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Abstract—The adoption of Electronic Banking by commercial enterprises has been in existence since the mid-90’s, much
greater in number due to lower operating costs associated with it. Electronic banking has initially been in the form of
automatic teller machines and telephone transactions. More recently, it has been transformed by the Internet, a new
delivery channel for banking services that benefits both customers and banks. Internet banking system services can
include: Open an account, Balance enquiry, Request for Cheque book, Beneficiary payments (EFT), Viewing monthly.
Furthermore, customer’s application for electronic banking facilities is expanding as the cost savings on transactions
over the Internet are significant.
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INTRODUCTION

Now a day’s information technology plays a vital role in banking sector. Day by day increasing change in technology
world, it leads to improve digital banking services of various banks. Traditional branch model of bank is now changing
into new form of digital banking services like inquiry about balance in his/her account, details about transaction, statement
of account, and request for issues of cheque-books of SBI. It provides various advantages to customer of various banks.
Now-a-days people are educated more than olden days, today human lives becomes digital oriented and they don’t have
enough time to visit bank branch than ever before.

E-Banking means providing banking products and services through electronic delivery channels like ATM, Internet
banking, Telephone banking and other electronic delivery channels. SBI has over 4500 ATM centers in India
approximately. Automated Teller Machine (ATM) is electronic computerized telecommunication device that allows a
customer to directly use a secured method of communication to access their bank accounts or make cash withdrawals and
other services.

REVIEW OF LITERATURE

Amruth Raj Nippatlapalli on her study Customer satisfaction is measured at the individual level, but it is almost always
reported at an aggregate level. It can be, and often is, measured along various dimensions. satisfaction is defined as "the
number of customers, or percentage of total customers, whose reported experience with a firm, its products, or its services
(ratings) exceeds specified satisfaction goals."”

Lakshmi Narayana on her study in recent years, the banking industry around the world has been undergoing a rapid
transformation. The deepening of information technology has facilitated better tracking and fulfilment of commitments,
multiple delivery channels for online customers and faster resolution of issues. This study also helps in assessing the
power of these factors in the context of Online (Internet) banking and would, therefore, help the bank management not
only in improving the level of satisfaction but also strengthening the bond between the banks and their customers

Yashasvi Rajnikant Rajpara on her study in the world of banking, the development of information technology has an
enormous effect on development of more flexible payments methods and more-user friendly banking services. Internet
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banking involves, consumer using the Internet to access their bank account and to undertake banking transactions.

STATEMENT OF THE PROBLEM

The digital marketing plays a vital in a world and mainly in the bank sides. On 2016 Nov 08 PM Narendra Modi change
the money system he bands the 500 and 1000 rupees notes in that period the peoples are get affected. So, that time STATE
BANK OF INDIA(SBI) introduce the android apps for their use like., inquiry about balance in his/her account, details
about transaction, statement of account, request for issues of cheque-books, and also other purpose the apps are SBI PAY,
SBI BUDDY, SBI ANYWHERE, SBI NOQUEUE, SBI APPKART.

OBEJECTIVES OF THE STUDY

e To find out the customer preference towards online products of SBI.
e To find out the customer satisfaction towards online services of SBI.
o To find out the acceptance level of online products of SBI among the customers.

SCOPE OF THE STUDY

Personal visit to the branch of SBI bank to collect the first-hand information. Study is done with the special reference to
the area, Sankari City. This study is mainly confined to the customer preference and satisfaction towards banking services
only, who have been using the particularly ATM, and mobile banking in SBI bank.

LIMITATIONS OF THE STUDY

e Some respondents were hesitating to give true responses.

e The data was collected within 1-month time period.

e The primary data is collected through a structured questionnaire and the sample size is only limited to 150 respondents.

o A few respondents were not able to understand some of the terms of the questionnaire which may affect the study to
a little extent.

RESEARCH METHODOLOGY
Data Source

Both primary and secondary data were collected for the study. Primary data were collected through method using a
structured questionnaire. Secondary data were collected from sources like State Bank of India Sankari

Sampling Size
150 samples were taken for the research study.
Sampling Technique

Convenience sampling techniques has been used because is a non-probability sampling technique where subjects are
selected because of their convenient accessibility and proximity to the researcher.

Hypotheses

e There is no significant relationship between gender and online banking service in SBI bank.
e There is no significant relationship between occupation and online banking service in SBI bank.
e There is no significant relationship between services of SBI and online banking service in SBI bank.

DATA ANALYSIS
Table 1: Classification of respondents based on gender

Frequency Percent Valid Percent Cumulative Percent
Male 76 50.7 50.7
50.7
Female 74 49.3 49.3
100.0
Total 150 100.0 100.0

Interpretation:

It observed that 50.7% were male and 49.3% were female respondents.

53



IJIRMS — Volume 3, Issue 1, February 2018

Table 2: Classification of respondents based on occupation

Frequency Percent Valid Percent Cumulative Percent
Businessman 29 19.3 19.3 19.3
Salaried Person 67 44.7 44.7 64.0
Pensioner 2 1.3 13 65.3
Student 34 22.7 22.7 88.0
Others 18 12.0 12.0 100.0
Total 150 100.0 100.0

Interpretation:

It is observed that 44.67% of customers are salaried person,22.67% of customers are Student,19.33% of customers are

business people, 142.00% of customers are others,1.33% of customers are pensioner category.

Table 3: Classification of respondents based on SBI products

Frequency Percent Valid Percent Cumulative Percent
Business loan 27 18.0 18.0 18.0
Car loan 34 22.7 22.7 40.7
Fixed Deposit 37 24.7 24.7 65.3
Home/Personnel loan 26 17.3 17.3 82.7
Gold loan 24 16.0 16.0 98.7
Others 2 1.3 1.3 100.0
Total 150 100.0 100.0

Interpretation:

It is observed that 24.6% of customers are having fixed deposit, 22.67% of customers are having car loan, 18.00% of
customers are having business loan, 17.33% of customers are having home/personnel loan,16.00% of customers having

gold loan, 1.33% of customers are another category.

Table 4: Classification of respondents based on type of services taken from SBI

Frequency Percent Valid Percent | Cumulative Percent
Saving A/C 94 62.7 62.7 62.7
Current A/C 42 28.0 28.0 90.7
NRI A/C 10 6.7 6.7 97.3
Others 4 2.7 2.7 100.0
Total 150 100.0 100.0

Interpretation:

It is observed that 62.67% of customers are having saving a/c, 28.00% of customers are having current a/c,6.67% of

customers are having NRI a/c,2.67% of customers are another category.
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TABLE 5: Classification of respondents based on facility provided by SBI

Frequency Percent Valid Percent Cumulative Percent
Yes 78 52.0 52.0 52.0
No 34 22.7 22.7 74.7
Cannot say 38 25.3 25.3 100.0
Total 150 100.0 100.0

Interpretation:

It is observed that 52.00% of customers are satisfied facility ,22.67% of customers are not satisfied by the facility,25.33%
of customers are cannot say about the facility of SBI.

Table 6: Classification of respondents based on using banking services online

Frequency Percent Valid Percent Cumulative Percent
Yes 83 55.3 55.3 55.3
No 67 44.7 44.7 100.0
Total 150 100.0 100.0

Interpretation:

It is observed that 55.3% of customers are using online banking services ,44.67% of customers are not using the online

banking services.

Table 7: Classification of respondents based on purpose of online banking

Frequency Percent Valid Percent Cumulative Percent
Online ticket booking 40 26.7 26.7 26.7
Online bill payment 55 36.7 36.7 63.3
Balance check 30 20.0 20.0 83.3
Request for cheque book 16 10.7 10.7 94.0
Others 9 6.0 6.0 100.0
Total 150 100.0 100.0

Interpretation:

It is observed that 36.67% of customers are using online bill payments 26.67% of customers are using the online banking
for ticket booking,20.00% of customers are using online banking for balance check,10.67% of customers.

RELATIONSHIP BETWEEN GENDER AND ONLINE BANKING SERVICES IN SBI:

Null Hypothesis (Ho) — There is no significant relationship between gender

and online banking service in SBI bank.

Alternative Hypothesis (Hz) - There is a significant relationship between gender and online banking service in SBI

bank.
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Table 8: Relationship Between Gender and Online Banking Services in SBI

Value Df Asymp. Sig
(2 sided)

Pearson Chi-Square 1.6812 1 195
Continuity Correction 1.282 1 .258
Likelihood Ratio 1.684 1 194
Fisher’s Exact Test

Linear-by-Linear Association 1.670 1 196

N of Valid Cases 150

Interpretation:

From chi square analysis, it observed that the significance value (0.195) is greater than critical value (0.05). Hence, it
accepts the null hypothesis(HO). Therefore, there is no significance relationship between gender and online banking
service of SBI bank.

RELATIONSHIP BETWEEN OCCUPATION AND ONLINE BANKING SERVICES IN SBI:

Null Hypothesis (Ho) — There is no significant relationship between occupation and online banking service in SBI
bank.

Alternative Hypothesis (H1)- There is a significant relationship between occupation and online banking service in
SBI bank.

TABLE 9: Relationship Between Occupation and Online Banking Services in SBI

Value Df Asymp. Sig
(2 sided)
Pearson Chi-Square 11.0262 4 .026
Likelihood Ratio 11.831 4 .019
Linear-by-Linear Association 5.724 1 .017
N of Valid Cases 150

Interpretation:

From chi square analysis, it observed that the significance value (0.026) is greater than critical value (0.05). Hence,
it accepts the null hypothesis(HO). Therefore, there is no significance relationship between occupation and online banking

service of SBI bank.

RELATIONSHIP BETWEEN SERVICES SBI AND ONLINE BANKING SERVICES IN SBI:

Null Hypothesis (Ho) - There is no significant relationship between services of SBI and online banking service in SBI

bank.
Alternative Hypothesis (Ha) - There is a significant relationship between services of SBI and online banking service
in SBI bank.
Table 10: Relationship Between Services SBI and Online Banking Services in SBI
Asymp. Sig
Value Df (2 sided)
Pearson Chi-Square 2342 3 972
Likelihood Ratio 235 3 972
Linear-by-Linear Association .055 1 .815
N of Valid Cases 150
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Interpretation:

From chi square analysis, it observed that the significance value (0.972) is greater than critical value (0.05). Hence, it
accepts the null hypothesis(HO). Therefore, there is no significance relationship between services of SBI and online
banking service of SBI bank.

FINDINGS OF THE STUDY

50.67% of the respondents are male.

44.67% of respondents are salaried persons.

24.67% of respondents are having fixed deposit with the bank.

62.67% of respondents have Savings account.

55.33% respondents are using online banking service.

36.67% of customers using online bill payments with SBI.

52.00% of respondents says that SBI provide better facility.

From chi square analysis, it observed that the significance value (0.195) is greater than critical value (0.05). Hence, it
accepts the null hypothesis(HO). Therefore, there is no significance relationship between gender and online banking
service of SBI bank.

From chi square analysis, it observed that the significance value (0.026) is greater than critical value (0.05). Hence, it
accepts the null hypothesis(H0). Therefore, there is no significance relationship between occupation and online
banking service of SBI bank.

From chi square analysis, it observed that the significance value (0.972) is greater than critical value (0.05). Hence, it
accepts the null hypothesis(HO). Therefore, there is no significance relationship between services of SBI and online
banking service of SBI bank.

SUGGESTIONS

From the above findings it was found that one of the SBI products provided services was online transactions. That is
not much known to the customers, therefore the Bank management should take efforts to make awareness among the
public about online facilities.

While discussing with the customers about suggestions they want more information on loans with interest rates
provided by the Bank. So, the Bank should employ some contact persons through a toll-free number.

Advertisement of SBI is very less when compared with the competitors. It may lead to switching on other Banks. To
overcome the Bank management should promote more advertisements through various advertisement vehicles.

Most of the customers felt that opening of an account is very difficult in the Bank. So, the management should take
care on new customers as well as old customers.

CONCLUSION

This study says that younger generation were using electronic banking services are more as compared to older generation
because of innovation in information technology and their adoption level is high in e-banking. Above 60 age group
categories were using e-banking services are less than others. Risk is one of the factor customer were consider while
opening an internet bank account. They didn’t feel secure in the internet banking. The respondents preferred ATM, Online
banking, Mobile banking, SMS banking for their financial transactions. From customer point of view that private bank
provides better services as compared to public banks, but for secured transaction public banks will be preferred by most
of the respondents.
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