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1. Introduction

IF we have to name one thing which defines the industry performance
during the last two decades, it is information technology (IT) revolution.

This revolution has completely transformed the business modules of the
business operations including the banking sector. Starting from
technological evolution effort to open import of Maruti, telecommunication
and computer in the late 1990s, a lot of structural changes have been
introduced in Indian banking industry which coincided with the
information technology. Reserve Bank of India (RBI) appointed a
committee, the Basel committee, on banking supervision. The committee
has taken the lead in this area through the creation of its electronic banking
group – a group comprising 17 central banks and bank supervisory
agencies in the late 1999. The main focus of this group has been to develop
sound risk management practices as there are some risks associated with
the use of technology (Rajshekar 2001, Kamakodi and Khan 2008).

As a result, these efforts have enabled the banks to became more
customer focal and now banks agent, alternative to the traditional service
delivery (face to face), have started to use “voice to voice” (telephone support
system) and “bit to bit” (online service delivery). Technology in turn allows
the branches to concentrate on cross selling and up selling product to
customers rather than functioning as pure service outlets. Furthermore, it
helps bank to act proactively in the face of changing trend like e-banking.
Though, at present the concept of e-banking in India is not new, it has
been limited to metro cities only. In order to race ahead in global economic
competition to serve the customers better and keep the cost of transaction
low, a wider range of customers are required.

In India very little research has been done to understand the various
factors or determinants which affect the use of e-banking services, and
how demographic factors are shaping the relationship between e-banking
users and their use of e-banking service. This study endeavors to fulfill
this gap up to some extent. This information will be fruitful to banking
institutions to evaluate and re-assess its existing marketing strategies in
order to attract new customers and to retain their existing customer base.

2. Literature Review
2.1. Technological Developments in Banks

This development and acceptance of e-technology in banking industry
over the last decade has posed a strong competitive pressure on remaining

During the last two decades
banking industry has
experienced a paradigm shift,
especially in terms of integration
of technology into their routine
banking operations. The
objective of this study is to test
whether demographic factors
and level of users’ expertise play
a role in affecting customers’
frequent use of e-banking, and
the type of technology use.
Responses were solicited from
three hundred and twenty
e-banking customers through a
survey questionnaire. Findings
reveal that demographic factors
and customers’ expertise are
associated with more frequent
use of e-banking services and
also on type of e-banking
services used by the customers.

Keywords: E-banking ser-
vices, Customer expectation,
Customer satisfaction,
Customer disconfirmation,
Customer performance.



FOCUSWTO.IB •  January-March 2019 (Vol. 21 No. 1) 23

ARTICLES

Indian banks (government/public
sector/private sector) to respond
immediately to remain competitive
(Kannabiran and Narayan, 2009).
This competitive pressure has led
the way for banks to go for IT as a
strategic tool to examine the recent
development in the banking
industry and understanding its
impact on banking relationships.
Now banking in India is not only
confined to brick and mortar banks
where customers have to visit the
branch in person to withdraw or
deposit cash/cheque, make a
request for account statements, and
many more. Today, through internet
banking, most of the banking
services (like account enquiry, cash
withdrawal, third party transfer,
bill payments, ticket booking, mobile
recharge, etc.) can be accessed
online anytime and anywhere
customer wants.

Zeithaml and Bitner (2012)
have pointed out some benefits,
challenges and reasons to worry
about the use of internet for banking
services:

Benefits: (i) Consistent delivery
for standardized services, (ii) Low
cost, (iii) Customer conveniences,
(iv) Wide distribution, (v) Customer
choice and ability to customize, and
(vi) Quick customer feedback.

Challenges: (i) Customer is
active not passive, (ii) Lack of the
control of electronic environment,
(iii) Price competition, (iv) Inability
to customize with highly
standardized service, (v) Lack of
consistency due to customer
involvement, (vi) Requires changes
in consumer, and (vii) Competition
from widening geographics.

Reasons to worrying of customers:
(i) Someone might steal their

personality, (ii) They may reveal
information about them in the cyber
space, (iii) Personal information
they give might be sold or stolen,
(iv) They may enter their credit card
number on fake website, (v) The
government may give out your
home address, social security
number and other personnel
information online, and (vi)
Someone you know may use your
computer to spy on you.

A study conducted by Daniel
Nilsson in Sweden and Estonia
reveals that Swedish users are
demographically heterogeneous
whereas Estonian users can be
segmented according to age,
gender, education, and income.

Poon and Tan in their article
“Spread of E-banking in Malaysia:
A Consumer Perspective” (2008)
defined their objective of the study
to finding the factors that affect the
use of e-banking and benefits
gained from it. Their study was
based on primary qualitative data
wherein questionnaires were
administered face to face 200
respondents and to show their
responses on expectation 5-point
Likert scale was prepared. They
concluded that the major affection
factors in adoption of e-banking
service are internet accessibility,
awareness, cost, trust, and ease of
use, etc., while advantages of it for
customers are modest when
compared to e-banking.

Jamal and Naser (2002) in their
study “Customer satisfaction and
retail banking: An assessment of
some of the key antecedents of
customer satisfaction in retail
banking” proposed the objective
that what the level of the core,
relational and tangible dimensions

of service quality in customer
satisfaction, how the customer
expertise and demographic factors
moderate the effects of various
dimensions of service quality in
customer satisfaction process. They
formed stepwise regression to take
care of multicollinarity and used
MANOVA to measure demo-
graphic influences. He concluded
that demographic factors do have
an influence over core and relation
dimensions of service quality and
on consumers’ satisfaction.

3. Model Framework
and Hypothesis
Development

Model 1: Model of E-Banking
Users and Consumers’
Demographics:

Consumers’ demographics
represent what the consumers are
the way they describe themselves.
In our study four demographic
factors like - age, gender, education,
and income are studied that are
related to individuals’ use of
e-banking technology.

Age: Research on this aspect
shows that young generation and
middle aged people are more
frequent e-banking users while
elderly customers generally prefer
to conduct their transaction with
bank employees instead of through
technological channels.

Education: A little amount of
literature is available to examine the
relationship between education
attainments and e-banking uses;
but whatever are available show
that with a high level of education
attainments it is more often that
consumer will use e-banking
techniques.
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Income: Literature survey shows
that consumers with high income
show a greater tendency to use
e-banking service.

Employment Level: Previous
research and recent industry
reports also indicate that
individuals involved in
professional jobs or employments
tend to use more e-banking services.

H1 : Demographic factors have an
impact on individuals’ use of
e-banking use behaviour.

H1A : Age has positive effect on
e-banking use behavior.

H1B : Education has positive effect
on e-banking use behaviour.

H1C : Income has positive effect on
e-banking use behaviour.

H1D : Employment has positive
effect on e-banking use
behaviour.

demographic variables and type of
e-banking service dimensions. My
hypothesis is:

H2 : Demographic factors have an
impact on individuals’ use of
e-banking service dimensions.

H3 : Customer’s expertise has an
impact on individuals’ use of
e-banking service dimensions.

So, study sub-hypotheses are,

H3A: Customers’ awareness has
positive effect on use of
e-banking service dimensions.

H3B : Customers’ experience has
positive effect on use of
e-banking service dimensions.

H3C : Customers’ knowledge has
positive effect on use of
e-banking service dimen-
sions.

Model 2 : Model of E-service
Dimensions

In our study number of services
offered under e-banking service are
classified under two broad
dimensions - first is ATMs and
second is other automated services
like voice response system, direct
deposit, etc. This is just done to
make analysis simple and
comparative. Here we will try to
show the dependence between these

FIGURE 1
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So, study sub-hypotheses are,

H2A: Age has positive effect on use
of e-banking service
dimensions.

H2B : Education has positive effect
on use of e-banking service
dimensions.

H2C : Income has positive effect on
use of e-banking service
dimensions.

H2D: Gender has positive effect on
use of e-banking service
dimensions.

Model 3: Model of Consumers’
Expertise and Uses of E-banking
Services

Research available on it shows
that – first, for more expertise person
it is more often that he/she will not
only use but also more frequently
use the e-banking service and also
are choosy about type of e-banking
dimensions and second, more
expertise person perceives more
from e-banking service on quality
aspect and so are less satisfied with
the performance of e-banking
service provided by bank. Thus, we
hypothesized that:

FIGURE 3
MODEL OF CONSUMERS’

EXPERTISE AND USES OF TYPE OF
E-BANKING SERVICES
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E-banking

Service

Model 4 : Model of Consumers’
Expertise and More Often Uses
of E-Banking Services

Our hypothesis is

H4 : Customers’ expertise has an
impact on usage frequency of
e-banking service.

So, study sub-hypotheses are,

H4A : Customers’ awareness has
positive effect on usage
frequency of e-banking
service.

H4B : Customers’ experience has
positive effect on usage
frequency of e-banking
service.

H4C : Customers’ knowledge has
positive effect on usage
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frequency of e-banking
service.

were grouped under seven
headings, e.g., Influencers, Trust,
Convenience, Ease of Use, Costs,
Security, Awareness, and Customer
expertise. All quantitate variables
were measured using five-point
Likert scale (1 for strongly disagree
and 5 for strongly agree).

All questionnaires were served
by the administered research
scholars only during the month of
March, i.e., from 10-20 March. This
period was taken in order to avoid
bias of more frequent use of
e-banking services in last first ten
days or last ten days of months or
bias of more frequent or less frequent
use of e-banking services. The
persons using e-banking services
were the sampling space and
response rate of the questionnaires
was 58 and 45 per cent of the
questionnaire was finally taken for
analysis because rests were either
not filled completely or properly.
This results in a final sample size
of 324 users of e-banking services.

5. Data Analysis
5.1 Sample Characteristics –

Demographic Profile

In the sample, 167 respondents
(50.9%) were under the age of 25
years, 147 respondents (45.4%)
people were of age between 26 and
35 years; and 10 respondents (3.1%)
were of age ranging from 36 to 45
years. Further, majority of the
respondents, i.e. 240 people (74.1%)
were male and 87 respondents
(26.9%) were married. In terms of
educational qualification, only 27
respondents (8.3%) were post-
graduate or above, 152 respondents,
i.e. 46.9 per cent respondents were
graduate, 112 respondents (35.6%)
have completed their intermediate/

FIGURE 4
MODEL OF CONSUMERS’

EXPERTISE AND FREQUENCY OF
USE OF E-BANKING SERVICES

Knowledge

Experience

Awareness
Frequency of

Use of
E-banking

Service

senior secondary education, and
remaining 33 respondents have
never attended the school. In terms
of income, 54 per cent sample units
were between `15,000 and `20000
and of 28.8 per cent sample unit
were greater than `20,000. The
percentages of people whose
incomes were less than `10,000
were merely 6.6 per cent and 10.0
per cent were of income group
`10,001-15,000.

The data shows that 16.6 per
cent of the sample were using
e-banking one time/month, 57.2 per
cent of the sample were using two
to three times per month, and 15.6
per cent of the sample were using
only one time per month. As long
as necessity of human contact is
concerned, 84.7 per cent people feel
that it is necessary and only 22.5
per cent people feel that
e-Technology based channels will
completely replace the branches.

5.2 Models Description,
Hypothesis Testing, and
Result Analysis

For hypothesis-testing a series
of chi-square tests have been
performed for each separate model.
Following the hypothesis testing
procedure, for each sub-hypothesis,
study tested for null hypothesis. If
the resulting chi-square value is
exceeding the recommended cut-off
scores, then study concludes that
there is enough empirical evidence
to reject the null-hypothesis and
hence support the alternate
hypothesis which is actually our
proposed hypothesis. Following is
the result of these chi-square tests
for each research model:

Model 1: It tests if demographic
factors (a) age, (b) education, (c)

4. Research Methodology
A structured questionnaire was

developed and administered to
e-banking customers from rural
parts of a south-Indian state. The
questionnaire has two parts; first
part was related to demographic
profile, and second part was related
to customers’ opinion. Under the
demographic profile part the factors
taken into account were age, gender,
marital status, educational
qualification, monthly income and
bank they are using and some
questions were related to their
knowledge about e-banking, kind of
technology they were using more
frequently and their view on
necessity of human contact and
whether e-banking will replace
completely branches. In order to
make sample unit more appropriate
and sample size more relevant,
qualitative measures like age was
put under four open-ended class
intervals (like below 25, 26-35, 36-
45 and above 45), And the second
part was also classified under two
subheadings; first part is related to
know the customers’ opinion on
benefits of using e-banking and
second part was related to the
description of the factors that affects
the uses of e-banking by the
customers. The overall 23 factors
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income, and (d) employment have
an association with e-banking use.
Following Table 1-A to Table 1-D
present the important chi-square
test statistics regarding each sub-
hypothesis:

H1-A: Age and E-banking Use

Null H1-A: There is no
relationship between age and often
use of e-banking service.

Alternate H1-A: There is
relationship between age and often
use of e-banking service

TABLE 1 A
CHI-SQUARE TEST

Value DF Asymp. sig (2 sided)

Pearson chi-square 96.651a 8 0.000
Likelihood Ratio 91.670 8 0.000
Linear-by-Linear Association 1.294 1 0.255
Valid Cases (N) 320
a. 6 cells (40.0%) have expected count less than 5. The minimum expected
count is 0.19.

Symmetric Measures

Value Approx. Sig.
Phi 0.550 0.000
Cramer’s V 0.389 0.000
Contingency Coefficient 0.482 0.000
N of Valid Cases 320

TABLE 1B
CHI-SQUARE TEST

Value DF Asymp. sig (2 sided)

Pearson Chi-Square 50.488a 8 0.000
Likelihood Ratio 65.642 8 0.000
Linear-by-Linear Association 1.101 1 0.294
N of Valid Cases 320
a 5 cells (33.3%) have expected count less than 5. The minimum expected
count is .79.

Symmetric Measures

Value Approx. Sig.
Phi 0.397 0.000
Cramer’s V 0.281 0.000
Contingency Coefficient 0.369 0.000
N of Valid Cases 320

Result Analysis: Since asymp.
sig (2 sided) of chi-square is less
than 0.05, therefore our data do not
give sufficient evidence to support
the null hypothesis (H1-A) so we
will accept the alternative
hypothesis (H1-A) that there is
association between age and often
use of e-banking service. In other
words, often use of e-banking
service and age are not
independent.

H1-B: Education and
E-banking Use

Null H1-B: There is no
relationship between education and
often use of e-banking service.

Alternate H1-B: There is
relationship between education and
often use of e-banking service.

Result Analysis: Since asymp.
sig (2 sided) of chi-square is less
than 0.05, therefore our data do not
give sufficient evidence to support
the null hypothesis so we will
accept the alternative hypothesis
that implies that there is association
between educational qualification
and often use of e-banking service.
In other words, often use of
e-banking service and educational
qualification are not independent.

H1-C: Income and E-banking
Use

Null H1-C:  There is no
relationship between monthly
income and often use of e-banking.

Alternate H1-C: There is
relationship between monthly
income and often use of e-banking.

Result Analysis: Since asymp.
sig (2 sided) of chi-square is less
than 0.05, therefore our data do not
give sufficient evidence to support
the null hypothesis so we will
accept the alternative hypothesis
that implies that there is association
between monthly income and often
use of e-banking. In other words,
monthly income and often use of
e-banking are not independent.

H1-D: Employment Status
and E-banking Use

Null H1-D: There is no
relationship between employment
and often use of e-banking service.

Alternate H1-D: There is
relationship between employment
and often use of e-banking service.
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Result Analysis: Since asymp.
sig (2 sided) of chi-square is less
than .05, therefore our data do not
gives sufficient evidence to support
the null hypothesis so we will
accept the alternative hypothesis
that implies that there is association
between employment status and
often use of e-banking service. In
other words, often use of e-banking
service and employment status are
not independent.

Model 2:  It  tests if
demographic factors (a) age, (b)

TABLE 1D
CHI-SQUARE TEST

Value DF Asymp. sig (2 sided)

Pearson Chi-Square 111.033a 20 0.000
Likelihood Ratio 116.212 20 0.000
Linear-by-Linear Association 18.139 1 0.000
N of Valid Cases 320
a 15 cells (50.0%) have expected count less than 5. The minimum expected
count is .11.

Symmetric Measures

Value Approx. Sig.

Phi .589 0.000
Cramer’s V .295 0.000
Contingency Coefficient .508 0.000
N of Valid Cases 320

type of e-technology used more
frequently.

Alternate H2-A: There is
relationship between age and use
of e-banking service dimensions i.e.,
type of e-technology used more
frequently.

Result Analysis: Since asymp.
sig (2 sided) of chi-square is less
than .05, therefore our data do not
give sufficient evidence to support
the null hypothesis (H2-A) so we
will accept the alternative
hypothesis (H2-A) that there is
association between age and type
of technology more frequently used
by customer. In other words, type of
technology more frequently used by
customer and age are not
independent.

H2-B: Education Status and
Type of E-banking Service Used

H2-B: There is no relationship
between education and use of
e-banking service dimensions i.e.,
type of e-technology used more
frequently.

Alternate H2-B: There is
relationship between education and
use of e-banking service
dimensions i.e., type of e-technology
used more frequently.

Result Analysis: Since asymp.
sig (2 sided) of chi-square is less
than .05, therefore our data do not
give sufficient evidence to support
the null hypothesis (H2-B) so we
will accept the alternative
hypothesis (H2-B) that implies there
is association between educational
qualification and type of technology
more frequently used by customer.
In other words, type of technology
more frequently used by customer
and educational qualification are
not independent.

TABLE 1C
CHI-SQUARE TEST

Value DF Asymp. sig (2 sided)

Pearson Chi-Square 137.522a 12 0.000
Likelihood Ratio 130.960 12 0.000
Linear-by-Linear Association 12.019 1 0.001
N of Valid Cases 320
a 8 cells (40.0%) have expected count less than 5. The minimum expected
count is .38.

Symmetric Measures

Value Approx. Sig.
Phi .656 0.000
Cramer’s V .378 0.000
Contingency Coefficient .548 0.000
N of Valid Cases 320

education, (c) income, and (d)
employment have an association
with type of e-banking service use.
To test each sub-hypothesis, a
separate chi-square test has been
performed. Following Table 2-A to
Table 2-D presents the important
statistics regarding each sub-
hypothesis:

Hypothesis 2-A: Age and Type
of E-banking Service Used

Null H2-A: There is no
relationship between age and use
of e-banking service dimensions i.e.,
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TABLE 2A

AGE AND TYPE OF E-BANKING SERVICE USED

Chi-Square Tests
Value DF Asymp. sig (2 sided)

Pearson Chi-Square 85.976a 8 0.000
Likelihood Ratio 92.958 8 0.000
Linear-by-Linear Association .182 1 0.669
N of Valid Cases 320
a. 5 cells (33.3%) have expected count less than 5. The minimum expected
count is .97.

Symmetric Measures

Value Approx. Sig.

Phi .518 0.000
Cramer’s V .367 0.000
Contingency Coefficient .460 0.000
N of Valid Cases 320

 TABLE 2B
EDUCATION STATUS AND TYPE OF E-BANKING SERVICE USED

Chi-Square Tests
Value DF Asymp. sig (2 sided)

Pearson Chi-Square 191.811a 16 0.000
Likelihood Ratio 181.374 16 0.000
Linear-by-Linear Association 0.028 1 0.866
N of Valid Cases 320
a 12 cells (48.0%) have expected count less than 5. The minimum expected
count is 0.58.

H2-C: Income Status and Type
of E-banking Service Used

Null H2-C: There is no
relationship between monthly
income and type of technology used
more frequently.

Alternate H2-C: There is
relationship between monthly
income and type of technology used
more frequently.

Result Analysis: Since
asymp.sig (2 sided) of chi-square is
less than .05, therefore our data do
not give sufficient evidence to
support the null hypothesis so we

will accept the alternative
hypothesis that implies that there
is association between monthly
income and type of technology more
frequently used or monthly income
and type of technology more
frequently used are not
independent.

H2-D: Employment Status
and Type of E-banking Service
Used

Null H2-D: There is no
relationship between employment
and use of e-banking service
dimensions.

Alternate H2-D: There is no
relationship between employment
and use of e-banking service
dimensions.

Result Analysis: Since asymp.
sig (2 sided) of chi-square is less
than .05, therefore our data do not
give sufficient evidence to support
the null hypothesis so we will
accept the alternative hypothesis
that implies that there is association
between employment status and
type of technology more frequently
used by customer. In other words,
type of technology more frequently
used by customer and employment
status are not independent.

Model 3: It tests if consumer’s
expertise factors (a) awareness, (b)
experience, and (c) knowledge have
an association with the type of
e-banking service use behaviour. To
test each sub-hypothesis, a separate
chi-square test has been performed.
Following Table 3-A to Table 3-C
present the important statistics
regarding each sub-hypothesis:

H3-A: Awareness and Type of
E-banking Service Use

Null H3-A: There is no
association between customers’
awareness and use of type of
e-banking service used more
frequently.

Alternate H3-A: There is
association between customers’
awareness and use of type of e-
banking service used more
frequently.

Result Analysis: Since asymp.
sig (2 sided) of chi-square is less
than .05, therefore our data do not
give sufficient evidence to support
the null hypothesis so we will
accept the alternative hypothesis
that implies that there is association
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between customers’ awareness and
type of e-banking service used more
frequently by customer. In other
words, type of technology more
frequently used by customer and
customers’ awareness are not
independent.

H3-B: Experience and Type of
E-banking Service Use

Null H3-B: There is no
association between customers’
experience and use of type of
e-banking service more frequently.

Alternate H3-B: There is
association between customers’
experience and use of type of
e-banking service more frequently.

Result Analysis: Since asymp.
sig (2 sided) of chi-square is less
than .05, therefore our data do not
give sufficient evidence to support
the null hypothesis so we will
accept the alternative hypothesis
that implies that there is association
between customers’ experience and
type of e-banking service used more
frequently by customer. In other
words, type of technology more
frequently used by customer and
customers’ experience are not
independent.

H3-C: Knowledge and Type of
E-banking Service Use

Null H3-C:  There is no
association between customers’
knowledge about e-banking and
use of type of e-banking service more
frequently.

Alternate H3-C: There is
association between customers’
knowledge about e-banking and
use of type of e-Banking service
more frequently.

Result Analysis: Since asymp.
sig (2 sided) of chi-square is less

TABLE 2D

EMPLOYMENT STATUS AND TYPE OF E-BANKING SERVICE USED

Chi-Square Tests

Value DF Asymp. sig (2 sided)

Pearson Chi-Square 110.554a 20 0.000

Likelihood Ratio 126.079 20 0.000

Linear-by-Linear Association 7.336 1 0.007

N of Valid Cases 320
a 11 cells (36.7%) have expected count less than 5. The minimum expected
count is .58.

Symmetric Measures

Nominal by Nominal Value Approx. Sig.

Phi .588 0.000

Cramer’s V .294 0.000

Contingency Coefficient .507 0.000

N of Valid Cases 320

TABLE 2C
INCOME STATUS AND TYPE OF E-BANKING SERVICE USED

Symmetric Measures

Value Approx. Sig.

Phi .774 0.000

Cramer’s V .387 0.000

Contingency Coefficient .612 0.000

N of Valid Cases 320

Chi-Square Tests

Value DF Asymp. sig (2 sided)

Pearson Chi-Square 93.344a 12 0.000

Likelihood Ratio 96.065 12 0.000

Linear-by-Linear Association 10.152 1 0.001

N of Valid Cases 320
a 6 cells (30.0%) have expected count less than 5. The minimum expected
count is 1.94.

Symmetric Measures

Nominal by Nominal Value Approx. Sig.

Phi .540 0.000

Cramer’s V .312 0.000

Contingency Coefficient .475 0.000

N of Valid Cases 320
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than .05, therefore our data do not
give sufficient evidence to support
the null hypothesis so we will
accept the alternative hypothesis
that implies that there is association
between customers’ knowledge
about e-banking and type of
e-banking service used more
frequently by customer. In other

TABLE 3A
AWARENESS AND TYPE OF E-BANKING SERVICE USE

Chi-Square Tests
Value DF Asymp. sig (2 sided)

Pearson Chi-Square 56.204a 16 0.000
Likelihood Ratio 65.133 16 0.000
Linear-by-Linear Association .403 1 0.526
N of Valid Cases 320
a 6 cells (24.0%) have expected count less than 5. The minimum expected
count is 1.94.

Symmetric Measures

Nominal by Nominal Value Approx. Sig.

Phi .419 0.000
Cramer’s V .210 0.000
Contingency Coefficient .387 0.000
N of Valid Cases 320

TABLE 3B
EXPERIENCE AND TYPE OF E-BANKING SERVICE USE

Chi-Square Tests

Value DF Asymp. Sig. (2-sided)

Pearson Chi-Square 65.938a 16 0.000
Likelihood Ratio 72.503 16 0.000
Linear-by-Linear Association 3.012 1 0.083
N of Valid Cases 320
a 8 cells (32.0%) have expected count less than 5. The minimum expected
count is 2.13.

Symmetric Measures
Nominal by Nominal Value Approx. Sig.

Phi .454 0.000
Cramer’s V .227 0.000
Contingency Coefficient .413 0.000
N of Valid Cases 320

words, type of technology more
frequently used by customer and
customers’ knowledge are not
independent.

Model 4: It tests if consumer’s
expertise factors (a) awareness, (b)
experience, and (c) knowledge have
an association with the frequency
of use of e-banking service. To test

each sub-hypothesis, a separate chi-
square test has been performed.
Following Table 4-A to Table 4-C
present the important statistics
regarding each sub-hypothesis:

H4-A: Awareness and
Frequency of Use of E-banking
Services

Null H4-A: There is no
association between customers’
awareness and more often use of
e-banking technology service.

Alternate H4-A: There is
association between customers’
awareness and more often use of
e-banking technology service.

Result Analysis: Since asymp.
sig (2 sided) of chi-square is less
than .05, therefore our data do not
give sufficient evidence to support
the null hypothesis so we will
accept the alternative hypothesis
that implies that there is association
between customers’ awareness
about e-banking and often use of
e-banking service by the customer
or type of more frequent use of
e-banking by the customer and
customers’ awareness are not
independent.

H4-B: Experience and
Frequency of Use of E-banking
Services

Null H4-B: There is no
association between customers’
experience and often use of e-
banking technology service.

Alternate H4-B: There is
association between customers’
experience and often use of
e-banking technology service.

Result Analysis: Since asymp.
sig (2 sided) of chi-square is less
than .05, therefore our data do not
give sufficient evidence to support
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the null hypothesis so we will
accept the alternative hypothesis
that implies that there is association
between customers’ experience
about e-banking and often use of
e-banking service by the customer
or type of more frequent use of
e-banking by the customer and
customers’ experience are not
independent.

TABLE 4A
AWARENESS AND FREQUENCY OF USE OF E-BANKING SERVICES

Chi-Square Tests

Value DF Asymp. Sig. (2-sided)

Pearson Chi-Square 39.888a 16 0.001
Likelihood Ratio 49.683 16 0.000
Linear-by-Linear Association .224 1 0.636
N of Valid Cases 320
a 9 cells (36.0%) have expected count less than 5. The minimum expected
count is .38.

Symmetric Measures
Nominal by Nominal Value Approx. Sig.

Phi .353 0.001
Cramer’s V .177 0.001
Contingency Coefficient .333 0.001
N of Valid Cases  320

TABLE 3C
KNOWLEDGE AND TYPE OF E-BANKING SERVICE USE

Chi-Square Tests
Value DF Asymp. sig (2 sided)

Pearson Chi-Square 75.549a 16 0.000
Likelihood Ratio 85.357 16 0.000
Linear-by-Linear Association 3.521 1 0.061
N of Valid Cases 320
a 5 cells (20.0%) have expected count less than 5. The minimum expected
count is 2.03.

Symmetric Measures

Nominal by Nominal Value Approx. Sig.

Phi .486 0.000
Cramer’s V .243 0.000
Contingency Coefficient .437 0.000
N of Valid Cases 320

H4-C: Knowledge and
Frequency of Use of E-banking
Services

Null H4-C: There is no
association between Knowledge
about e-banking and often use of
e-banking technology service.

Alternate H4-C: There is
association between Knowledge

about e-banking and often use of
e-banking technology service.

Result Analysis: since asymp.
sig (2 sided) of chi-square is less
than .05, therefore our data do not
give sufficient evidence to support
the null hypothesis so we will
accept the alternative hypothesis
that implies that there is association
between customers’ Knowledge
about e-banking and often use of
e-banking service by the customer
or often use of e-banking by the
customer and Knowledge about
e-banking are not independent.

6. Discussion and
Conclusion

Most of the customers (more
than 75%) believe that e-Technology
in banking service will replace the
Banks’ branches and also human
touch is important for the
customers. But Nobel laureate
Joseph Stiglitz has mentioned that
“for those who still like personal
touch, they can go down to their
local brokerage house, both to as
checks and makes deposits in the
money market funds. Demographic
factors like age, family income,
education and employment and
frequency of using e-banking
services, and type of technology the
customer uses are dependent
factors.

Customers’ expertise and
frequency of using e-banking
services, and type of technology the
customer uses are dependent
factors. Most of the customers (more
than 50%) believes that e-banking
helps both Banks and Customers
but percentage of the customers
who believe e-banking improves
image of Banks using it is less than
those who believe  e-banking
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factors have associations with more
often use of e-banking service and
also with type of e-banking services
used by customers. So Banks can go
in the right direction in the
investment in e-banking
technology.
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TABLE 4C
KNOWLEDGE AND FREQUENCY OF USE OF E-BANKING SERVICES

Chi-Square Tests
Value DF Asymp. sig (2 sided)

Pearson Chi-Square 40.663a 16 0.001
Likelihood Ratio 41.986 16 0.000
Linear-by-Linear Association .429 1 0.513
N of Valid Cases 320

a. 9 cells (36.0%) have expected count less than 5. The minimum expected
count is .39.

Symmetric Measures
Nominal by Nominal Value Approx. Sig.

Phi .356 0.001
Cramer’s V .178 0.001
Contingency Coefficient .336 0.001
N of Valid Cases 320

TABLE 4B
EXPERIENCE AND FREQUENCY OF USE OF E-BANKING SERVICES

Chi-Square Tests
Value DF Asymp. sig (2 sided)

Pearson Chi-Square 81.974a 16 0.000
Likelihood Ratio 79.469 16 0.000
Linear-by-Linear Association 1.470 1 0.225
N of Valid Cases 320

a. 11 cells (44.0%) have expected count less than 5. The minimum expected
count is .41.

Symmetric Measures
Nominal by Nominal Value Approx. Sig.

Phi .506 0.000
Cramer’s V .253 0.000
Contingency Coefficient .452 0.000
N of Valid Cases 320

improves the Competitive position
of Banks.

Managers can go on increasing
Investment in e-banking
Technology services that will
improve not only competitive
position but also improve the
Banks’ image. It also provides
competitive advantages by

reducing transaction and operation
cost and provides faster and easier
services. But managers can’t ignore
the human touch as 84 per cent
people needs it. So Bank managers
are facing a tradeoff between
investments in e-Technology and
maintain human touch for their
customers. Further demographic
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