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 Customer’s Satisfaction Towards E-Banking Services
 
· INTRODUCTION  
When every day is a race against time in our hectic lives, we look for ways to save time as much as we can. E-Banking is one of the technology advancements that help consumers to perform their financial transactions on a secured platform from a retail or automated bank, credit union, or any financial institution. E-Banking, also known as electronic banking, is the digital distribution of new banking services and products to customers directly through electronic, interactive contact networks. When opposed to conventional banking, it offers many advantages and strengths to customers. E-Banking is a simple and convenient way to obtain 24-hour access to your bank using a smartphone. E-Banking makes use of the internet as a distribution mechanism for banking transfers. E-Banking services have made bank transfers a thing of the past when it comes to everyday errands. Since online banking is one of the most popular services provided by banks, it is also a very stable platform. Encryption systems are often used by banks to ensure that all customer information is secure and that no data breaches occur. It protects you from online fraud and account manipulation in the end.
There are no hidden costs. Given the ease, there are no undisclosed fees when using the internet to do business. You are only paying a small processing fee, and the rest is handled by your bank. Assured Convenience, while one of the many advantages of online banking is the ease with which it can be accessed, it also makes banking very simple. There is no longer the reason to stand in long lines at the bank. Transfers and withdrawals have since become smoother thanks to most banks’ mobile banking options. If you’re caught in a traffic jam or at work, you can complete transactions on the go. This makes it much easier to check your balance before making cashless payments, saving you from humiliation if your account doesn’t have enough money to support your whole shopping list. Keep a close watch on the finances. Finally, having E-Banking and a decent budgeting application at your fingertips makes budgeting and handling your account even easier
A customer satisfaction is an ambiguous and abstract concept. Actual manifestation of the state of satisfaction will vary from person to person, product to product and service to service. The state of satisfaction depends on a number of factors which consolidate as psychological, economic and physical factors. The quality of service is one of the major determinants of the customer satisfaction (Parasuraman, Zeithaml and Barry, 1985; 1998; Cronin and Taylor, 1994; Gronroos ,1984; Zeithaml, Parasuraman, and Malhotra, 2000; Schefter and Reichheld, 2000; Gommans, Krishnanand Scheffold, 2001; Yoo and Donthu, 2001 and Loiacono, Watson and Goodhue, 2002). Many researchers and experts mentioned that, service quality can be enhanced by using advanced information and communication technology (ICT).  

Today, almost all banks in are adopted ICT as a mean of enhance service quality of banking services. They are providing ICT based e-services to their customers which is called as e-banking, internet banking or online banking etc. It brings connivance, customer centricity, enhance service quality and cost effectiveness in the banking services and increasing customers’ satisfaction in banking services. Even now, customers are also evaluating their banks in the light of e-service era. However, author felt that, there are may be some possibilities of gaps between customers’ expectations and actual perception of service quality, brand perception and perceived value in e-banking. Therefore, author has conducted this research to identify the major factors affecting on customers’ satisfaction in e-banking in Indian context. 


· E-Banking in India 
E-Banking is a relatively new phenomenon in India. The conventional banking paradigm has been through branch banking. Non-branch banking services were only introduced in the early 1990s. The old manual systems that Indian banking relied on for centuries seem to have no place today. ICICI Bank is responsible for the introduction of internet banking in India. In 1999, Citibank and HDFC Bank launched internet banking services. The Government of India and the Reserve Bank of India have taken many steps to encourage the growth of E-Banking in India. With effect from October 17, 2000, the Government of India passed the IT Act, 2000, which offered legal recognition. 

In simpler terms, E-Banking is a banking arrangement that allows customers to conduct multiple transactions over the internet that are end-to-end encrypted, i.e., totally safe and stable. Paperless/cashless transfers are encouraged by E-Banking. It also comes with a set of protections, obligations, and payments. E-Banking programmes include the following: 

1.Internet Banking: A banking service offered to customers that allows them to conduct a variety of monetary and non-monetary transactions through the internet, via the bank’s application or website. 

2.Mobile Banking: Almost all banks have created mobile apps that allow users to make transactions at the press of a button. This requires four things: a tablet, internet access, a smartphone app, and mobile banking service available in your bank account. 

3.ATM: Automated Teller Machine, also known as ATM, is one of the most popular and early services offered by E-Banking. It is more than just a cash withdrawal machine; it also helps you to check your account balance, pass funds, deposit funds, update your telephone number, and change your Debit Card PIN, or Personal Identification Number. 

4.Debit Card: Debit cards are used in our daily lives to make a variety of transactions. Debit cards are attached to the customer’s bank account, meaning the customer simply has to swipe the card to make payments at POS outlets, internet shopping, and ATM withdrawals. In this manner, the balance is automatically withdrawn from the user’s account. 

5.Credit Card: A credit card, like a debit card, is a payment card that banks give to consumers upon their request after reviewing their credit score and records. It allows the cardholder to borrow and pay for funds up to the pre-approved cap. The card’s cap is set by the banks that issue the card. For the use of a credit card, the cardholder decides to refund the balance within a defined period, subject to such penalties. 

6.Electronic Fund Transfer (EFT): This is the term used when money is transferred electronically from one bank to another. Which includes direct debit, direct deposits, wire transfers, NEFT, RTGS, IMPS, and other methods. 

7.Point of Sale (POS): A point of sale system refers to a point, in terms of date, time, and position (retail outlet), where the customer makes a payment for the product made or services offered, using a plastic card (business jargons, 2021). 

 







 

· REVIEW OF LITERATURE 
There is hug literature available relation to measuring service quality and customer satisfaction relating to online and offline services. It elaborate that, there is strong relationship between service quality, brand perception and perceived value with customer satisfaction and loyalty.   
Service quality and customer satisfaction  
The relationship between expectation, perceived service quality and customers satisfaction have been investigated in a number of researches (Zeithaml, et al, 1988). They found that, there is very strong relationship between quality of service and customer satisfaction (Parasuraman et al, 1985; 1988; ). Increase in service quality of the banks can satisfy and develop attitudinal loyalty which ultimately retains valued customers (Nadiri, et al 2009). The higher level of perceived service quality results in increased customer satisfaction. When perceived service quality is less than expected service quality customer will be dissatisfied (Jain and Gupta, 2004). According to Cronin and Taylor (1992) satisfaction super ordinate to quality-that quality is one of the service dimensions factored in to customer satisfaction judgment. 
Brand reputation and customer satisfaction 
Marketing literature including NCSI and ACSI literature examined positive of the link between the satisfaction and the brand reputation. Wafa et al (2009) mentioned that, the nature and amount of a consumer's experience with an evoked set of brands. Perceived brand reputation has significant impacts on customer satisfaction and a consumer's beliefs about brand are derived from personal use experience, word-of-mouth endorsements/criticisms, and/or the marketing efforts of companies. (Woodruff et. al., 1983). A brand perception is also one of the important aspects of in banking sector. Perceived brand reputation in banking sector refers to the banks reputation and expiating place of bank in the banking industry (Che-Ha and Hashim, 2007; Reynolds, 2007). It measures experience of the customer how he/she fill with this brand and their services. A perceived overall brand performance is determined by some combination of beliefs about the brand's various performance dimensions (Woodruff et al., 1983; Che-Ha and Hashim, 2007). A brand perception is important factor to service provides because, satisfied customer with brand will recommends that service to others. 
  Perceived value  
Apart from brand perception, perceived value also one of most important constructs of the customer satisfaction measurement; it is used to assess the actual benefits of the service. Perceived value is compression between price or charges paid for the services by the customer as sacrifice of the money and utility derived by service perception (Holbrook, 1994; Bolton and Drew, 1991; Cronin and Taylor, 1992; 1994). In this study we have assessed overall satisfaction also it can be say cumulative satisfaction. It is overall perception and concluded remark of the customer regarding alternative banking channel used by customers. The overall remark of the customer is based on his/her expectations about various aspects of service quality and actual service he/she perceived by the particular bank. 
OBJECTIVES AND RESEARCH QUESTIONS   
As per the prior studies conducted in the area of customer satisfaction indicates that service quality, brand perception and perceived value in service are major factors affecting on customers’ satisfaction in service sector. Therefore the present study was conducted based on followings objectives;   
 To assess the impact of service quality dimensions on customers satisfaction in E-banking
 To assess the impact of brand perception on customers satisfaction in E-banking
 To assess the impact of perceived value of e-banking service on customers satisfaction
HYPOTHESES OF THE STUDY  
Based on review of literature and considering rational views of the experts in banking and service marketing following hypotheses were formulated; 
H1: All service quality dimensions under study are not significantly contributing to customer satisfaction in ebanking  
H2: All service quality dimensions under study are not significantly contributing to brand perception in ebanking  
H3: All service quality dimensions under study are not significantly contributing to perceived value in ebanking  
DATA AND METHODS  
The data were collected from customer (N=100) of public and private sector in Satara city of Maharashtra during the month of May to August 2024. Survey was conducted using Likert based questionnaire ranging from 1= Strongly Disagree to 5= Strongly Agree. All 36 statements are positively worded (See Table 3 for numbers of dimension wise statements used in the scale) and before the filling questionnaire author has clarify the objectives of the study to respondents. The respondents were selected using judgmental sampling method; because, banks are not providing customers’ name and information due to legal restrictions.  
Prior conducting final survey and after final survey reliability of constructs was tested using Cronbach’s alpha test using SPSS 19.0. Before to the final statistical analysis data screening method was used and 10 incomplete and out of order questionnaires were eliminated and only 190 usable questionnaires were used. Thereby, the gathered raw data were aggregated according to dimensions under study and principle component analysis and multiple regression tests were performed to identify the major factors which influencing customers’ satisfaction in e-banking.    
Secondary Data  
Secondary data was gathered from books, magazines, and blogs, allowing the researcher to get a better understanding of the issue area from the perspectives of other authors. Studying the sources of relevant papers to consider the broad ideas and context of that research was one of the most important ways we used to gather secondary knowledge. To address and investigate another critical field in the literature of change as a result of our study. While investigating the idea, we uncovered several hypotheses that both endorse and clarify it, as well as have potential solutions. Also, studying the literature enabled us to determine what should be obtained from a primary and secondary source of data. 
 



RESULTS AND FINDINGS   
Demographic profile of the respondents 
Figure 1 indicates demographic information of the (N=100) respondents, consisting 17.4% of State Bank of India, 14.7% of Bank of Baroda, 13.2% of Corporation Bank, 18.4% of IDBI Bank, 15.8% of Axis Bank and 20.5% of HDFC Bank (63.7% of Public Sector and 36.3% of private sector Banks). Figure 1 also indicates that, 10% of Credit Card users and 28% of Debit/ATM card users, 27% of Electronic Fund Transfer facilities users, 27% of MICR clearing facilities users, 6% of Internet baking users and 2% of Mobile banking service users.  
 

FIGURE 1 – GRAPHICAL REPRESANTION OF THE RESULTS  
Table 2 shows that, 82.1% of the respondents were male, 17.9 % were female. In terms of age group, 20% were below 25 years, 34.7% of 25 to 35 years, 35.8% were 36 to 50 years and 9.5% were 51 to 60 years old out of 190 respondents. There were no respondent above 60 years however; some retired persons from military and army were covered under study as samples. Educational status of the respondents indicates that 4.2% of respondents were below HSC, 5.3% of HSC, 49.5% of graduate and 41.1% of post graduates. There were 31.6% of employees and 36.3% of businessmen as a core respondent who were using most of alternative channels. However, 13.7% of professional (doctor, engineers, charted accountants, investment consultants, insurance agents etc.), 14.2% of students and 4.2% of retired persons also covered in this study.. 
TABLE 2 - DEMOGRAPHIC PROFILE OF THE RESPONDENTS 
	 
	Frequency 
	Percent 
	 
	Frequency 
	Percent 

	<1 Lakh 
	39 
	20.5 
	<HSC 
	8 
	4.2 

	1 to 3 Lakh 
	31 
	16.3 
	HSC 
	11 
	5.3 

	3 to 8 Lakh 
	70 
	36.8 
	Graduate 
	94 
	49.5 

	8 to 15 Lakh 
	27 
	14.2 
	Post Graduate 
	77 
	41.1 

	15 to 25 Lakh 
	9 
	4.7 
	Total 
	190 
	100.0 

	>25 Lakh 
	4 
	2.1 
	Employee 
	60 
	31.6 

	Dependents 
	10 
	5.3 
	Businessman 
	69 
	36.3 

	Total 
	190 
	100 
	Retired  
	8 
	4.2 

	Below 25 
	38 
	20 
	Student 
	27 
	14.2 

	25-35 
	66 
	34.7 
	Professional 
	26 
	13.7 

	36-50 
	68 
	35.8 
	Total 
	190 
	100.0 

	51-60 
	18 
	9.5 
	Female 
	34 
	17.9 

	Total 
	190 
	100 
	Male 
	156 
	82.1 

	Source: Survey 
	
	
	Total 
	190 
	100 


 
Reliability Test  
 In order to prove the internal reliability of the model used, the authors have performed Cronbach’s Alpha Test of Reliability. Applying this test specifies whether the items pertaining to each dimension are internally consistent and whether they can be used to measure the same construct or dimension of service quality. According to Nunnaly (1978) Cronbach’s alpha should be 0.700 or above. But, some of studies 0.600 also considered acceptable (Gerrard, et al, 2006; Kenova and Jonasson, 2006). Table no 3 indicates that the Cronbach’s alpha value of accuracy was (.425) less than 0.700 therefore, this item was eliminated from the factor analysis. However, Cronbach’s alpha value of all items were acceptable, it means that, present date suitable to factor analysis.   
TABLE 3 - RELIABILITY STATISTICS 
	 
	Construct 
	Description 
	Items 
	Cronbach Alpha 

	1 
	System Availability  
	Up-to-date equipment and physical facilities- Full Branch computerization, Core banking, ATM, POS, internet banking, mobile banking, 
SMS alerts, credit card, EFT, ECS, E-bill pay  
	3 
	.845 

	2 
	E-fulfillment  
	Scope of services offered, availability of global network, digitalization of business information, 
Variety of services 
	3 
	.985 

	3 
	Accuracy  
	Error free e-services through e-banking channels 
	2 
	.425 

	4 
	Efficiency  
	Speed of service (clearing, depositing, enquiry, getting information, money transfer, response etc.), immediate and quick transaction and check out with minimal time. 
	3 
	.752 

	5 
	Security   
	Trust, privacy, believability, truthfulness, and security, building customer confidence. freedom from danger about money losses, fraud, PIN, password theft; hacking etc. 
	3 
	.846 

	6 
	Responsiveness 
	Problem handling, recovery of the problem, prompt service, timeliness service, helping nature, employee curtsey , recovery of PIN, password and money losses 
	2 
	.854 

	7 
	Easiness  
	Easy to use & functioning of ATM, Mobile banking, internet banking, credit card, debit card etc. 
	3 
	.883 

	8 
	Convenience 
	Customized services, any ware and any time banking, appropriate  language support, time saving 
	3 
	.877 

	9 
	Cost Effectiveness 
	Price, fee, charges, - i.e. commission for fund transfer , interest rate, clearing charges, bill collection and payments’, transaction charges, charges on Switching of ATM, processing fees etc.etc price, charges and commissions should be reduce and charges taken by Telecommunication Company, devise 
designer company, internet service providers 
	3 
	.722 

	10 
	Problem Handling  
	It refers to problem solving process regarding computerized banking services 
	3 
	.801 

	11 
	Compensation 
	It refers to recover the losses regarding to problems and inconvenience occurred in using e-banking channels. 
	3 
	.791 

	12 
	Contact  
	Communication in bank and customer or customers to bank, Via e-mail, SMS, Phone, interactive website, postal communication, fax 
	3 
	.702 

	13 
	Brand Perception 
	Customers overall perception according to promises given by bank for banking services 
	1 
	1.00 

	14 
	Perceived Value 
	Consolidated perception from banking service in term of perceived quality and money expended for getting banking services. 
	1 
	1.00 


 
Measure of Sampling Adequacy  
 The Kaiser-Meyer-Olkin measure of sampling adequacy tests whether the partial correlations among variables are small. High values (close to 1.0) generally indicate that a factor analysis may be useful with data. Bartlett's test of sphericity tests the hypothesis that correlation matrix is an identity matrix, which would indicate that variables are unrelated. Small values (less than 0.05) of the significance level indicate that a factor analysis may be useful with data. Table no 4 indicates that in the present test The Kaiser-Meyer-Olkin (KMO) measure was 0.745. Bartlett’s sphericity test indicating Chi-Square = 1001.961, df = 78 with a significance of 0.000. 







TABLE 5 - COMMUNALITIES 
	 
	Initial 
	Extraction 

	System Availability 
	1 
	0.685 

	Fulfillment 
	1 
	0.789 

	Efficiency 
	1 
	0.716 

	Security/Assurance 
	1 
	0.657 

	Responsiveness  
	1 
	0.704 

	Easy to Use 
	1 
	0.63 

	Convenience 
	1 
	0.744 

	Cost Effectiveness 
	1 
	0.747 

	Problem Handling  
	1 
	0.748 

	Compensation  
	1 
	0.719 

	Contact Facilities  
	1 
	0.662 

	Brand Perception 
	1 
	0.673 

	Perceived Value 
	1 
	0.739 

	Extraction Method: Principal Component Analysis. 


Table no. 4 suggest that System Availability, E-Fulfilment, Cost Effectiveness, Brand Perception, Security and Responsiveness, Efficiency, Easiness and Convenience, Contact, Perceived Value, are most important factors which loading score is more than (.800). 
TABLE 6 - TOTAL VARIANCE EXPLAINED 
	 
	Initial Eigenvalues 
	Rotation Sums of Squared Loadings 

	
	Total 
	% of Variance 
	Cumulative % 
	Total 
	% of Variance 
	Cumulative % 

	1 
	4.219 
	32.455 
	32.455 
	4.219 
	32.455 
	32.455 

	2 
	2.062 
	15.860 
	48.315 
	2.062 
	15.860 
	48.315 

	3 
	1.683 
	12.944 
	61.260 
	1.683 
	12.944 
	61.260 

	4 
	1.148 
	8.829 
	70.089 
	1.148 
	8.829 
	70.089 

	5 
	.724 
	5.569 
	75.658 
	 
	 
	 

	6 
	.604 
	4.649 
	80.307 
	 
	 
	 

	7 
	.575 
	4.422 
	84.729 
	 
	 
	 

	8 
	.538 
	4.140 
	88.869 
	 
	 
	 

	9 
	.365 
	2.806 
	91.675 
	 
	 
	 

	10 
	.355 
	2.732 
	94.407 
	 
	 
	 

	11 
	.308 
	2.366 
	96.773 
	 
	 
	 

	12 
	.236 
	1.819 
	98.592 
	 
	 
	 

	13 
	.183 
	1.408 
	100.000 
	 
	 
	 

	Extraction Method: Principal Component Analysis. 


Table 7 indicates that Factor 1 includes Perceived Value, Brand Perception and Cost Effectiveness; Factor 2 includes Easy to Use, Convenience, Problem Handling, Security/Assurance and Responsiveness. Factor 3 includes contact facilities, System Availability, and Fulfillment. Factor 4 includes Efficiency and Compensation. Factor 1 and Factor 2 covers eight attributes and explains variance 48.31 per cent.  
TABLE 7 - ROTATED COMPONENT MATRIXA 
	 
	Component 
	

	 
	1 
	2 
	3 
	4 

	Perceived Value 
	.835 
	 
	 
	 

	Brand Perception 
	.799 
	 
	 
	 

	Cost Effectiveness 
	.754 
	 
	 
	 

	Easy to Use 
	 
	.508 
	 
	 

	Convenience 
	 
	.624 
	 
	 

	Problem Handling 
	 
	.778 
	 
	 

	Security/Assurance 
	 
	.775 
	 
	 

	Responsiveness 
	 
	.590 
	 
	 

	Contact Facilities 
	 
	 
	.607 
	 

	System Availability 
	 
	 
	.821 
	 

	Fulfillment 
	 
	 
	.774 
	 

	Efficiency 
	 
	 
	 
	.567 

	Compensation  
	 
	 
	 
	.769 

	Variance  
	32.455 
	15.860 
	12.944 
	8.829 

	Cumulative Variance 
	32.455 
	48.315 
	61.260 
	70.089 

	Extraction Method: Principal Component Analysis.  
	


TESTING OF HYPOTHESIS  
A multiple regression test was performed to test hypotheses H1, H2 and H3. R Square value 995, F = 2611.705 df = 13/173 sig. = .000 indicates that, Perceived Value, Responsiveness, Security/Assurance, Compensation, Easy to Use, System Availability, Cost Effectiveness, Contact Facilities, Efficiency, Convenience, Brand Perception, Problem Handling, Fulfillment are good predictors of customers’ satisfaction in banking (Table 8). 
TABLE 8 - MODEL SUMMARY 
	Model 
	R 
	R Square 
	Adjusted R Square 
	Std. Error of the Estimate 

	1 
	.997a 
	
	.995 
	
	.995 
	
	.02849 

	ANOVAb 

	Model 
	Sum of Squares 
	df 
	Mean Square 
	F 
	Sig. 

	1 
	Regression 
	27.563 
	13 
	2.120 
	2611.705 
	.000a 

	
	Residual 
	.140 
	173 
	.001 
	 
	 

	
	Total 
	27.703 
	186 
	 
	 
	 

	a. Predictors: (Constant), Perceived Value, Responsiveness , Security/Assurance ., Compensation , Easy to Use ., System Availability ., Cost Effectiveness ., Contact Facilities , Efficiency ., Convenience ., Brand Perception ., Problem Handling , Fulfillment . 

	b. Dependent Variable: Overall Satisfaction 





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

1 	.685a 	.469 	.435 	.58058 

a. Predictors: (Constant), Contact Facilities , Cost Effectiveness ., Easy to Use ., Responsiveness , Compensation , Security/Assurance ., System Availability ., Convenience ., Efficiency ., Problem Handling , Fulfillment . 

Coefficientsa 

Model 	Unstandardized Coefficients 	Standardized Coefficients 	t 	Sig. 	 

Null Hypothesis 

	B 	Std. Error 	Beta 			

1 	(Constant) 	.158 	.411 	 	.384 	.702 	 

	System Availability 	.128 	.096 	.104 	1.330 	.185 	Accept 

	Fulfillment 	.290 	.063 	.272 	3.756 	.001 	Reject  

	Efficiency 	.255 	.062 	.265 	3.452 	.000 	Reject 

	Security/Assurance 	-.279 	.047 	-.254 	-3.680 	.003 	Reject 

	Responsiveness  	-.280 	.044 	-.264 	-3.591 	.005 	Reject 

	Easy to Use 	.118 	.064 	.119 	1.856 	.065 	Accept 

	Convenience 	.249 	.070 	.267 	3.555 	.000 	Reject 

	Cost Effectiveness 	-.289 	.100 	-.233 	-2.888 	.004 	Reject 

	Problem Handling  	.287 	.109 	.246 	-2.725 	.005 	Reject 

	Compensation  	-.267 	.055 	.280 	-3.218 	.005 	Reject 

	Contact Facilities  	.344 	.063 	.369 	5.431 	.000 	Accept 

a. Dependent Variable: Perceived Value 


· MANAGERIAL RECOMMENDATIONS AND CONCLUSIONS  
The t study attempted to examine a contribution of various dimensions of service quality in customers’ satisfaction. A result of the study indicates that, all 13 variables were found significant and were good predictors of overall satisfaction in e-banking. However, A result of principle component analysis indicates that, Perceived Value, Brand Perception, Cost Effectiveness, Easy to Use, Convenience, Problem Handling, Security/Assurance and Responsiveness are important factors in customers satisfaction in e-banking it explains 48.30 per cent of variance. Contact Facilities, System Availability, Fulfillment, Efficiency and Compensation are comparatively less important because these dimensions explain 21.70 per cent of variance in customers’ satisfaction. Responsiveness, Easy to Use, Cost Effectiveness and Compensation are predictors of brand perception in e-banking and Fulfillment, Efficiency, Security/Assurance, Responsiveness, Convenience, Cost Effectiveness, Problem Handling and Compensation are predictors of perceived value in e-banking. Therefore, banker and e-banking service designers should think over these dimensions and make possible changes in the e-banking services according to the customers’ expectations and need of the time. It will be helps to enhance service quality of e-banking and increase the level of customers’ satisfaction in ebanking.    
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