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Abstract: The purpose of this research is to study factors that may influence customer 
satisfaction of E –banking services in Public and Private Sector Banks. Moreover, the paper 
additionally aims to know the link between client satisfaction and repair quality, and to search out 
some major factors for keeping high level client satisfaction in E– banking services. After the 
validation of measurement scales, the hypothesis is contrasted through structural modeling. 
Finally, it validates the hypothesis and a measurement model. The data showed that service quality 
have direct and significant effect to customer satisfaction in E – banking services. Besides this, the 
results found that some factors are positively related to customer satisfaction. Finally, it's 
determined that potency, interactivity, security, information, ease of use and content are major 
factors to affect customer satisfaction in the E – banking services. 
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1. INTRODUCTION 
 
Banking system always has an important role to play in every country’s economy. It 

is vital for any nation as it provides for the needs of credit for all the sections of the 
society. India isn't solely the world’s largest freelance democracy however it's 
additionally associate degree rising economic big. The growth potential of Asian country 
relies on its sturdy banking establishment. The infusion of information technology in 
banking sector has completely revolutionized how the banking sector operated. In order to 
survive in the new globalized world, banks had to opt for this new change. Banking in 
Asian country has been through a protracted journey. It has seen a number of changes due 
to technology and innovation. Now all the banks have started with the concept of multi- 
channels, like ATMs, credit cards, debit cards, telephone/mobile banking, E- banking, etc. 
With extreme competition among the banks, entire banking system is undergoing a 
change. Today, modern banking not only looks for new ways to attract but also to retain 
the customers and gain competitive advantage over their competitors [1]. The below 
figure includes facts to improve the efficiency of banking sector, 
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Fig1. Facts to improve the efficiency of the bank 
Electronic Banking is that the machine-driven mode of delivery of latest and ancient 

banking merchandise and services on to the client through transmission channels. 
Electronic banking incorporates systems that enable individual customers to access their 
accounts, speed transaction, and get current account details, updated information on latest 
financial products and services through public or private networks [2]. It accommodates a 
variety of platforms such as internet banking, telephonic and television based banking, 
automated teller services, mobile phone banking as well as personal computer based and 
offline banking services. Given the fact that banks invest billions in the internet 
infrastructure, customer satisfaction and customer retention are increasingly developing 
into key success factors in e-banking. But low customer satisfaction is a major burden to 
demoralize development of e-banking service in our country.  
 

2. Literature Review 
 

Security is the freedom from risks, doubts or danger. It involves financial security, 
physical safety and confidentiality. It is one important fact that may affect customers’ 
intention to adopt E- banking services. Some of the existing researches are listed in this 
section, 

 
Roshan Lal (2012) analyzed that development of e- banking in banking sector is 

because of advent of IT. Banks nowadays operate in a very extremely globalized, 
liberalized, privatized and a competitive environment. In order to survive during this 
surroundings banks got to use IT. Indian banking industry has witnessed a tremendous 
developments due to sweeping changes that are taking place in the information 
technology [3]. 

 
Shukla et al. (2011) explicit that E-banking offers the next level of convenience for 

managing one’s finances even from one’s room. However, it continues to gift challenges 
to the money security and private privacy. Customers are advised not to share sensitive 
personal information like PIN numbers, passwords, and OTP (One time password) etc. 
with anyone, together with staff of the bank; amendment ATM PIN and on-line login and 
dealing passwords on an everyday basis; make sure that the logged in session is correctly 
signed out [4]. 

 
Unyathanakorn et al. (2014) uncovered that e-banks must fixate on service quality to 

increment customer contentment and trust and to obtain customer staunchness. 
Implicative insinuations are mentioned in cognation to e-bank management. The Cyber 
World has become a significant a part of people’s daily lives. It has transmuted consumer 
deportment in many ways, including financial transactions formerly requiring a visit to a 
bank branch to achieve. Commercial banks have been in the forefront in utilizing this to 
meet customer desiderata for on-demand financial services [5]. 

 
Bhatt et al. (2016) study examined the mobile bank users demographic, attitudinal, 

and behavioral characteristics. His study found that the updated user-friendly technology 
of infrastructural facility and its availability is the most important factor that motivated 
consumers’ attitudes [6]. 

 
Rejikumar and Ravindran (2012) studied factors, which affect the prolongation 

decisions of the early adopter of mobile banking services. The study concluded that 
advancement and new technology has provided the satisfaction to the consumer. 
Technology up gradation has shown improvement in quality of the services provided by 
the bank [7]. 
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Fornell (2001) The ACSI is aimed at the United States economy and can be applied to 
economics at both the macro and micro levels. As the model can measure customer 
satisfaction based on their actual experiences, therefore it is used to measure product and 
service quality at organization and industry levels. It can also be applied to promoting to 
alter it to achieve a lot of shoppers. It is also applied in public sectors [8]. 

 

3. Electronic banking (E-banking) 
 

As the name implies, electronic banking or e-banking involves combination of 
electronic technology with the banking sector. It relates to provision of banking products 
and services through electronic delivery channel. Under this system, the banking services 
are delivered by way of a computer controlled system. E-banking involves providing 
banking and related service through extensive use of information technology without 
direct recourse to the bank by the customer [9]. With growing popularity and benefits of 
e-banking, lot of banks have realized the importance, competition and challenges brought 
forth with this new technology and are adapting to this new-age banking. Features of E-
Banking, 

 
24x 7 banking hour service 
 
No geographical barrier 
 
Easy Electronic Fund transfer facility. 
 
Better efficiency in Customer relationship management. 
 
Making the Payments of bills like electricity, telephone bills, and mobile recharge. 
 
It can view of balance of accounts and statements. 
 
E-banking can bring doorstep services. 

 
Order mini statements. 

 
Mobile banking. 

 
SMS banking services 

 
Fig2. Features of E-Banking 

 
In India the traditional method of banking was through branch banking. It was in 

1991, that with economic reforms, the banking industry also witnessed the new wave of 
banking methods. It was Saraf Committee that was planted by run in 1994 that suggested 
the utilization of Electronic Fund Transfer System (EFT), introduction of electronic 
clearing services and extension of Magnetic Ink Character Recognition (MICR) on the far 
side metropolitan cities and branches. It was ICICI bank which became the pioneer of e-
banking in India .It was the first bank to introduce online banking services in 1996. Its 
initiatives were followed by Citibank, IndusInd Bank and HDFC Bank who provided 
internet banking services in 1999.Various initiatives have been taken by both the 
government and the Reserve Bank from time to time to smooth the expansion of e-
banking in India. The Government of India enacted the IT Act, 2000 which provided legal 
recognition to electronic transactions and other means of electronic commerce [10]. 
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The necessary technological developments witnessed within the new age payment 

systems in Indian nation are: 
 

Table1. Technological developments of payment systems 
Year Technological payment systems 

 
late 1980‟s and early 1990‟s Card- Based Payments- Debit Card, Credit Card 
late 1990‟s Electronic Clearing Service (ECS) 
early 2000‟s Electronic Funds Transfer/ Special EFT 
March 2004 Real Time Gross Settlement (RTGS) 
2005/2006 NEFT (National Electronic Funds Transfer)  
2008 CTS (Cheque Truncation System) 
2009 NFC, Per Capita 
2010 PoS (Point of sale) 
2011 Retail Payments 
2015 e-Money, Digital Payments 

 
3.1 Challenges in traditional Banking Sector 

 
Developing countries like Asian nation, has a huge number of people who don’t have 

access to banking services due to scattered and fragmented locations. The major 
challenges faced by banks today are follows, 

 
 Banking institutions exist physically for offering services to the customers 
 It consumes a lot of time as customers have to visit banks personally. 
 Public have to approach banks just in the working hours. 
 Traditional banking does not encounter security threats. 
 Clients have to use cash for visiting banks. 
 Physical presence implies a lot of operating and fixed costs. 
 In traditional banks, the employees and clerical staff of the bank can attend only 

few customers at a time. 
 
3.2 Advantage of E-banking 
 

E-banking has numerous advantages attached to its usage. E-banking provides a 
platform for anytime, anywhere banking. The customers can log on to their account using 
websites or cards anytime and from anywhere without being concerned about the bank 
timings or bothering about the long bank queues. In today’s time banking transactions are 
not bounded by any geographical region or time period. Transactions can be easily 
executed with a click of mouse which is the biggest advantage of online banking. That, is, 
why physical banks are slowly and slowly being replaced by ‘brick and click institutions’ 
and ‘virtual banks’. Moreover, it money and time of the customers as they no longer need 
to travel all the way to bank for every banking transaction. This new form of banking is 
considered economical for banking institutions also as lot of money in form operational 
cost on physical infrastructure and human resources is saved. Customers benefit in form 
of better and advanced facilities being made available. If online errors or queries are 
responded speedily and in efficient manner, it helps the banks in maintaining their 
customer base [10]. With ample time availability because of lowering down of 
mechanical work, banks are able to focus on providing better and new facilities to the 
customers. Hence, it also provides banking institutions with an added advantage over their 
competitors. With the widespread penetration of internet, almost all the banks provide 
online services. So today, e-banking is not just a marketing tool it’s a necessity, which all 
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banks need to have. 
 
3.3 E-Banking in India  

 
Foreign banks in India are pioneers of employing E-banking practices in mid 

1990’s. Following them, domestic banks conjointly adopted it in late 90’s by introducing 
ATM cards and debit cards. E-Banking as compared to the traditional banking majorly 
comprises non-human interactions between customers and banking online systems. Banks 
are providing e-banking facilities through ATMs, POS networks, Internet Banking, 
Mobile Banking and Call centre with catering the needs of general customers for 
payments. Microfinance establishments also are adding their contribution to country’s 
payments infrastructure through unranked banking. According to State Bank of India’s 
Payment System’s Review (2014-2015), e-banking transactions have shown an 
exceptional escalation. Volume of e-banking transactions has up by 100% i.e. 470 million 
over the last five years, whereas the worth of those transactions have enhanced sixty two 
from year 2010-11 to 2014-15.The volume of simply net banking has enhanced by 3% 
and transaction value increased by 18% reaching 798 Billion as compared to 2013-14. 
These statistics are a evidence of increased customer’s divergence to on-line services 
from the normal banking, creating the peace of mind of quality service delivery a 
necessity [11]. 

 

 Fig3. Growth of E-Banking Users in India (2000-2018) 
 

The above graph demonstrates the increasing percentage of E-Banking Users in 
India. Considering the increasing importance of e-banking thus quality of service in e-
banking, this analysis article focuses on factors on client Satisfaction known and given as 
comprehensive model. 
 
3.4 Significant Factors to be considered for Customer Satisfaction in E – banking 
services 
 
 Customer satisfaction is a multifaceted concept, and it is often treated as a 
subjective evaluation represents the difference between consumer’s expectations and his 
perception of the real experience of using a service of the banks [12]. The higher the 
expectations of the client, the harder it can be to achieve his complete satisfaction. 
Customer satisfaction should to be measured and evaluated for making the appropriate 
management decisions. Some of the factors that influence the customer satisfaction are 
listed below, 

International Journal of Scientific Research and Review

Volume 8, Issue 12, 2019

ISSN NO: 2279-543X

Page No: 25



 

 

 
 Consistency: Capability to deliver service as promised 
 Responsiveness: Prompt delivery of services to customers 
 Assurance: Information along with civility of employees, ensuring 

security also delivering faith 
 Tangibles: Viewpoint of physical tools also communication resources 
 Compassion: Providing customer care with individualistic approach 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
   Fig4. Customer satisfaction factors 
 

E-banking system in today’s competitive banking environment is dependent on 
providing excellent service and to customers. E-banking has earned the standing of 
essential service in achieving clients’ loyalty in banking sector by making certain 
customer satisfaction and healthy relations. All that could be mentioned in above figure is 
supreme importance in fulfilling customers’ expectations and Satisfaction. 

. 

4. Research Methodology 
 

a. Significance of the Study 
 

Technology helps in the improvement of the services rendered by Global banking 
sector. E-Banking is one such initiative using the technology. This significance of the 
research work is to understand the various factors influencing the E-Banking services 
towards the Customers. 

 
b. Hypotheses of the Research 

 
H1: Consistency has not influencing the customer satisfaction in E-banking. 
H2: Responsiveness has not influencing the customer satisfaction in E-banking. 
H3: Assurance has not influencing the customer satisfaction in E-banking. 
H4: Tangibles have not influencing the customer satisfaction in E-banking. 
H5: Compassion has not influencing the customer satisfaction in E-banking. 

 
c. Data Collection 

 
Customers of different banks in India who are using any of the e-banking facility 

have been considered as respondents. The respondents are elite through non-probability 

Consistency 

Responsiveness 

Assurance 

Tangibles 

Compassion 
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sampling technique i.e. convenience sampling, because it wasn't attainable to urge access 
to the list of e-banking customers to conduct sampling. Total 300 questionnaires were 
circulated, out of which 264 were considerable for the study. Respondents are from 
private and public banks across India. Questionnaire has been adopted through totally 
different analysis articles to confirm that queries on every service quality dimension fairly 
cause the reliable results. 

 
Table2. Profile of Respondents 

Category of Respondents No. of respondents Percentage 
 
Gender 
 

Male 
 

181 62.63 

Female 
 

108 37.37 

Age Below 20 Years  
21 - 30 Years   
31 - 40 Years  
41 - 50 Years  
51 - 60 Years  
Above 60 Years  

21 
73 
138 
34 
17 
06 

7.27 
25.26 
45.75 
11.76 
5.88 
2.08 
 

Occupation 
 

Business 
Government Sector 
Private Sector 
Others 
 

134 
41 
69 
45 

46.37 
14.19 
23.88 
15.57 

Education Under-Graduate 
Post-Graduate 
Others 

162 
87 
40 

56.06 
30.10 
13.84 

Usage of E-Banking 
Service per Month 

1 to 10 
11 to 25 
Above 25 
 

76 
151 
62 

26.30 
52.25 
21.45 

 
From the above data collection table, the total number of respondents were 289, 

out of which the male respondents were 181 and 108 were female respondents. 21 
respondents are in the age group below 20 years followed by 73 respondents in the age 
group of 21-30 years. There were 138 of the respondents from the age group of 31-40 
years, 31 of respondents from the age group of 41-50 years, 17 of the respondents from 
the age group of 51-60 years, 6 respondents are in the age group above 60 years. The 
respondents who does own business consists of 134 followed by 41 in the Government 
sector. The 69 respondents exist to private sector and other respondents with 45 members. 

 
In the present study 162 respondents are under-graduates followed by 87 

respondents are post graduates and 40 respondents are other professionals. 76 respondents 
do up to 10 transactions through E-Banking in a month, whereas 11 to 25 do the 151 
transactions per month and above 25 respondents do more than 62 transactions in one 
month. 

 
The mean and standard deviation values of Customer Satisfaction factors 

(Consistency, Responsiveness, Assurance, Tangibles, and Compassion) considered for 
this study are calculated. The result is displayed in the following tables, 
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Table3. Customer satisfaction level 
 
 
 
 
 
 
 
 
 
 
 
 
 
From the above table, the mean values are ranged from 3.61 to 4.60 the standard 

deviation values are ranged from 0.80 to 0.99 for customer satisfaction factors. From the 
mean values and standard deviation, it is inferred that the E-banking customers are having 
moderate level satisfaction with the Consistency, Responsiveness, Tangibles and 
Compassion. But they are dissatisfaction with Assurance factor. 

 
H1: Consistency has not influencing the customer satisfaction in E-banking. In 

order to verify the above-stated hypothesis, mean and standard deviation values are 
calculated. The values are displayed in table 3. It shows that the stated hypothesis is 
rejected. It is prove that Consistency factor is influencing the customer satisfaction. 

 
H2: Responsiveness has not influencing the customer satisfaction in E-banking. 

From the result, it shows that the stated hypothesis is rejected. It is prove that 
Responsiveness factor is influencing the customer satisfaction. 

 
 H3: Assurance has not influencing the customer satisfaction in E-banking. From 

the result, it shows that the stated hypothesis is accepted. It is prove that Assurance factor 
is failed influencing the customer satisfaction. 

 
 H4: Tangibles have not influencing the customer satisfaction in E-banking. From 

the result, it shows that the stated hypothesis is rejected. It is prove that Tangibles factor 
is influencing the customer satisfaction.  

 
 H5: Compassion has not influencing the customer satisfaction in E-banking. 

From the result, it shows that the stated hypothesis is rejected. It is prove that 
Compassion factor is influencing the customer satisfaction. 

 
  In the findings of present research paper, it highlights various factors for customer 
satisfaction of E-Banking service of private and public banks in India. Since the 
customers have lower level of satisfaction with Assurance factor. So, these banks should 
take steps to improve the level of assurance factor among the customers. 
 
 

5. Conclusion 
 
  From the statistical analysis, it has been observed that customers are fairly 
satisfied with the e-banking services in India in terms of service quality. However, when 
all factors taken as predictor of customer satisfaction, Consistency has produced the most 
significant results followed by Responsiveness, Tangibles and Compassion, on other hand 
Assurance have not produced significant positive results in e-banking service in India. As 

S. No 
 

Customer 
Satisfaction 

Mean Std. 
Deviation 

1 Consistency 
 

4.60 0.856 

2 Responsiveness 
 

3.63 0.815 

3 Assurance 
 

- 1.63 - 0.937 

4 Tangibles 
  

3.65 0.910 

5 Compassion   
   

3.61 0.944 
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a result these banks should take steps to improve the level of assurance factor among the 
customers. At constant time, development of the online banking system cannot be limited 
to just the factors in this study, but needs to consider other items that are correlated with 
the client satisfaction model so as to maximize client profit and any develop the business. 
Normally, the replica should be run once a year in order to determine present customer 
satisfaction levels on E-banking services. The researchers faith that the findings of this 
study are going to be helpful for the sector and aid them to achieving larger success in 
their business operations. 
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