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Abstract: 

The advent of technology has led to the evolution of E-Banking services in the Banking arena. The 

coming up of the Foreign Banks and Private Banks has increased the competition in many folds. Due 

to this the Banks have started making their E-Banking portals according to the needs of the customers 

as much as possible. Internet banking is a subject receiving great attention in the banking industry and 

the regulatory body. As with other areas of e-commerce, discussions about Internet banking often 

proceed without reference to the actual state of market developments. This research describes the 

current state of Internet banking and discusses its implications for the banking industry. In today’s 

scenario most of banks offer Banking through the Electronic medium such as Internet, Mobile 

Banking as their distribution channels whereas a decade ago, all of this banks were generally offering 

their services only through the traditional way. Internet banking impact on consolidation in the 

banking industry is uncertain. The economics of Internet banking may favor large institutions, either 

because of economies of scale and scope, or because of the need to advertise heavily and large capital 

investments. This research presents the related technology, security issues and data, drawn from a 

primary survey of some highly reputed banks that offers Internet banking facilities, on the products 

and services they offer. In addition to that, it investigates the profile of banks that offer Internet 

banking, using statistical analysis, relative to other banks with respect to profitability, cost efficiency, 

and other characteristics. The major tool for the data collection was a questionnaire. The study 

established that there was a significant positive relationship between Internet banking and customer 

satisfaction which is consistent with the findings. 

Key words: E- commerce, banking, technology, security issues, profitability, cost efficiency and 

customer satisfaction. 
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Introduction 

Banking industry is the leading business industry in the development of E- Business, since unlike 

most other industries that still involve traditional transportation of physical goods, banks deliver their 

service through internet (stone man, 2000). I- Banking eliminates physical and geographical 

boundaries and limitations of banking services. Banking over the Internet has attracted the customers 

and increasing attention since the late 1990’s from banks, brokerage houses and insurance companies, 

as well as the business press, regulators, and law makers all over the world. This attention has been 

due, in part, to the rapid and significant growth in electronic commerce (e-commerce) and to the 

notion that electronic banking and payments are likely to advance more or less in tandem with e-

commerce. Industry analyses outlining the potential impact of Internet banking on cost savings, 

revenue growth, and increased customer convenience have generated considerable interest and 

speculation. Public policy issues emerging with the development of Internet banking are themselves 

generating increased attention, from banking regulators and other government officials. Online 

banking is the newest delivery channel for retail banking services. Online banking refers to several 

types of services through which bank customers can request information and carry out most retail 

banking activities such as balance reporting, interaccount transfers, NEFT/EFT Transfers, bill-

payments, IT Payments etc., via a telecommunication network without leaving their homes or 

organizations. The new emergence of E-Channel for banks reduces the Personal interaction with the 

customers where in Traditional banking, the relationship marketing was used as a major tool for 

business of a bank. Today in modern arena, banks loose the personal relationship contact with their 

own customers, whereas the customers are mailed regarding any changes. This led to a phenomenon 

where the customers can do electronic transactions through internet and interaction between the 

banker and customer was not happening and it reduces the room for loyalty and continuity in banking 

and customer relations.  

The popular services covered under E-banking include:- 

1. Automated Teller Machines, 

2. Credit Cards, 

3. Debit Cards, 

4. Smart Cards, 

5. Electronic Funds Transfer (EFT) System, 

6. Cheque Truncation Payment System, 

7. Mobile Banking. 
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8. NEFT 

9. RTGS 

RISK MANAGEMENT IN E-BANKING  

1). Transaction Risk: Transaction risks arise from fraud, processing errors and other unanticipated 

events resulting in the institutions inability to deliver products or services. The key to controlling 

transaction risk lies in adopting effective polices procedure & control to meet the new risk exposures 

introduced by e-banking.  

2). Credit Risk generally, a financial institution’s credit risk is not increased by the mere fact that a 

loan is originated trough an e-banking channel. However, management should consider additional 

precautions when originating and approving loans electronically. 3).Compliance/legal risk, 

Compliance/legal issues arise out of the rapid growth in usage of e-banking and difference between 

electronic & paper based processes. E-banking is a new delivery channel where the laws and rules 

governing the electronic delivery of certain financial institution products or services may be 

ambiguous.  

4) Reputation Risk: An institutions decision to offer e-banking services, especially the more complex 

transactional services, significantly increases its level of reputation risk 

A Review was done to analyzed the top five countries in the world with the number of internet users 

and the study stated that India is the second largest internet user after china with the total number of 

354,000,000customers 

S.NO Country Population, 

2009 Est 

Internet 

Users 

Year 2000 

Internet 

Users 

June 2009 

Penetration 

(% 

Population) 

% 

Growth 

2000 - 

2009 

1 China 
1,361,512,535 22,500,000 674,000,000 49.5 % 

2,895.6 

% 

2 India 1,251,695,584 5,000,000 354,000,000 28.3 % 
6,980.0 

% 

3 United States 321,362,789 95,354,000 280,742,532 87.4 % 194.4 % 

4 Brazil 204,259,812 5,000,000 117,653,652 57.6 % 
2,253.1 

% 

5 Japan 126,919,659 47,080,000 114,963,827 90.6 % 144.2 % 

{*Top 5 Internet User Statistics were updated for June 30, 2009} 

http://www.internetworldstats.com/asia.htm#cn
http://www.internetworldstats.com/asia.htm#in
http://www.internetworldstats.com/america.htm#us
http://www.internetworldstats.com/south.htm#br
http://www.internetworldstats.com/asia.htm#jp
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Review of Related Literature 

In the current circumstances of retail banking in India particularly with banks becoming larger, the 

closure of branches and the widespread use of internet banking, the issue arises whether the customers 

are satisfied or not and what are the rudiments of retail banking which lead to the satisfaction or 

dissatisfaction of its customers. The knowledge of current levels of satisfaction and, in particular, the 

primary factors of satisfaction are beneficial to those in the industry, thereby allowing them to focus 

and further strengthen the crucial areas that lead to highly satisfied customers. Previous results have 

emphasized that in-branch factors and, in particular, staff, branch location and convenience are the 

most noteworthy factors that have some bearing on customer satisfaction in retail banking. 

Vikas Gautam (2008) “Measuring Attitudes of Consumers: An Empirical Exploration in Indian 

Context with Reference to Banking Services” his study concluded that basic demographic and socio-

economic factors have significant impact on consumers’ attitudes towards banking services in Indian 

market. His findings of research provided some fruitful insights for the banking institutions in Indian 

market to frame marketing strategies based on demographic and socio-economic variables. 

Meenakshi Sharma and D.S Chaubey (2008)”an Empirical study of customer experience and its 

relationship with customer satisfaction towards the services of banking sector” their study indicated 

the strong relationship between customer experience with the overall feeling, trust and their 

satisfaction and in turn it is helpful in delighting the customer. Customers experience on towards the 

services of a bank from various perspectives has been analyzed. 

Ali Reza Montazemi and Hamed Qahri-Saremi (March 2009) Elsevier “factors affecting adoption 

of online banking: - a Meta analytic structure equation modeling study” stated that despite the 

potential benefits that online banking offered customers, it is low adoption rate. They systematically 

reviewed online banking adoption literature to propose two research models of factors affecting pre 

adoption and post adoption of online banking. 

Yogesh k.Dwivedi, Ali A Alalwan & Nripendra P.Rana (2009) “consumer adoption of internet 

banking in Jordan: - examining the role of hedonic motivation, habit, self efficiency and trust” their 

study aims to identify and examine the factors that predict behavioral intention and adoption of 

internet banking in Jordan. Four factors were proposed in conceptual model-Hedonic motivation, 

habit, self efficiency and trust. 

Ms. Fozia (2008) “A Comparative Study of Customer Perception toward E-banking Services 

Provided By Selected Private & Public Sector Bank in India”The result of the study clearly shows that 

different age group of customer and different occupation group of customers have different perception 
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toward the e-banking services. The results also propose that demographic factors impact significantly 

internet banking behavior, specifically, occupation and age. 

Er. Vishal Mohan Goyal & Mrs. Gania Goyal (2012) “Customer perception towards Internet 

banking w.r.f to private and foreign banks in India”this study analyses the differences in risk 

perceptions between bank customers using Internet Banking and those not using Internet Banking was 

done and it showed that risk perceptions in terms of financial, psychological and safety risks among 

customer not using the internet was more meaningful than those using internet banking. Customers 

not preferring to use internet banking thought that they would be swindled when using this service, 

and therefore, are particularly careful about high risk expectation during money transfers from and 

between accounts. Private and foreign banks are trying to turn more and more customer towards the 

usage of internet for the banking transaction. 

Divya Singhal and V. Padhmanabhan (2008) “A Study on Customer Perception towards Internet 

Banking: Identifying Major Contributing Factors”This  paper explores the major factors responsible 

for internet banking based on respondents’ perception on various internet applications. It also 

provides a framework of the factors which are taken to assess the internet banking perception. 

Abdulaziz Abdulrazaq Hashim and Dr. Mohammed n. Chaker “customers' perception of 

online banking in Qatar” this paper states that banks rely heavily on IT in conducting their 

businesses and spend huge amounts of money on such technology to reduce operation costs 

and gain competitive advantage over their rivals by offering customers better services 

through ATMs machines, telephone banking and more evidently in the last decade the 

internet banking (IB). 

Ms. Varsha Kuchara (2012)” A Study on Customers’perception towards Internet Banking at 

Ahmadabad City” this paper revealed few facts about Internet banking it is a new delivery 

channel for banks in India. The Internet banking channel is both an informative anda 

transactional medium. Internet Banking and Mobile Banking made it convenient for 

customers to do their banking fromgeographically diverse places. However, Internet banking 

has not been popularly adopted in India as expected. 

 

R. Iyer Harihara Sudhan & Pavithra Varadharajalu (2012) “A Study on Customer Perception and 

Awareness in the Usage of Internet Banking”This research describes the current state of Internet 

banking and discusses its implications for the banking industry. In today’s scenario most of banks 

offer Banking through the Electronic medium such as Internet, Mobile Banking as their distribution 

channels whereas a decade ago, all of this banks were generally offering their services only through 

the traditional way. 

http://papers.ssrn.com/sol3/cf_dev/AbsByAuth.cfm?per_id=1337159
http://papers.ssrn.com/sol3/cf_dev/AbsByAuth.cfm?per_id=1337159
http://papers.ssrn.com/sol3/cf_dev/AbsByAuth.cfm?per_id=1337159
http://papers.ssrn.com/sol3/cf_dev/AbsByAuth.cfm?per_id=1337159
http://papers.ssrn.com/sol3/cf_dev/AbsByAuth.cfm?per_id=1337159
http://papers.ssrn.com/sol3/cf_dev/AbsByAuth.cfm?per_id=1337159
http://papers.ssrn.com/sol3/cf_dev/AbsByAuth.cfm?per_id=1337159
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C. S. Ramanigopal, G. Palaniappan, N. Hemalatha and A. Mani(2011)“Customer perception 

towards internet banking services with special reference to erode district” this paper focused on E-

commerce would create opportunities for banks to strengthen their relationships with customers, sell 

additional services, and prevent encroachment on their business activities. 

Al-Saidi, (2007) Study on "assessing the effectiveness of the quality of health services in the State of 

Kuwait's Jahra hospital. The study found that the level of response of the sample study about the 

effectiveness of quality system of health services was high and statistical differences depending on the 

educational level variable. The study recommended the establishment of a specialized quality 

management centre in the hospital. 

Jabnoun & Al-Tamimi, (2002) Study entitled "Measuring Perceived Service Quality at UAE 

Commercial Banks” this study aimed to measure the responsible quality through banking service 

quality dimensions, represented by human skills, concrete skills, empathy and response, the study 

found that customers give dimensions financial value, but gave human skills higher value 

Objective 

The present study aims to explore the customer perception on the different dimensions of internet 

banking based on respondents’ perception on various internet bankingapplications.  

The Study also has examined the following about internet banking: 

a) To find the factors associated with customer’s perception towards the adoption of 

Internet banking. 

b) To identify different services available to customers through internet banking. 

c) Identify the effect of the quality of banking services dimensions in the level of 

customer satisfaction. 

d) To find significant factor of internet banking. 

Hypothesis 

For a logical solution to the problem of the study, based on sound scientificmethodology, hypotheses 

have been developed in the perception of the respondents about various dimensions of the service 

quality across various demographic attributes:- 

On the basis on gender 

Ho (1) =there is no significant difference in the perception of the respondents on the basis of their 

gender on the service quality factors of internet banking. 
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H1= there is significant difference on the perception of the respondents on the basis of their education 

on the service quality factors of internet banking. 

On the basis of education 

Ho (1) =there is no significant difference in the perception of the respondents on the basis of their 

education on the service quality factors of internet banking. 

H1= there is significant difference on the perception of the respondents on the basis of their gender on 

the service quality factors of internet banking. 

RESEARCH METHODOLOGY 

The present research work being descriptive and exploratory in nature, a structured questionnaire was 

developed and used for getting insight into feelings andperceptions of customers towards online 

banking facility provided by modern view of banks. Customers using internet banking are taken into 

consideration while writing this paper. To measure the intensity of parameters a close ended 

questionnaire was used. A well-structured questionnaire was designed covering various parameters 

laid down in objectives and wasadministered on 93 respondents, selected conveniently from various 

regions of Uttarakhand using snowball sampling method. To collect the necessary information, 

variousparameters were developed with the help of literature. 

AREA OF STUDY 

The study is based on the customer’s perception in Dehradun region. Therefore, study covers state of 

Uttarakhand tothe fulfillment of objectives of the study. 

ANALYSIS AND FINDINGS 

Demographic Characteristics of Respondents 

Category Count Percentage 

 

Gender 

Male 

Female 

33 

60 

35.5% 

64.5% 

Education Post graduation 

Graduation 

Professional 

23 

46 

15 

24.7% 

49.5% 

16.1% 
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others 

 

9 

 

9.7% 

Age 20-30 years 

30-40 years 

40-50 years 

50 and above 

21 

15 

12 

45 

22.6% 

16.1% 

12.9% 

48.4% 

Occupation Govt.service 

Private service 

Business 

Student 

15 

15 

48 

15 

16.1% 

16.1% 

51.6% 

16.1% 

Income Level 50,000 to 2,00,000 

2,00,000 to 5,00,000 

5,00,000 to 8,00,000 

8,00,000 and above 

23 

46 

15 

9 

24.7% 

49.5% 

16.1% 

9.7% 

 Total 93 100 

Table 1 

Interpretation: 

The information presented in the above table revealed that 35.5% of the respondents are male and 

64.5% of the respondents are female. As far as education is concerned 24.7% of the respondents are 

post graduate 49.5% of the respondents are graduate ,16.1% of the respondents are professionals and 

the remaining 9.7% of the respondents are others. When age was considered 22.6% respondents are 

between the age group of 20-30 years 16.1% of the respondents are between the age group of 30-40 

years, 12.9% of the respondents are between the age group of 40-50 years and the remaining 48.4% of 

the respondents are 50 years and above. When occupation was taken into consideration 16.1% are in 

government services, 16.1% are in private services, 51.6% belong to business group and the 

remaining 16.1% are students. In case of  income level 24.7% respondents fall under income level of 

50,000-2,00,000,49.5% respondents fall under income level of 2,00,000-5,00,000, 16.1% fall under 

income level of 5,00,000-8,00,000 and the remaining respondents 9.7% respondents fall under income 
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level of 8,00,000 and above. Hence it is clear that maximum numbers of respondents are females, who 

are graduates between the age group of 20-30 years and people who are running their own business 

with an income level of 2,00,000-5,00,000 

Where do you have your bank Account 

 
Frequenc

y Percent Valid Percent 

Valid public sector bank 30 18.4 32.3 

private sector bank 31 19.0 33.3 

foreign bank 32 19.6 34.4 

Total 93 57.1 100.0 

    

Table 2 

Interpretation: 

on the basis of the survey the study examined that 32.3% respondents are those who have a bank 

account in public sector bank 33.3% of the respondents have their bank account in private sector 

banks and the remaining 34.4% respondents have their bank account in foreign banks. 

Are you satisfied with the internet banking services of your bank? 

 Frequency Percent Valid Percent 

Valid Yes 61 37.4 65.6 

No 32 19.6 34.4 

Total 93 57.1 100.0 

Table 3 

Interpretation: 

On the basis of the survey the study examined that 65.6% respondents are those who were satisfied 

with the internet banking services provided by their bank and 34.4% of the respondents were not 

satisfied with the internet banking services offered by their bank. 
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Anova of gender and factors: 

ANOVA 

 Sum of Squares Df Mean Square F Sig. 

RELTOT Between Groups .235 1 .235 .836 .363 

Within Groups 25.636 91 .282   

Total 25.872 92    

RESTOT Between Groups .103 1 .103 .557 .457 

Within Groups 16.745 91 .184   

Total 16.847 92    

WDTOT Between Groups .067 1 .067 .245 .622 

Within Groups 24.889 91 .274   

Total 24.956 92    

PERTOT Between Groups .043 1 .043 .124 .726 

Within Groups 31.341 91 .344   

Total 31.383 92    

SQTOT Between Groups .110 1 .110 .501 .481 

Within Groups 19.871 91 .218   

Total 19.981 92    

Table 4 

From the above table it was found that for the first factor i.e. Reliability (RELTOT) the significance 

is 0.363 >0.05. It implies that null hypothesis is accepted. In other words, there is no significant 

difference on the perception of the respondents on the basis of their gender on the reliability factors of 

internet banking. Responsiveness (RESTOT)the value of significance is .457>.05. It implies that null 

hypothesis is accepted. In other words, there is no significant difference on the perception of the 

respondents on the basis of their gender on the responsive factors of internet banking. Website design 

dimension (WDTOT) the significant is .622>.05 therefore It implies that null hypothesis is accepted. 

In other words, there is no significant difference on the perception of the respondents on the basis of 

their gender on the Website design factors of internet banking. Personalization dimension (PERTOT) 

the significance is .726>0.05. It implies that null hypothesis is accepted. In other words, there is no 

significant difference on the perception of the respondents on the basis of their gender on the 

Personalization factors of internet banking. Hence null hypothesis is accepted, overall perceived 

service quality (SQTOT) the significance is .481>0.05 It implies that null hypothesis is accepted. In 

other words, there is no significant difference on the perception of the respondents on the basis of 
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their gender on the service quality factors of internet banking. Hence null hypothesis is accepted 

.therefore the above study concludes that there is no significant difference between males and females 

perception about reliability, responsiveness, website design, personalization dimension and overall 

perceived service quality of the respondent’s towards internet banking. 

On the basis of education 

ANOVA 

 Sum of Squares df Mean Square F Sig. 

RELTOT Between Groups .824 3 .275 .976 .408 

Within Groups 25.047 89 .281   

Total 25.872 92    

RESTOT Between Groups .802 3 .267 1.482 .225 

Within Groups 16.046 89 .180   

Total 16.847 92    

WDTOT Between Groups .177 3 .059 .212 .888 

Within Groups 24.779 89 .278   

Total 24.956 92    

PERTOT Between Groups .596 3 .199 .574 .633 

Within Groups 30.787 89 .346   

Total 31.383 92    

SQTOT Between Groups .336 3 .112 .507 .678 

Within Groups 19.645 89 .221   

Total 19.981 92    

Table 5 

From the above table it was found that for the first factor i.e. Reliability (RELTOT) the significance 

is 0.408>0.05. It implies that null hypothesis is accepted. In other words, there is no significant 

difference on the perception of the respondents on the basis of their education on the reliability factors 

of internet banking. Responsiveness (RESTOT) the value of significance is .225>.05. It implies that 
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null hypothesis is accepted. In other words, there is no significant difference on the perception of the 

respondents on the basis of their education on the responsive factors of internet banking. Website 

design dimension (WDTOT) the significant is .888>.05 therefore It implies that null hypothesis is 

accepted. In other words, there is no significant difference on the perception of the respondents on the 

basis of their education on the Website design factors of internet banking. Personalization dimension 

(PERTOT) the significance is .633>0.05. It implies that null hypothesis is accepted. In other words, 

there is no significant difference on the perception of the respondents on the basis of their education 

on the Personalization factors of internet banking. Hence null hypothesis is accepted, overall 

perceived service quality (SQTOT)the significance is .678>0.05 It implies that null hypothesis is 

accepted. In other words, there is no significant difference on the perception of the respondents on the 

basis of their education on the service quality factors of internet banking. Hence null hypothesis is 

accepted .therefore the above study concludes that there is no significant difference as per the 

education of the respondents perception towards reliability, responsiveness, website design, 

personalization dimension and overall perceived service quality of the respondent’s towards internet 

banking. 

Table 6 

 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

d
i
m
e
n

s
i
o
n
0 

1 .833a .694 .680 .26357 

a. Predictors: (Constant), PERTOT, WDTOT, RESTOT, RELTOT 

 

ANOVA
b 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression 13.868 4 3.467 49.906 .000a 

Residual 6.113 88 .069   

Total 19.981 92    

a. Predictors: (Constant), PERTOT, WDTOT, RESTOT, RELTOT 
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Table 7 

To find the relative significance of various factors of study on overall satisfaction towards service 

quality, a linear regression analysis was conducted on the data. The dependent variable for the 

regression analysis was SQTOT and the independent variables were RELTOT, RESTOT, WDTOT, 

and PERTOT. 

It was found from the table that, the r value for the model is 0.833 which is high. The r square for the 

model is 0.694. It implies that the independent variables explain 69.4 % of the variation in the 

dependent variable. 

Next table indicates the significance value for the regression which is 0.000<0.05. It implies that the 

regression model statistically significantly predicts the outcome variable and it is a good fit for the 

data. 

It was observed from the Coefficients of regression table that all the independent variables i.e. 

RELTOT, RESTOT, WDTOT, PERTOT have significance values lesser than 0.05. Therefore they 

have significant impact on the dependent variable.  

Conclusion suggestion 

b. Dependent Variable: SQTOT  

 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) .355 .306  1.162 .249 

RELTOT .174 .060 .199 2.929 .004 

RESTOT -.247 .074 -.226 -3.340 .001 

WDTOT .483 .059 .540 8.163 .000 

PERTOT .458 .053 .574 8.708 .000 

a. Dependent Variable: SQTOT 
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When investigating all the variables and the response by respondents, this study reveals that the 

perception of respondents can be changed by awareness program, friendly usage, proper security and 

the best response to the services offered. 

The study also provides the kind of correlation between different factors. As per our basic assumption, 

we consider only those consumers who know how to use internet and have an access to internet and 

our study considers only the situation wherein banks provide internet banking services. 

The study also concludes that there is no significant difference on the perception of the consumers on 

the basis of their gender towards different factors; furthermore the study concludes that there is no 

significant difference as per the education of the customers towards different factors involved in 

internet banking.  
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