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Abstract: Recent advancements in communication systems have benefited the banking industry and its clients in
the following ways: One of these is Mobile Banking, where customers interact with thebank via mobile phones,
and banks provide them the services like short message services, fund transfers, account details, issue of cheque
book, etc. The definition of mobile banking (m-banking),RBI guidelines for mobile banking in India, benefits of
using this new technology for both the banking industry and the customer, and concerns that must be resolved in
relation to this new formof banking are all covered in this paper.

Introduction:

The advancement of IT in banking is quickly overtaking other factors and changing how banks dotheir business.
The quick transformation of financial institutions is being driven by developmentsin the financial markets, data
innovation, budgetary item enhancements, and the liberalization of intersessional budgetary laws. E-impact
Recently, there has been a lot of debate over the budgetingservices sector and banking on customer-banker ties.
E-advancements, such as e-cash, e-banking,e-handling, e-protection, e-trades, and even e-supervision, are
developing quickly everywhere.

To have a significant social influence today, every nation must be digitally integrated. No matter where they are
located, it is crucial to have administrations accessible 24/7 online. As an added bonus, a flexible platform makes
all resident credentials accessible in the cloud, enabling the electronic and hassle-free transmission of financial
information and improving the Ease of DoingBusiness. And so forth.

literature review:

Chandrasekhar. Mand Rajendra Sonar.M (2009), "An investigation of the effect of data innovation on the
efficiency of Indian Banks." An examination produced using the legislature, and the private division of 29 banks
helped them infer that IT beneficially affects bank efficiency. Concentrates were incomplete at many levels, and
people gave other bits of knowledge about its impact. This extraordinary presentation for Indian Banks had once
stayed a riddle.

Johri and Jauhari (2010), The headway in figuring and media transmission have changed the monetary Business
and relying upon the net is quickly getting on. As online Business gets changedinto m-trade with the expanding
utilization of advances like WAP, the banking business is in for asignificant update. Additionally, break down the
"significance of innovation and issues arising outof this innovation".

Atasoy, Bilge Ikeda, Takuro Song, Xiang Ben-Akiva, Moshe E. (2015), FMOD is an interestingresponsive
framework wherein a rundown of movement choices is given progressively to every traveler's demand. For
administrators, there is adaptability regarding vehicle distribution to varioushelp types: taxi, shared-taxi, and
scaled-down transport. The designation of the accessible armadato these three administrations is done
progressively with the goal that vehicles can change functions during the day.

Charles K. et al. (2016), The scientists are to research factors influencing e-banking users dependent on
electronic help (e-administration) quality, disposition, and consumer loyalty. The model utilized e-
Administration's quality variable, dissemination of advancement build, and self-viability to all the more likely to
mirror the clients' perspectives on e- banking utilization. The outcome reveals that apparent e-administrative
quality impacts consumer loyalty and utilization ofe-banking.
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What is e-banking: E-banking is also known as online banking (Hertzum et al., 2004). E-bankingrefers to the
practice of providing retail and wholesale banking services to both consumers and businesses through the
internet. This can cover a wide range of services, including loans for businesses and households as well as
payments and transfers between banks, document collecting,and credits (UNCTAD, 2002).

E-banking allows users to carry out any virtual banking operations as long as they have access toa computer and
a web browser. Through the E-banking technology, the core database of the bankis web-enabled. The menu
contains a list of all the bank's services that may be accessed online. Any service can be chosen, and the remainder
of the interaction is determined by the nature of that service. Alternative delivery channels, including ATMs, are
replacing the conventional branch paradigm of banking.

Each branch office will lose its own physical identity if the bank's branch offices are all connectedthrough satellite
or terrestrial lines. If banking were a borderless entity, then banking could occuranytime, wherever, and however,
you wanted. An intranet is the network that links all of your locations and enables communication with your main
office. The eligibility requirements for usingthese networks are very rigorous. At SWIFT, you may observe
intranet apps in use.

Objective of the Study:
® To consider how customers are currently utilizing e-banking services,
® To determine how satisfied customers are with E-banking administrations currently,

® E-banking client services must be analysed in terms of existing influence and potential future trends. The
greatest strategy for defeating them is to create brand-new, exclusively Indian goods, services, and tactics.

Research Methodology:

The nature of the study is exploratory involving both qualitative and quantitative aspects. It tries to understand
the real thought process of the rural and urban people regarding their decision to adopt digital banking. A
structured questionnaire with multi-choice questions on a Likert scale (five points) was used to gather the primary
data for this study. The survey was conducted using an interview.

Data Interpretation:

1. Gender:
Male: Female: Others

GENDER

96%

4%

MALE FEMALE OTHERS

W GENDER

Interpretation:

° 96% of respondents are male.
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2.

4% of respondents are female.

Age

Up to 30 Years; 31-40 Years; 41-50 Years; 51-60 Years; Above 60 Years.

AGE
29%
26%
4% 4%
Upto 30 Years 31-40 Years 41-50 Years 51-60 Years

mAGE

3%

Above 60 Years

7.00%

POST-GRADUATE

Interpretation:
° 4% of respondents are of age up to 30 years.
° 26% of respondents are between the age of 31 to 40 years.
° 4% of respondents are between the age of 41 to 50 years.
° 29% of respondents are between the age of 51 to 60 years.
o 3% of respondents are more than 60 years old.
3. Educational Qualification:
o Primary
o Secondary
o Higher Secondary
o Graduate
° Post-Graduate
EDUCATION
o 30.00% .
o
Interpretation:

® 21% of respondents have primary education as their highest educational qualification.
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® 30% of respondents have secondary education as their highest educational qualification.
® 26% of respondents have higher-secondary education as their highest educationalqualification.
® 16% of respondents are graduates.
® 7% of respondents are post-graduate.
4. MSME Category
Services-Micro; Services-Small; Manufacturing-Micro; Manufacturing-Small
MSME CATEGORY
60.00%
50%

50.00%

40.00% 38.00%

20.00%

10.00% 4.00% 6.00%

0.00% - -

SERVICES - MICRO SERVICES - SMAL MANUFACTURING MANUFACTURING
MICRO SMALL
m MSME CATRGORY

Interpretation:
° 38% of respondents belong to the Service-Micro category.
° 4% of respondents belong to the Services-Small category.
o 50% of respondents belong to the Manufacturing-Micro category.
o 6% of respondents belong to the Manufacturing-Small category.

5.  Yearly Revenue:

Prefer not to say; Up to 15 Lakhs; 16-30 Lakhs; 31-45 Lakhs; Above 60 Lakhs.Interpretation:

YEARLY REVENUE
60.00%
50,00%
50.00%
39.00%

40.00%

30,00%

20.00%

9%
10.00%
. 1.00% 1.00%
0.00% — —
PREFER NOT TO SAY  UP TO 15 LAKHS 16- 30 LAKHS 11- 45 LAKHS ABOVE 60 YEARS
W YEARLY REVENUE

° 39% of respondents prefer to reveal their annual income.
o 50% of respondents earn up to 15 lakhs per annum.
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o 9% of respondents earn up to 16 to 30 lakhs per annum.
o 1% of respondents earn up to 31 to 45 lakhs per annum.
o 1% of respondents earn more than 60 lakhs per annum.

6. Usage of E-Banking Services.

Less than 6 months; 6 months - 1 year; 1-2 years; 2-5 years; More than 5 year

USAGE OF E-BANKING
30%

26%
23%
21%

2% 19%
15%

11%
10% I
0%

LESS THAN 6 6 MONTHS -1 YEAR 1-2 YEARS 2-5 YEARS MORE THAN 5 YEARS
MONTHS

)

B USAGE OF E-BANKING

INTERPRETATION:

®  26% of respondents are using E-Banking services for less than 6 months.

®  21% of respondents are using E-Banking services for more than 6 months but less than 1year.
®  19% of respondents are using E-Banking services for more than 1-2 years.

®  23% of respondents are using E-Banking services for more than 2-5 years.

®  11% of respondents are using E-Banking services for more than 5 years.

7. FACTOR (CONVENIENCE) influences customers to use E-Banking.Agree, Null, Disagree

CONVENIENCE

2%

\

= Agree = Null = Disagree

Interpretation:
o 98% of respondents agree that the convenience factor influences customers to use E-Banking.
° 2% of respondents prefer not to say anything.

8. FACTOR (TIME-SAVER) influences customers to use E-Banking.Agree; Null; Disagree
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TIME-SAVING

m Agree m Null = Disagree

Interpretation:

° 100% of respondents agree that the time-saving factor influences customers to use E-Banking.

9. FACTOR (Transparency) influences customers to use E-Banking.Agree, Null, Disagree

TRANSPARENCY

2%

whgree u Null = Disagree

Interpretation:

® 93% of respondents agree that the transparency factor influences customers to use E-Banking.

® 5% of respondents prefer not to say anything.

® 2% ofrespondents disagree that the transparency factor influences customers to use E-Banking.

10. FACTOR (Security and Privacy) influences customers to use E-Banking.Agree, Null, Disagree
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SECURITY and PRIVACY

0%

= Agree = Null = Disagree

Interpretation:

® 100% of respondents agree that the Security and Privacy factor influences customers to use E-Banking.

11. FACTOR (Fastest Transactions) influences customers to use E-Banking.Agree; Null; Disagree

FASTEST TRANSACTIONS

1%

= Agree = Null = Disagree

Interpretation

L 99% of respondents agree that the fastest-transactions factor influences customers to use E-Banking,

and the rest 1% prefer not to say anything.

12. FACTOR (Quick access and services) influences customers to use E-Banking.Agree; Null; Disagree

QUICK ACCESS AND SERVICES
0%

uAgree mNull = Disagree

Interpretation:
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L 100% of respondents agree that the quick access and services factor influences customers touse E-
Banking.

13. Factor (24*7) influences customers to use E-Banking.Agree; Null; Disagree

24*7

0%

m Agree mNull = Disagree

Interpretation:
L 100% of respondents agree that the 24*7 factor influences customers to use E-Banking.

14. Factor (Reasonable Service Charges) influences customers to use E-Banking.Agree; Null; Disagree

REASONABLE SERVICE CHARGES

0%

m Agree = Null = Disagree

Interpretation:

o 100% of respondents agree that the reasonable service charges factor influences customers touse E-
Banking.

15. Customers’ satisfaction with E-Banking services.

S.No. FACTORS RANK
1. SECURITY 3rd

2. PRIVACY 5th

3. 24*7 Ist

4. EASY ACCESS 2nd
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6. CUSTOMER SERVICE 7th
7. SPEED 6th
8. MULTI OPTIONS FOR PAYMENT ACTIVITY 8th

Findings and Suggestions:

® Banks should create awareness about the mobile banking services through Advertisements,Pamphlets, Demo
Fares, Campaigning, etc. so that the customer feel informed and it may create interest among them.

® Samudra and Phadtarel3, claimed that the footfalls at ATM centres are likely to be very high, and the
campaigns may be carried out at these locations to attract more customers tothese services.

® Trust is also an important point of concern. Trust between the customers and the service provider is very
important, without security and privacy users will not use mobile for financial transactions.

® Perceived ease of use and perceived usefulness are found to be important factors to influence the consumer
intention to adopt mobile banking. Hence, the main attention of management should be focused on the
development of usefulness of the system, trust building, and cost reduction.

® Perceived cost is also an important factor; therefore, this study suggests that creative promotional and pricing
strategies, including cost reduction should be implemented to attract more price-conscious customers.

® [t is also found that customers will adopt mobile banking if they find it easy to use and understand.
Conclusion:

With the growth and development of technological advancements and globalization the demand for a pattern of
e-banking services is experiencing a change. This is because of various factors including satisfactory level of
customers, usage and utilization of services, and many more. This is all responsible for changing demand for a
pattern of e-banking services.

Each bank understands that it should give E-banking to its clients to endure. Clients are setting aside cash and
time since they do not need to visit the bank office. Banks can more readily keep up the association with clients
because, with E-Banking, clients will connect more with administrations.

The operationalization of consumer loyalty in the banking segment is, to some degree, foggy, andit ought to be
operationalized along with similar measurements that comprise administration quality. Along these lines, if the
financial Business receives the specialist's suggestions, it will unquestionably expand consumer loyalty with E-
banking administrations.
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