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ABSTRACT 

 

In the fast movingtechnology driven world, banking industries are also keeping pace with  constantly innovating 

and advancing. Internet banking is one of the initiative of banking sectors which offers its customers to  perform 

their banking operation out of brick and mortar physical premise at their will and at their ease. This requires 

customers to have access to internet.  Many research studies are being conducted to understand what satisfy 

customers and what factors are pulling customers away from new way of banking operation. The present study 

focuses on the determinants which are significant in customer’s satisfaction and inhibitors of customer 

satisfaction with internet banking in Indore city of Madhya Pradesh. 

One sample t test has been used to study the satisfying determinants and chi square test has been used to 

determine the inhibitors. The result shows that three determinants -need not to go bank, convenience and time 

saving play important role in satisfying customers with internet banking while security, threats from hackers and 

threats online have evolved as strong inhibitors. 
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I INTRODUCTION 

Business organizations always strive to add values to their products as well as service to gain competitive 

advantages. Internet banking is also an efficient tool in banking sectors which provides more satisfaction to 

customers by providing speedy services anytime anywhere.  

Electronic banking has experienced explosive growth and has transformed traditional 
practices

 in banking 

(Gonzalez et a l[1]., 2008).  

Essinger (1999) [2] posited that internet banking "give customers access to their bank accounts through a web 

site and can enact certain transactions in your account, since compliance checks strict security. " 

Internet banking is a service provided to bank customers on a 24-hour basis (Gurău [3], 

2002 and Munusamy et al[4]., 2010) and seven days a week (Nasri [5], 2011). Customers can check their 

account information at any time of the day (Turban et al.[6] 2004) and they do not have to wait for banks 

to open for their transactions because internet banking is a bank that never closes and, there is no need for 
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waiting in line as the transactions are performed with just a click away (Lee and Lee[7], 2000; Al-

Mudimigh [8], 2007; Dube et al [9]., 2009).  

Electronic banking is termed as umbrella by Insley et al[10]. (2003) for the process by which a 

customer may perform his/her banking transactions electronically without visiting a brick -and-mortar 

institution. According to  Kwan [11] (2000) also affirmed that customers can access their accounts, make 

transfers or payment of their bills without having to wait in queue because they can do all these through 

the bank ' s web site and internet banking is tailored as per the customers’ needs (Daniel [12], 1999). 

In the era of globalization, use of internet as an alternative channel to distribute financial services by banking 

sectors provide competitive advantages to cope up with fierce competition. (Flavian, Torres, & Guinaliu [13] 

2004; Gan, Clemes, Limsombunchai, & Weng [14], 2006)  

Internet banking is also called Online banking, e– payment and e–banking (Ozuru et al [15] 2010; Singhal and 

Padhmanbhan[16], 2008; Beer[17], 2006;). 

Internet banking provides more convenience and thus more satisfaction to its customers than traditional system. 

It is speedy, time saving, no waiting time and can be performed from any place and any time if the customers 

have access to internet. With nominal cost a customer can perform all the banking operations 24*7 days. 

With all these benefits there are certain challenges which snag the customers to use such facility without any 

apprehension like security issues and privacy. In India the internet penetration and computer literacy is also 

creating problems for utilizing the facilities.  

Though the growth in internet users has increased rapidly which since 2012 when it was 15.89 crore users with 

12.6% penetration and it reaches 46.21 crore with 34.8% penetration in 2016. 

 

Objectives of the study:   

The present study examines customer perception toward various dimensions of benefits as well as problems of 

internet banking in Indore, a city of Madhya Pradesh. The objectives of the study are as follows: 

 To study the determinants influencing customer satisfaction toward internet banking. 

 To study the inhibitors preventing customers from coming on internet banking platform. 

 

II LITERATURE REVIEW 

Auta  [18](2007) empirically examines the impact of e-banking in Nigeria’s economy and found customers are 

satisfied with e-banking system as it  provides its customers convenience and flexible advantages such as easy 

transfer, speedy transfer, less cost and time saving benefits. 

Another study focused on customer’s perception toward the e-banking services and analysis of variance 

technique was employed to study the significant relationship between the occupation and age with customer 

perception toward e-banking services The result indicated  that customer’s perception toward the e-banking 

services differed with age and occupation. 

The perceived ease of use, perceived usefulness, compatibility, innovativeness and perceived credibility are the 
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criteria influencing customer’s intention to adopt internet banking. (Muhammad and Rana [19], 2012) 

Wu, Chang and Lin  [20] (2012) reported trust, perceived usefulness and perceived ease of use and relative 

advantage having a significant effect on customer’s behavioural intention to adopt internet banking.  

RESEARCH DESIGN 

Present study uses descriptive cross sectional research to carry out the research. 

Population 

The population for study is the people of Indore who are having bank account in any of the banks. In this study 

descriptive and analytical cross sectional design has been used to carry out the research.  

Sampling: 

 Judgment sampling is used to and total 100 customers of banks were surveyed for present study. Only 75 

customers responded and filled up all information therefore considered for comprehensive study 

Data Collection Instruments - Questionnaire 

Research is based on primary information collected through self administered questionnaire which was 

distributed to the customers and collected after its completions.100 respondents were selected for collecting 

information representing service class, business class and student and also male and females.  

Scale for measurement: The five point likert scale (5-Strongly dissatisfied, 4 –Dissatisfied, 3-Neutral, 2- 

Satisfied and 1- Strongly Satisfied) has been used to measure the satisfaction of the customers.   

Statistical Tools:  For testing the hypothesis regarding drivers of satisfaction, T –test has been used while chi 

square test has been used for determining inhibitors. Statistical software SPSS 20 has been used to conduct 

statistical test. Cronbach’ s Alpha has been used to test the reliability or internal consistency for set of questions.  

Hypothesis  

 

Hypothesis 1: 

Ho: Cost effectiveness is not a significant determinant of customer satisfaction with internet banking.  

H1: Cost effectiveness is not a significant determinant of customer satisfaction with internet banking  

Hypothesis 2: 

Ho: Simple transaction is not a significant determinant of customer satisfaction with internet banking.  

H1: Simple transaction is not a significant determinant of customer satisfaction with internet banking. 

Hypothesis 3: 

Ho: Ease to operate from home is not a significant determinant of customer satisfaction with internet banking.  

H1: Ease to operate from home is a significant determinant of customer satisfaction with internet banking. 

Hypothesis 4: 

Ho: Sufficient information and assistance from bank is not a significant determinant of customer satisfaction 

with internet banking.  

H1: Sufficient information and assistance from bank is a significant determinant of customer satisfaction with 

internet banking. 
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Hypothesis 5: 

Ho: Secured personal data is not a significant determinant of customer satisfaction with internet banking.  

H1: Secured personal data is a significant determinant of customer satisfaction with internet banking. 

Hypothesis 6: 

Ho: Saving time is not a significant determinant of customer satisfaction with internet banking.  

H1: Saving time is a significant determinant of customer satisfaction with internet banking. 

Hypothesis 7: 

Ho: Bank support is not a significant determinant of customer satisfaction with internet banking.  

H1: Bank support is a significant determinant of customer satisfaction with internet banking. 

Hypothesis 8: 

Ho: Convenience is not a significant determinant of customer satisfaction with internet banking.  

H1: Convenience is a significant determinant of customer satisfaction with internet banking. 

 

Parameters Frequencies Percentages 

Gender   

Male 

Female 

52 

23 

69.3 

30.7 

Marital Status   

Married 

Unmarried 

52 

23 

52 

23 

Age   

31-40Years 

41-50 Years 

51-60 Years 

Above 60 Years 

16 

23 

6 

30 

21.3 

30.7 

8 

40 

Qualification   

Above Post Graduate 

Post Graduate 

Graduate 

Below Graduate 

5 

25 

37 

8 

6.75 

33.3 

8 

40 

Occupation   

Student 

Service 

Business 

 

13 

49 

13 

17.3 

65.3 

17.3 
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Hypothesis 9: 

Ho: 24*7availability of bank is not a significant determinant of customer satisfaction with internet banking.  

H1: 24*7availability of bank is a significant determinant of customer satisfaction with 

internet banking. 

Data Analysis  

 

Demographic profile of the customers 

The demographic profile of the respondents is shown in Table No 1.  

On examining the table it is found that out of 75 respondents, 52 are male and 23 are female  

and their percentage is 69.3 and 30.7 respectively. Marital status wise also 52 respondents are married and 23 

are unmarried. The respondent’s age have been grouped in four groups- 21- 

Table No 1  

Demographic Profile of Respondents 

30, 31-40, 41-50, 51-60  and above 60 and the result shows that 16 respondents fall in age group of 31-40 years 

with 21.3%, 23 are 41-50 years (30.7%), only 6 respondents are of 51- 60 years ( 8%) and 30 are above 60 years 

which is 40 % of total respondents. 

Respondents, who were classified in postgraduate, graduate, below post graduate and above postgraduate. 37 

respondents are only graduate whose percentage is 8.0 followed by post graduate whose number is 25 and 

percentage is 33. 5. Below graduate respondents are 8 with percentage of 40  and above post graduate are 5 

respondents with 6.75 percent. Occupation wise respondents were categorized into students, service class and 

business class and their percentage are 17.3, 77.55.3 and 17.3 respectively.  The demographic profile is also 

represented in Fig No 1. 

 

Fig No 1 
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Reliability Measurement: Table No 2 shows the reliability or internal consistency of sets of questions. The 

9 determinants that can impact customers satisfaction with internet banking were tested for consistency. 

Table No 2 

Reliability Statistics 

Cronbach's Alpha N of Items 

.788 9 

    

Determinants influencing customer satisfaction toward internet banking: 

Hypothesis Testing: 

1. Cost Effectiveness:  The Table No 3 shows that means of respondents response for cost effectiveness is 

3.81 and the t value t= 6.635 and p=0.000 which reject the hypothesis 1   which states that cost 

effectiveness is not a significant determinant. It leads to conclude that cost effectiveness is a significant 

determinant for customer satisfaction with internet banking. 

2. Simple Transactions:  Internet banking is also simple and customers can perform most of the operations 

without any intervention of the bank employees. The Table No 3 shows the means for simple transaction is 

3.85 and the t-value is 6.93, p=0.00 which is again more than table value and rejecting the hypothesis 2 

which suggest that simple transaction is not a significant predictor for customer satisfaction and accepting 

the alternate hypothesis2. 

3. Ease to operate from home: It is one of the important advantage of internet banking As customers need 

not to go to bank physically rather operate from ease of home or office at his/her convenience. The result of 

one sample t test shows the mean value of 4.28 and the t value is 12.49 which is significant at 1% and thus 

null hypothesis is rejected and alternate hypothesis 3  is accepted which suggest that need not to go bank 

physically is one of the significant determinants . 

4. Sufficient Information and Bank Support:  Switching from traditional banking system to technology 

oriented banking needs lots of persuasions and motivation so that customers get ready to adopt the changes 

readily. Banks require helping their customers by providing all sorts of required information and support so 

that customers may opt internet banking easily. Table No 3 reveals that the mean for sufficient information 

and bank support is 3.50 and 3.42 and  t value is 4.202  and 3.17  and p=0.00 respectively, which again reject 

the null hypothesis  4 and 7 stating bank does not provide information  how to operate and how to take 

precautions while using internet banking and does not support to its customers. 

5. Secured personal data:  The biggest hurdle in case of opting internet banking is security  as everyone is 

worried about how safe is the personal details a customer is entering and the transactions are also secure with 

a fool proof arrangement. With passage of time people have begun trusting on banks and the system and the 

mean for secure data is 3.47 and t-value is 3.67 p=0.001 which is significant at 1 %. This lead to rejection of 
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null hypothesis  5  stating personal data security is not a significant determinant in customer satisfaction with 

internet banking.  

Table No 3 

 

One-Sample T Test 

Determinants Test Value = 3 

Mean 
t df Sig. (2-tailed) Mean Difference 

Less costly 3.81 6.635 74 .000 .813 

Transaction simple 3.85 6.937 73 .000 .851 

Need not to go bank 4.28 12.493 73 .000 1.284 

Enough information  3.50 4.202 73 .000 .500 

Personal data secure 3.47 3.616 73 .001 .473 

Save time 4.23 11.034 73 .000 1.230 

Bank support 3.42 3.176 73 .002 .419 

Convenient 4.26 11.913 73 .000 1.257 

All time 4. 51 18.416 73 .000 1.514 

6. Saving time: Time is precious and using internet banking saves time as a customer can perform banking 

operation fast and all the factors itself eliminated like waiting for turn standing in long queue or non 

availability of bank employees etc. When customers were asked how satisfied they are with this factor, the 

mean of there response came 4. 23 and calculated t value is 11.034 which is greater than table value which 

clearly suggest saving time as a significant determinant for customer satisfaction with internet banking. 

Thus the null hypothesis 6  regarding it is rejected and alternate hypothesis is accepted.  

7. Convenience: Convenience is one of the important advantages of internet banking as a customer can pay 

his/ her bill, transfer money from one account to other and view account at any time. The Table No 3 shows 

that the mean for this factor 4.26 and t- value is 11.91 which are significant at 1 % thus the null hypothesis 

8  is rejected which state that convenience is not a significant determinant for customer satisfaction with 

internet banking and accept the alternate hypothesis. 

8. Available All Time:  The availability of internet banking facility all time that is 24*7 means a customer 

can perform his bank task at his will, irrespective of time or day. The result of Table No 3 also shows the 

mean of customers as 4.51 and t- value 18.41. The result indicates that t value is more than table value at 1 

% hence null hypothesis 9  is rejected and alternate hypothesis is accepted which states that all time is 

significant determinant for customer satisfaction with internet banking. 

The Table shows that the most important determinant satisfying customers with internet    banking are  those 

determinants which have means more than 4 and three determinants are need not to go bank,  convenience and 

time saving as their mean value are 4.28, 4.26 and 4.23 respectively.  

Customers are moderately satisfied with determinants having mean value 3.5 to 4. The Table indicates that the 
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determinants which fall in this category are simple transaction, less costly and enough information available to 

customers as their mean are 3.85, 3.81 And 3.50 respectively. 

 

Inhibitors influencing customer satisfaction toward internet banking 

The Table No 4 indicates the inhibitors/ factors which prevents customers to adopt internet banking. The 

identified inhibitors for testing statistically are lack security, online threats, lack of literacy, difficult, lower 

internet penetration, threats of hackers and traditional banking preferred.  

On analyzing the Table, it has been found that lack of security, online threats, difficulty and threats of hackers 

are significant as their  chi square value are 14. 52, 40.33, 38.629 , 5.88 and 37.45 respectively. However lack of 

literacy and low internet penetration and traditional banking preference are not identified as significant   

inhibitors as their chi square value is not significant.  

Inhibitors of customer Satisfaction with Internet Banking: 

Table No 5 deals with the inhibitors which are hindering customers satisfaction with internet banking.  

The test statistics shows that chi square value for Security is significant as the value of χ
2 

is 14.520 which is 

more than table value and p value < 0.05. It can be concluded that there are statistically significant differences 

on security issue with more customers (N= 54) opined that lack of security is one of the important inhibitor of 

customers satisfaction with more Internet Banking. 

Similarly, chi square χ
2 

value is 14.520 for online threat which is significant as it is more than table value and p 

value < 0.05. It can lead to conclusion that there are statistically significant differences on online threat issue 

and more customers (N= 65) agree on it. 

Table No 5 

Inhibitors of Customer Satisfaction with Internet Banking 

 

On examining the Table No 5, Difficulty and Threats of Hackers are also found to be significant inhibitors as 

their chi square χ
2 

value are 44.24 and 37.5 respectively and p value < 0.05 which further suggest that more 

Inhibitors  Observed  

N 

Expected  

N 

Residual Chi-

Square 

Df4 Asymp. Sig. 

Lack 

security 

yes 54 37.5 16.5 14.520
a
 1 .000 

No 21 37.5 -16.5 

Online 

Threats 

yes 65 37.5 27.5 40.333
a
 1 .000 

No 10 37.5 -27.5 

Lack of 

Literacy 

yes 43 37.5 5.5 1.613
a
 1 .204 

No 32 37.5 -5.5 

Difficulty yes 27 37.5 10.5 44.240
b
 1 .000 

No 48 37.5 -10.5 

Threats of 

Hackers 

yes 64 37.5 1.5 . 

37.453
a
 

1 .000 

No 11 37.5 -1.5 
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people believe that Threats of Hackers (N=64) is one of the inhibitor of customer satisfaction with internet 

Banking but with difficulty more customer ( N=48 ) opined that the difficulty issue is not any hurdle or inhibitor 

of customer satisfaction with internet banking. 

However Lack of Literacy has not been found significant as the chi square value is 1.61 and p> 0.05 hence this 

dimension is not an inhibitor.   

 

Conclusion and Policy Implication : Digitization in Banking sectors have lead to many researches to know 

what are the factors which are  satisfying customers and what are the factors which are preventing them from 

switching from traditional to modern technology oriented internet banking. The present research concludes the 

following: 

Availability of Internet Banking 24*7 is  most important determinants that make people satisfy with the internet 

banking as a customer can operate his/her account at any time. 

Similarly banking from home and convenience are also highly satisfying determinants suggested by customers 

using internet banking. Time and cost effectiveness and getting full information and support from banks are also 

encouraging customers to adopt internet banking and government should strive to extend its support and help 

customers out if trapped in any sort of problems while operating their  account through internet.  

However the research also points out that security of personal information like pin and adhar number are the 

issues about which customers are always susceptible. Similarly threats of hackers and online threats are also 

hindering them coming on internet platform from traditional brick and mortar building and using internet 

banking without any distrust. The research concludes that government has to take strict steps to curb all these 

inhibitors and encourage more  customers to adopt internet banking only then we can move one more step 

toward paperless society.  

 

REFERENCE: 

1. Gonza´lez ME, Dentiste MR, Rhonda MW (2008). “An alternative approach in service quality: an e-

banking case study”, The Quality Management Journal, 15 (1): 41. 

2. Essinger, J. (1999): "The Virtual Banking Revolution". The client, the Bank and the future. First Ed., 

International Thomson Business Press, London. United Kingdom. 

3. Gurău, C. (2002), “E-banking in transition economies: the case of Romania”, Journal of Financial 

Services Marketing , Vol. 6 No. 4, pp. 362-79.  

4. Munusamy, J. , Chelliah, S. and Mun, H. (2010), “Service quality delivery and its impact on 

customer satisfaction in the banking sector in Malaysia”, International Journal of Innovation, 

Management and Technology , Vol. 1 No. 4, pp. 398-403 

5. Nasri, W. (2011), “Factors influencing the adoption of internet banking in Tunisia”,International 

Journal of Business and Management , Vol. 6 No. 8, pp. 143-50.  

6. Turban, E., King, D., Lee, J. and Viehland, D. (2004) “Electronic Commerce: A Managerial 



 
 

141 | P a g e  

 

Perspective”. New Jersey: Pearson/ Prentice Hall. 

7. Lee, E. and Lee, J. (2000), “Haven’t adopted electronic financial services yet? The acceptance and 

diffusion of electronic banking technologies”, Financial Counselling and Planning , Vol. 11 No. 

1, pp. 49-60 

8. Al-Mudimigh, A.S. (2007), “E-business strategy in an online banking services: a case 

study”,Journal of Internet Banking and Commerce , Vol. 12 No. 1, pp. 1-8 

9. Dube, T. , Chitura, T. , Chitura, T. and Langton, R. (2009), “Adoption and use of internet banking 

in Zimbabwe: an exploratory study”, Journal of Internet Banking and Commerce , Vol. 14 No. 1, 

pp. 1-13.  

10. Insley, R., H. Al-Abed, T. Fleming and B.O.L. Gurus, 2003. What is the definition of e-banking. 

http://www.bankersonline.com/technology/gurus_tech081803d.html. 

11. Kwan, S.S.Y. (2000), “A comparative study of the retail online banking sector in UK”, Master ' s 

thesis, University of Sheffield  

12. Daniel, E. (1999), “Provision of electronic banking in the UK and the republic of 

Ireland”,International Journal of Bank Marketing , Vol. 17 No. 2, pp. 72-82.  

13. Flavian, C., Torres, E., & Guinaliu, M. (2004). “Corporate image measurement A further problem for 

the tangibilization of Internet banking services”. International Journal of Bank Marketing. Vol. 32 No. 

3, pp. 107- 125. 

14. Gan, C., Clemes, M., Limsombunchai, V., & Weng, A. (2006). “A Logit analysis of electronic banking 

in New Zealand”. Discussion Paper No. 108, Commerce Division, Lincoln University, Canterbury. 

15. Ozuru, H. N; Chikwe, J. E and Idika Uduma (2010). The use of Traditional payments and electronic 

payments systems in Nigeria: A discourse. Proceedings of the 11th Annual Conference of International 

Academy of African Business and Development.  

16. Singhal, D and V. Padhmanabhan (2008). A Study on Customer Perception Towards internet Banking: 

Identifying major contributing factors. The Journal of Nepalese Business Studies. V (1), 101 – 111. 4. 

17. Auta Elisha Menson (2007). E-banking in Developing economy: Empirical evidence from Nigeria. 

Journal of Applied Quantitative methods, 5(2), 212-222. 

18. Muhammad Lakhi and Gule Rana (2012). Factors distressing internet banking adoption among adult 

students: Evidence from kingdom of Saudi Arabia. Business and Management Review, 2(1), 76-82. 

19. Wu Hsueh-Ying, Hsing-Yun Chang and Hsing- Hui Lin (2012). The difference between users and 

potential users of using online banking. International Conference on Innovation and Information 

Management, 36(2), 33-37. 

 

 

 


