Occupation of the customers and their satisfactjon 0.024 Rejected
from e-banking services
There is a significant relationship betwedanthly
income of the customers and their satisfaction from 0.019 Rejected
e-banking services
There is a significant relationship betwekype of
bank where the customers having an account |and0.000 Rejected
their satisfaction from e-banking services
There is a significant difference in the satistact
level of the customers for e-banking services who
have their account in Publics sector bank and who0.000 Rejected

have an account in a private bapk.# 0. (where,

Ha= [h-Lb)
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Table No. 5.3 Factors affecting e-banking servicé$ypothesis Testing

Karl Pearson ;g:r(i?:;siﬁz
Hypothesis Method& NUIl

ANOVA Hypothesis
The Factor, “Accessibility of e-banking serviceg”,
has a significant positive relationship with cusesin ~ 0.158 Rejected
satisfaction from e-banking services
The Factor, “Convenience of e-banking services”,
has a significant positive relationship with cusesmm  0.163 Rejected
satisfaction from e-banking services
The FactorPRIVACY of e-banking service! has
a significant positive relationship with customer 0.104 Rejected
satisfaction from e-banking services
The Factor“"SECURITY of e-banking services’
has a significant positive relationship with cusesmm  0.196 Rejected
satisfaction from e-banking services
The FactorDESIGN of e-banking services’ has a
significant positive relationship with customer -0.025 Accepted
satisfaction from e-banking services
The Factor*CONTENTS of e-banking service?
has a significant positive relationship with cusesmn ~ 0.041 Rejected
satisfaction from e-banking services
The Factor*SPEED of e-banking services’ has a
significant positive relationship with customer 0.029 Rejected
satisfaction from e-banking services
The Factor'FEES & CHARGES of e-banking”
services” has a significant positive relationshighw 0.191 Rejected

customer satisfaction from e-banking services
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Table No. 5.4 Overall Hypothesis Testing

Sr. Hypothesis Questions Findings

No.

1 There is not anyl. You are| It shows there is a slight
significant satisfied with| difference in the satisfaction level
relationship between the e-banking of the male and female. The
gender of the services females’ satisfaction percentages
customers and overall provided by| are 55.22%, and male satisfaction
satisfaction from et your bank percentages are 55.28%. It shows
banking services there are minor differences in the

2. What is your satisfaction level.

gender

Depicts that there is no
significant  relationship  and
association between gender pf
the customers and overall
satisfaction of customer from e-
banking services
Hence, the null hypothesis is
failed to reject

2 There is not anyl. You arel There is a difference in the
significant satisfied with| satisfaction level of the marrigd
relationship between the e-banking and unmarried. The married
the marital status gf  services youy people satisfaction percentages
the customers and used which are 58.82% and unmarried people
overall satisfactior have been satisfaction  percentages are
frome-banking provided byl 51.79%. It shows there afe
services your bank differences in the satisfaction

level.
2. What is your

Marital Status| Depicts that there is no
significant  relationship  and
association between the marital
status of the customers and
overall satisfaction of customer
from e-banking services.
Hence, the null hypothesis is
failed to reject

3 There is not anyl. You arel The AGE GROUPS up to 25
significant satisfied with| years and older people of the jge
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Sr.
No.

Hypothesis

Questions

Findings

relationship betwee
the age of
customers and overg

satisfaction from et

banking services.

the

=)

the e-banking
services
provided
your bank

by

What is your
Age

group above 45 years have| a
higher percentage of
dissatisfaction experience. For
example, in AGE GROUP up to
25 years, around 5.63% of
customers rated dissatisfactipn
related e-banking and 9.78%
customers of above 45 years feel
dissatisfaction of e-banking
services. This shows that there| is
a relationship between the age
group of the customers and the
satisfaction level of the e-banking
users

Depicts thathere is a significant
relationship between the age of
the customers and overall
satisfaction of customer from e
banking services.

Hence, the null hypothesis i
rejected.

[72)

There is not
significant

relationship betwee
the educatior
gualification of the

customers and overa

an

satisfaction from et

banking services.

y 1.

You are
satisfied with
the e-banking
services
provided
your bank

by

What is your
education

There is a relationship between
the age group of the customers
and the satisfaction level of the |e-
banking users.

Depicts thathere is a significant
relationship between education
gualification of the customers
and overall satisfaction of
customer from e-banking
services

Hence, the null hypothesis i
rejected

W

There is not
significant

relationship betwee

an

-

the occupation of th

D

y 1.

You are
satisfied with
the e-banking

services

The agreement percentage toward
satisfaction is varied, the students
are more satisfied with the e-
banking services (around 88%),
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Sr. Hypothesis Questions Findings
No.
customers and overgll  provided by| and it is lower for salaried people
satisfaction from et your bank which  satisfaction level is
banking services 55.15%. This shows that there|is
2. Write your| a relationship between the age
occupation | group of the customers and the
satisfaction level of the e-banking
users.

Depicts thatthere is a
significant relationship between
the occupation of the customers
and overall satisfaction of
customer from e-banking
services
Hence, the null hypothesis is
rejected

6 There is not anyl. You are| There is a positive impact an
significant satisfied with| monthly  income on the
relationship between the e-banking satisfaction level. As the study
the monthly income services you shows the agreement percentage
of the customers and used provided toward satisfaction is increased |as
overall  satisfactior by your bank | the monthly income of the
from e-banking respondents’ increases, and dis-
services. 2. What is your agreement reduces.

monthly

income Depicts thatthere is a
significant relationship between
the monthly income of the
customers and overall
satisfaction of customer from e-
banking services
Hence, the null hypothesis is
rejected

7 There is not anyl. You are| It is found that there is a positive
significant satisfied with| impact on the type of bank on the
relationship between the e-banking satisfaction level. As the study
the type of bank services shows that the disagreement
where the customers provided by| towards satisfaction of e-banking
are having an account your bank is very less or none in the Private
and overall sector, foreign and cooperative
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Sr. Hypothesis Questions Findings
No.
satisfaction from er2. In which typel banks. However, a particular
banking services. of bank do| percentage of dissatisfaction level
you have| found in Public sector banks’ e-
account banking services.

Depicts thatthere is a
significant relationship between
the type of bank where the
customers are having an account
and overall satisfaction of
customer from e-banking
services.

Hence, the null hypothesis is
rejected
8 The Factor] 1. Do you thinkl From the study, it can be
“Accessibility of e- the Factor inferred that The Factor
banking services”, is  “Accessibility | “Accessibility  of  e-banking
not having a of e-banking| services” has a significantly
significant  positive services” is| positive relationship with
relationship with responsible | customer satisfaction from e-
customer satisfaction  for  overall| banking services
from e-banking satisfaction
services. for using e-
banking
services
2. You are
satisfied with
the e-banking
services
provided by
your bank
9 The Factor] 1. Do you thinkl From the study, it can be
“Convenience of er the Factorn inferred that The  Factor
banking services”, is  “Conveniencel “Convenience of e-banking
not having a of e-banking| services” has a significant
significant  positive services” is| positive relationship with
relationship with responsible | customer satisfaction from e-
customer satisfaction  for  overall| banking services
from e-banking satisfaction
services. for using e-
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Sr. Hypothesis Questions Findings
No.
banking
services
You are
satisfied with
the e-banking
services
provided by
your bank
10 | The Factor 1. Do you thinkl From the study, it can be
‘PRIVACY of e- the Factorn inferred that The  Factor
banking services” is  “PRIVACY “privacy of e-banking services’
not having a of e-banking has a significant positive
significant  positive services” ig| relationship  with  customel
relationship with responsible | satisfaction from  e-banking
customer satisfaction  for  overall| services.
from e-banking satisfaction
services. for using e-
banking
services
You are
satisfied with
the e-banking
services
provided by
your bank
11 | The Factor 1. Do you thinkl From the study, it can be
“SECURITY of e- the Factorn inferred that The  Factor
banking services” i$  “SECURITY | “Security of e-banking services’
not having a of e-banking has a significant positive
significant  positive services” ig| relationship  with  customel
relationship with responsible | satisfaction from  e-banking
customer satisfaction  for  overall| services.
from e-banking satisfaction
services. for using e-
banking
services
You are

satisfied with
the e-banking
services
provided by
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Sr. Hypothesis Questions Findings
No.
your bank
12 | The Factor “DESIGN 1. Do you thinkl From the study, it can be
of e-banking services” the Factor inferred that The Factor “Design
is not having 8 “DESIGN of | of e-banking services” is not
significant  positive e-banking having a significant positive
relationship with services” ig| relationship  with  customel
customer satisfaction  responsible | satisfaction from e-banking
from e-banking for  overall| services
services. satisfaction
for using e-
banking
services
2. You are
satisfied with
the e-banking
services
provided by
your bank
13 | The Factor 1. Do you thinkl From the study, it can be
“CONTENTS of e- the Factorn inferred that The Factor
banking services” i$  “CONTENTS | “Contents of e-banking services
not having a of e-banking has a significant positive
significant  positive services” ig| relationship  with  customel
relationship with responsible | satisfaction from  e-banking
customer satisfaction  for  overall | services.
from e-banking satisfaction
services. for using e-
banking
services
2. You are
satisfied with
the e-banking
services
provided by
your bank
14 | The Factor “SPEED1. Do you thinkl From the study, it can be
of e-banking services  the Factor inferred that The Factor “Speed
is not having 8 “SPEED of e-| of e-banking services” has
significant  positive banking significant positive relationshig
relationship with services” is| with customer satisfaction fron
customer satisfaction  responsible | e-banking services.

o

I
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Sr.

No.

Hypothesis

Questions

Findings

from
services.

e-banking

for overall
satisfaction
for using e-
banking
services
You are
satisfied with
the e-banking
services
provided by
your bank

15

The Factor “FEES &
CHARGES of E-
banking services” is
not having a
significant  positive
relationship with
customer satisfactio
from e-banking
services.

. 1.

Do you think
the “FEES &
CHARGES
of E-banking
services” is
responsible
for overall
satisfaction
for using e-
banking
services

You are
satisfied with
the e-banking
services
provided by
your bank

From the study,
inferred that The Factor “Feeg
& charges of e-banking services
has a significant positive
relationship  with  customel
satisfaction from  e-banking
services

it can be

16

There will be ng
significant difference
in the satisfaction
level of the customer
for e-banking service
who have thei
account in Publics

sector bank and whp?2.

have an account in
private bank.zy = 0.

(Where, L= L4-Lb)

(22N )]

a

You are
satisfied with
the e-banking

services
provided by
your bank
In which type
of bank do
you have
account

Presents results pertaining that
satisfaction level of the e-bankir
facility by comparing publig
sector bank and private seci
bank. Moreover, here we four
that the respondents mostly hg
an account in the public sect
bank, i.e. out of 550 responder

384 are having an account |i

public sector bank, and remaini

166 are in private or other banks.

However, out of these, we four

the
¢

or
nd
ve

that 55.20% of the customers
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Sr.
No.

Hypothesis Questions

Findings

public sector bank are satisfi
with their e-banking services af
as compared 55.42% customer

satisfied with e-banking service

of Private Bank, which seems
be quite similar. Howeve
disagreement percentage is hig
in the public sector bank, which
5.66% as compared to priva
sector bank, i.e. 1.2%.

Depicts thatthere will be
a significant difference in the
satisfaction  level of the
customers for e-banking service
who have their account i
Publics sector bank and wh
have an account in a privats
bank
Hence, the null hypothesis i

°d
nd
are
2S
to
her
is
te

*S

[®)

1%

Y

rejected

It shows that out of 16 hypotheses drawn

relationship among the selected variables.

Only in the case of 3 hypotheses i.e.

1.

13 hymatheproves the significant

There is a significant relationship betwegender of the customers and

overall satisfaction from e-banking services

There is a significant relationship between itierital status of the customers

and overall satisfaction from e-banking services

The Factor“DESIGN of e-banking services” has a significant positive

relationship with customer satisfaction from e-dagkservices. The null

hypothesis is accepted means; it does not provestagonship between these

variables.
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This means these three factors are not that swggpant having effects with the

satisfaction level of the customer regarding e-bamkervices provided by banks.

All remaining null hypothesis are significantly eefed means there is significant

relationship exists.

5.4 Summary

In the end, it can be said that banks need to iwgprall the factors which are

responsible for achieving customer satisfactioraréipg e-banking services. Most of
the respondents are satisfied in e-banking senpoegded by the bank, but banks
need to highlight design, contents, security aradt@és of e-banking services. Most of
the banks do not update their website and techgologa more extended period

which creates discomfort to the e-banking userkbahks but majorly public sector

banks need to advance their technology with thetetnas per the customer
requirement. The discomfort regarding the use efygaspect of the e-banking portal
and services included will cause reduced satisfactievel of the customers.

Customers feel that it is better to go for convamdi banking rather than such modern

banking because finally, it is all their money dimdncial matter which is at stake.

So, for gaining complete satisfaction, banking setedbe more active in technology

with good security and more attractive custometrgefeatures.
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CHAPTER 6
CONCLUSION

Finally, it can be concluded that the IT technology in India is growing fast day by
day; people are making use of it in al walks of their life. It is used for various
purposes in the society from railway reservations to running any technological
products. The businesses all over are taking this opportunity to meet the growing
demands of the customers. The organizations are using such technologies to grow
business and to help the customers. In this respect, the financial institutions are
making use of such technologies for improving their services to improve customer

communication with customer relationship management.

The study proves that e-banking service is a significant milestone, and it plays a vital
role in customer satisfaction. The maximum number of users find e-banking services
beneficial and need of the era.

This study makes some valuable contributions to the banking industry in the view of
Customer Satisfaction related to e-banking Services in Public and Private Sector
Banks. The study identifies the existence of various factors which are responsible for
achieving customer satisfaction in the use of e-banking services. This study also
confirmed the various variables and factors which contribute toward the effectiveness
of customer satisfaction toward the use of e-banking. Also, the researcher has
recommended the most influencing and least influencing factors for customer

satisfaction regarding the use of e-banking services.

The survey confirms the various aspects to be implemented by the banks to achieve
the satisfaction of the use of e-banking services and try to attract the account holders

to use e-banking services more prominently.

This study confirms the significant relationship of demographic variables (sex, age,
occupation, income, educational qualifications and types of account) towards
customer satisfaction with e-banking practices in the public sector and private sector

banks. It further shows different identified factors like Accessibility, Convenience,
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PPrivacy, Security, Design, Content, Speed, fees of e-banking services which have a

positive relationship with customer satisfaction.

When comparing Public Sector banks with Private sector banks, it is found that Public
sector banks are at an advantage because they have a large number of branches and a
good number of customers as they serve all income group people and customers need
minimum amount for opening an account with them, but they lack in covering e-

banking services.

On the other hand, private sector banks are providing many services and facilities like
e-banking services to their customers for along time, targeting rich and higher group

people, but they have less number of customers.

The result is that Public sector banks are somewhat lacking in coverage of e-banking
services. However, they also have come up with all possibilities and facilities which
will help them shortly.

Secondly, the literacy rate also directly affects the use of e-banking services.
Therefore, it is required to provide al, desired knowledge, awareness sessions about

the benefits and uses of e-banking services.

Finally, the growing awareness of E-banking will benefit every individual immensely

and help the nation in al financial matters to reach the top of the world.

145



CHAPTER 7
RECOMMENDATIONS

Services at the banks need to be well managedcforting, which is an essential
thing to attract any customer towards the use lodging services. The bank should
manage the e-banking services in such a manneth@atustomer will get satisfied
and get more inclined towards e-banking and devégplty towards banks. By
personalizing messaging and services, customenmnare likely to develop faith and

respect for all the banking services.

The recommendations can be given based on thesinalythe results. To make the
working of the e-banking services, more effectileese suggestions can be

considered.

The study suggests the following aspects
1. Age has a significant relationship with custors&tisfaction, adult customers
are more reluctant to join new technology as theyaok possess the necessary
computer literacy to conduct it, so following segies should be applied by
banks
a) Bank should organize seminar and confereneduoate the customers
regarding the uses of online banking as well agldgvfaith and trust
among customers with regards to the security amehgy of their
accounts.
b) Banks should segment the market according éogagups and focus
on their needs and preferences.
C) The adult customer still has a notion thatmalbanking is not secure
for conducting financial operations; here, the sasitkould increase the

level of faith and trust.

2. Educational qualifications and occupation haggaificant relationship with
satisfaction; this suggests that banks need tosfoeare on their marketing
strategies. Financial literacy program in brancte¥geting a wide range of

customers across the socio-economic spectrum isvapef doing it.
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Monthly income has a significant relationshifthwe-banking in terms of
satisfaction; hereofficial training should be organized by the barfks
customers of all income groups at the time of apgr@n account in order to
increase customers’ awareness about e-banking th#re targeting onlfigh

touch customers and members.

Public sector banks should be more focused oltifanctional activities for
an online platform with traditional banking senscée.g. Fund transfer,
balance enquiry, etc.) through e-banking. The ptamnaf e-banking services
is mostly done through bank officials and by bankp®yers. Online
advertisement, T.V. and radio advertisement arsidered least favoured for

the promotion of e-banking among customers frombtneker perspective.

The security of transactions is critical in aftyancial matter so the bank

should take care with following recommendations

a) The bank should configure security systems fravalls of the
highest security with the level of protection actog to customer
requirements.

b) The bank should increase its ability to contmatl manage the various
risks inherent of e-transaction activity. Banksdbdamplement more
security to minimize risk and Increase customeheautication such as
personal identification number, audit trail for tin@nsaction.

C) The bank executive who has been taking carkeoétbanking services
need to verify all the transactions for the seguat the customer’s
account.

d) The bank must develop trust among customers ttie bank will
compensate for the losses due to security reasatisfying with a
security system.

e) Using biometrics such as voice identification aryeé scanning to be

implemented to increase security.

The design and content aspects of the usafdneefor e-banking should be

appropriately designed with all specified conteatsd should be easy to
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10.

11.

12.

handle. It should be user friendly and critical wof banking like financial

transaction, statements and changing of passwoilti®evdone in the most
non-complicated way. Some of the banks in the pud®ictor should do some
modification in the design aspects of e-bankingrifiaice as it has a lower

satisfaction score.

The banker should reduce the cumbersome fareslior getting internet
banking facility and Individualized interactions seal on customer

communication preferences.

There is a need of thinking about the chargksrt by the bank for the use of
E-banking services which will help boost of custoshé&aith on the e-banking
services, its use and they can avail these sermaes. A higher number of

customers will also get attracted towards thesés.

The study identifies the areas of improvemaititich is required to increase

the level of customer satisfaction towards E-bagldervices in Nashik city.

Here study recommended that for increasireg afsthe e-banking services,
there is need for more awareness to be created aHmanking facility to the
customer, which increases adoption level throughinenease in customer

satisfaction.

The Bank should try to improve the suggesaetbfs for customer satisfaction
from this study, like design aspects, then it walhd the customer to use e-

banking services.

Finally, this study provides good literature lmanking services, especially e-
banking service, which will enable researchers doadademic and dynamic

research in the future.

SCOPE FOR FURTHER STUDY

Further study can be carried out by analyzing tktere of use technology products

through the perception of customers; they also $peeific problems in operating or
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using the services for their transactions whichessitates a study on the nature of the
problems faced by the users; a comparative stusly ehn be carried out between
different types of banks in order to get more kremge on the area where the
concentration is needed to provide efficient serviend face the competition
effectively; Perception of the customers not usithg Information Technology
products offered by the banks may also be studiedhtierstand the opinion of the
Customers about the utility of the services.

SCOPE & LIMITATION
The scope of the study in terms of location cowerlly Nashik City .

Relevance, Justification & likely benefit

This study is useful to give the proper insighbintistomer satisfaction and its related
strategies and policies which are practices by rfeximum number of private
financial institutions. The analysis in the resbaralso addresses the ground
difficulties of the private and public financialstitutions which examine the present e
saving money situation in the region. Not only avisg but also for the overall

guality improvement and sustainable developmethi@banking system.

Limitations of the study:

° This exploration study is time-bound, and becausthis lone, a couple of
parts of the issue will be taken up for considerati

) This research study was taken in a limited areg @re¢. Nashik City), and
findings may vary if the area of study is changed.

° Some of the respondents may be biased in theionsgg, and as such, the
analysis and conclusion based on it could varyptoesextent.

) A portion of the conclusions additionally relies optional information. To
the degree this information is reliable, the cosidno is considered as

substantial.
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Reliability and validity
Legitimacy alludes to a circumstance when confiemdnstrates that the discoveries
are sensible. The examination is not viewed adiegie if the specialist misjudged
the appropriate responses of the respondentsloe espondents did not comprehend
the inquiries. The respondents can also be infle@rxy factors out of researcher's
control, such as technical factors, time and mdde results of this survey could be
influenced by the situation the respondents as toeyd have felt tired to precisely
fill the overview. Also, it is led in English diade which is not their native language.
Be that as it may, vital advances were taken tp ataay from vulnerability and make
clearness:
1. Nothing had been changed in a questionnaire duhagtime answers were
collected or later;
Special instructions were sent to respondentsdeige additional guidance;
3. Questions were made based on theories discussedewious chapters to

ensure validity.

For example, respondents were informed about the @f the questionnaire and all
guestions raised by them were answered in a pro@teersation via social network.
Amid the plan procedure, it was chosen to keeprtgeiries straightforward and stay
away from open inquiries with the goal that thepmwients would effectively

comprehend the inquiries. Secrecy was guarante#d thwe goal that respondents

would feel good while feeling the questionnaire.
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QUESTIONNAIRE

It gives me immense pleasure to welcome you as adnie respondents in an

innovative based study dAn Analytical Study of Customer Satisfaction Relatd
To e-banking Services In Select Public and Privat&ector Banks In Nashik”.

Kindly spare some of your valuable time to fill theg enclosed set of questionnaires.
The purpose of the questionnaires is to colleca @dad information regarding your

satisfaction with e-banking services offered by rybanks.Note Kindly answer to

every question carefully. The data and informatpyovided by you will be kept

strictly confidential and used for the said purposgy.

Profile of the Respondent:

Name
Gender Male / Female

Marital Status Unmarried / Married
Age in years

Professional

Occupation
Monthly income Rs.
Residing area

Bank Name

Duration of using e-banking
Awareness of e-banking services  ATM / Internet Bagk Mobile Banking

PART- | ACCESSIBILITY
E-banking services allow easy access to recenhitarical transactions.
Strongly agred  Agre¢ Neutral Disagree Stronglygtisa

Educational Qualifications Under graduate / Graduate / Post graduate /

Customers can access to the details of bank chatgtsls on funds transfer betwe
accounts, information on interest rates, foreigechaxge rates, contact details

en
for

=

complaints, frequently asked questions page, intiaddto the availability of searc
engine.
Strongly agree | Agree | Neutral | Disagree |  Stronglyglse

E-banking service practices involve consistencgesformance and dependability
Strongly agree | Agree | Neutral | Disagree |  Stronglygtisa

Employees of e-banking services possess the regskils and knowledge.

Strongly Agree Neutral Disagree Strongly disagree
agree
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Politeness, respect, consideration and friendlinéssntact personnel

Strongly Agree | Neutral Disagree Strongly disagree
agree

Quick response and the ability to get help if tHera problem or question.
Strongly Agree | Neutral Disagree Strongly disagree
agree

Provision of caring and individualized attention ¢astomers provided by ca
centres or web administrators

Strongly Agree | Neutral Disagree Strongly disagree
agree

e-banking system takes care of the users, and sugdgernatives for them to
complete their transactions within the closure Bonrcase of urgent needs

Strongly agree Agree Neutral Disagree | Stronglygisa

E-banks provide a data recovery system for unimpéed transactions in case |of
power failure.

Strongly agree | Agree| Neutral| Disagre¢  Stronglygiisa

e-banking service providers are making an effortriderstand the customer’s needs

Strongly agree | Agreel Neutra] Disagrde  Stronglygtse

Banks provide 24 hours of e-based monitoring ast&sce for e-banking service

\"2)

Strongly agree | Agred Neutrdl Disagrge  Stronglygtise

E-banking has more interpersonal interaction witeteamers throughout the service
delivery process, which may avoid miscommunicatibesveen the users and the
service providers.

Strongly agree Agree Neutral Disagree ‘ Stronglygisa

E-banks provide help-desk services and online fegjfities, and customer service
officers are friendly when addressing complaints.

Strongly agree Agree Neutral Disagree | Stronglygisa

E-banking provides customer feedback services.

Strongly Agree | Neutral | Disagree| Strongly disagree
agree
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PART- I

CONVENIENCE

Customers can access e-banking services anytimamgmehere.

Strongly
agree

Agree

Neutral

Disagree

Strongly disagree

There is no queue while using e-banking services.

Strongly
agree

Agree

Neutral

Disagree

Strongly disagree

e-banking services save time as compared to convnahbanking

Strongly
agree

Agree

Neutral

Disagree

Strongly disagree

E-banking transaction is easy to use.

Strongly
agree

Agree

Neutral

Disagree

Strongly disagree

E-banking services are user friendly.

Strongly
agree

Agree

Neutral

Disagree

Strongly disagree

E-banking service facilities ensure access to tiseunt when abroad.

Strongly
agree

Agree

Neutral

Disagree

Strongly disagree

E-banks spend a great deal of time and money fareldping e-banking

functionality to allow customers an easy and corer@nvay to manage their mone|
Strongly agree Agree Neutral Disagree{ Stronglygtsa
PART- IlI PRIVACY

Confidential information is delivered safely frorariks to customers.

Strongly Neutral

agree

Agree Disagree| Strongly disagree

The consent of customers the financial informatisn not passed to othg
organizations.

A1

Strongly agree Agree| Neutral Disagreefe Stronglygisa
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Third parties are not able to assess customegsdial details.

Strongly Agree | Neutral | Disagree| Strongly disagree
agree

E-banks keep customers information private andidenfial.

Strongly Agree| Neutral | Disagree| Strongly disagree
agree

E-banks ensure the protection of personal informnatrisk of fraud and financial
losses.

Strongly agree | Agre¢ Neutrdl Disagree Stronglygtisa

Customers trust that their banks are more conceahedt privacy issues.

Strongly agree  Agree Neutral Disagree Stronglygtisa

Privacy factor influences the adoption of e-banlsegvices.

Strongly Agree| Neutral | Disagree| Strongly disagree
agree

PART- IV SECURITY

Customers are satisfied with the security systeth@f-banking service providers.

Strongly agree| Agree Neutral Disagree Stronglygtisa

Banks consider security as the most critical isfuebanking practices.

Strongly agred Agre¢ Neutral Disagree Stronglygtisa

E-banking users have freedom from danger, riskdaudbt about security.

Strongly agree Agree Neutral Disagree Stronglygiisa

The banking infrastructure is reliable in corregtiarroneous transactions of |e-

banking.

Strongly agree | Agred Neutrdl Disagree  Stronglyglise

Banks will compensate for any losses due to secrgéson or infringements.

Strongly agree| Agreé¢ Neutral Disagree Stronglygtisa

E-banking users perceive that his banking detaisacure and no one can acces

Strongly agree | Agree| Neutra] Disagree  Stronglygtisa
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The security factor is a prime factor for the admpbf e-banking services.

Strongly Agree | Neutral | Disagree| Strongly disagree
agree

PART-V DESIGN

Ergonomic visual layout is particularly important using e-banking services.

Strongly agree| Agre¢ Neutral Disagree Stronglygtise

E-banking service medium has an attractive scragyut and design.

Strongly Agree| Neutral| Disagree| Strongly disagree
agree

E-banking service medium has flashy graphics atsbc@onfiguration.

Strongly agred  AgreeNeutral | Disagre¢ Strongly disagree

The design with appropriate use of the graphical ugerface is also considered
an essential determinant for using e-banking sesvic

as

Strongly agree | Agree| Neutra| Disagree  Stronglygiisa

The design is keeping customers informed in a lagguhey can understand.

Strongly agree| Agree Neutral Disagree Stronglygtisa

E-banking involves the correct technical functi@niand accuracy of servig
promised.

Strongly agree | Agree Neutrdl Disagree Stronglygtisa

PART- VI CONTENT

E-banks provide clear, understandable and straigiird guidance screen.

Strongly Agree | Neutral | Disagree| Strongly disagree
agree

E-banks provides the appropriate information touber’'s purposes.

Strongly Agree| Neutral| Disagree| Strongly disagree

agree
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Information credibility affects the acceptance dfanking.

Strongly Agree| Neutral | Disagree| Strongly disagree

agree

Up-to-date contents of information largely influertbe adoption of e-banking.

Strongly agree| Agre¢ Neutral Disagree Stronglyglisa

E-banking services are upgraded compared to whey finst started using th
services.

D

Strongly agree | Agred Neutrdl Disagree Stronglygtisa

Appealing aesthetic content hasa positive impacittracting potential customers.

Strongly agree| Agree Neutrdl Disagrée Stronglyglisa

Provides graphics and text on the e-banking medianperform transaction
efficiently.

Strongly agree| Agree Neutral Disagree Stronglygtisa

PART-VII SPEED

Speed of e-transactions flow is critical to useis&action

Strongly Agree| Neutral | Disagree| Strongly disagree
agree

E-banking service medium is not a frequent connadtreakdown.

Strongly Agree | Neutral| Disagree| Strongly disagree
agree

Easy to navigate the medium due to smooth speed.

Strongly Agree | Neutral | Disagree| Strongly disagree
agree

Transition is efficient with no waiting time.

Strongly Agree | Neutral | Disagree| Strongly disagree
agree
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Response speed to the complaint is satisfactory.

Strongly Agree | Neutral | Disagree| Strongly disagree
agree

Speed of e-transactions flow is faster than tradéi banking channels.

Strongly agred  AgreeNeutral | Disagree| Strongly disagree

Customers are highly satisfied with Promptnes$iefdelivery of e-banking service

Strongly agree | Agre¢ Neutrdl Disagree Stronglygtisa

PART-VIII FEES AND CHARGES

The willingness of employees to provide prompt aliag services.

Strongly Agree | Neutral | Disagree| Strongly disagree
agree

Fees are essential attributes to decide using lefizaaystem.

Strongly agree] Agre¢ Neutral Disagree Stronglygtisa

E-banks provides convenience and flexibility abaedr cost than traditional bran¢
banking

Strongly agree | Agreql Neutra] Disagrde  Stronglygtisa

Price of service fees is acceptable.

Strongly Agree | Neutral | Disagree| Strongly disagree
agree

E-banks charge with the negligible annual fee.

Strongly Agree| Neutral | Disagree| Strongly disagree
agree

Customers will continue services even if the bamkrges a high annual fee.

Strongly agreg Agree | Neutral| Disagree| Strongly disagree

Efficient and speedy e-banking transaction withdotansaction cost.

Strongly agreg Agree | Neutral | Disagree| Strongly disagree
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Compared to other banks, your bank offers attractervice costs.

Strongly agree Agree Neutral Disagree Stronglygtise

Compared to other banks, your bank provides mee$ervices.

Strongly Agree | Neutral | Disagree| Strongly disagree
agree
Thanks for your valuable time. Respondent Sigeatu
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