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Abstract 

Internet banking provides alternatives for 

faster delivery of banking services to a wider range 

of consumers. Internet banking refers to the use of 

internet as a remote delivery channel for banking 

services. It means any user with a personal 

computer and a browser can get connected to his 

bank website to perform any of the banking 

functions. As the internet becomes more important 

for commerce, internet websites will take on a more 

central role in most companies' business plans. The 

success of internet banking is determined not only 

by banks or government support, but also by 

consumer' acceptance of it. Consumers are 

becoming increasingly discerning and have become 

more involved in their financial decisions. Banks 

can then use the resulting savings to reduce their 

loan interest rates or increase their deposit interest 

rates, attracting new customers without sacrificing 

earnings.  As they ultimately decide on whether 

they will use internet banking based on their 

individual needs. If the service can clearly show the 

benefits and how they address customers’ needs, 

then customers are more likely to use internet 

banking. The goal of this research is to increase 

our current understanding of the critical factors 

that influence Internet banking in rural area of 

Salem District, Tamilnadu. 

 

Keywords: Rural Customers, Internet Banking, 

Customers Awareness and Factors 

I. INTRODUCTION 

Internet banking is the use of internet by 

bank customers for transacting their banking 

transactions. In other words, it is the use of internet 

by banks to deliver banking transaction. In other 

words, it is the use of internet by banks to deliver 

banking services to customers irrespective of their 

geographical location. It is the delivery of 

traditional ‗brick and mortar‘ banking service via 

non personal communication channel, viz., internet. 

The cost of handling banking transaction at a 

traditional branch is estimated to be 100 time a 

higher than on the internet, so internet banking will 

soon expand (renato, 1998). The main advantage of 

IB for banks is that the cost per transaction is even 

lower than those of an ATM. This is primarily 

because internet banking as a delivery channel does 

not require physical infrastructure, thus saving on 

prohibitive real estate costs. Thus, banks are trying 

to get customers to switch over to this mode of 

banking (―Indian‖, 2002) 

Similarly financial liberalization and 

technology revolution have allowed the 

developments of new and more efficient delivery 

and processing channels as well as more innovative 

products and services in banking industry. As the 
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internet becomes more important for commerce, 

internet websites will take on a more central role in 

most companies' business plans. The success of 

internet banking is determined not only by banks or 

government support, but also by consumer' 

acceptance of it. Consumers are becoming 

increasingly discerning and have become more 

involved in their financial decisions. Banks can 

then use the resulting savings to reduce their loan 

interest rates or increase their deposit interest rates, 

attracting new customers without sacrificing 

earnings.  As they ultimately decide on whether 

they will use internet banking based on their 

individual needs. If the service can clearly show the 

benefits and how they address customers‘ needs, 

then customers are more likely to use internet 

banking. The goal of this research is to increase our 

current understanding of the critical factors that 

influence Internet banking in rural area of Salem 

District, Tamilnadu. 

Defining Electronic banking 

Sathye (1999) also asserted that Electronic 

banking can be defined as a variety of the 

following platforms: (a) Internet banking (or online 

banking), (b) telephone banking, (c) television-

based banking, (d) mobile phone banking, and (e) 

PC bank (or offline banking). 

Advantages of Internet Banking  

 It removes the traditional geographical barriers 

as it could reach out to customers of different 

countries, legal jurisdiction. 

 It has added a new dimension to different 

kinds of risks traditionally associated with 

banking, heightening some of them and 

throwing new risk control challenges.  

 It poses a strategic risk of loss of business to 

those banks who do not respond in time, to this 

new technology, being the efficient and cost 

effective delivery mechanism of banking 

services.  

 A new form of competition has emerged both 

from the existing players and new players of 

the market who are not strictly banks.  

Statement of problem 

The increasingly competitive environment 

in the financial service market has resulted in 

pressure to develop and utilize alternative delivery 

channels. The most recently delivery channel 

introduced is online or electronic banking also 

known as e-banking. Online or electronic banking 

systems give everybody the opportunity for easy 

access to their banking activities. These banking 

activities may include: retrieving an account 

balance, money transfers between a users accounts, 

from a users account to someone else account, 

retrieving an account history. Some banks also 

allow services such as stock market transactions, 

and the submission of standardized accounting 

payment files for bank transfers to third parties 

Banks and other financial institutions have moved 

to e-banking in their efforts to cut costs while 

maintaining reliable customer service. 

In the wake of the above circumstances, it 

is felt imperative to make a study from the 

perspective of IB users‘. The study raised the 

following questions for enquiry. Are rural 

consumer awareness of various services of internet 

banking users in  Salem district , Tamil Nadu 

aware of various services in IB and which are the 

most widely used services? Are there any reasons 

that limit the use of IB services? Are they aware of 

these security features? What are the service 

quality dimension in IB and whether they have any 

effect on customer satisfaction?  What are the 

problems encountered during service delivery and 

whether they have an adverse effect on customer‘s 

satisfaction? It is highly essential to address these 

questions in depth to assist IB service providers to 

deliver IB services more efficiently. Through 

several studies have been conducted worldwide, 
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region specific studies in the field of IB especially 

in Salem District in Tamil Nadu are hardly found 

and therefore, the present study have conceived and 

executed to analyze and answer the above 

mentioned research questions and is stated as ―A 

study on Factors Influence of Internet Banking 

Services Among Rural Customers (with Special 

Reference to Salem District) 

Significance of the study  

 From the study the preferences and problems 

of the consumer can be meeting. 

 This study helps to know the customers 

expectation and satisfaction of internet 

banking services this study will be use for the 

government for making necessary changing in 

enhancing of internet banking activities in 

rural area in Salem District, Tamil Nadu. 

 This study helps to know the customer 

awareness of internet banking. 

Methodology 

General Objective  

The main objective of the study is to 

determine the Rural Consumer Attitude and 

Internet Banking (A Study with Special Reference 

to Salem District, Tamil Nadu) 

II. SPECIFIC OBJECTIVES  

The specific objectives of the study are: 

1. To identify the relationship between 

demographic factors and internet banking 

services 

2. To evaluate factors the influencing the rural 

customers while selecting the internet banking. 

3. To identify advantages associated with the use 

of electronic banking facilities.  

4. To offer the valuable suggestions for 

improving internet banking services in Salem 

District, Tamil Nadu. 

 

 

 

Literature Review 

The following earlier studies have been 

conducted by various researchers in the area of 

consumer attitude of internet banking user. A 

review, of these studies enabled the researcher to 

formulate the research problem 

Cheolho Yoon (2010) This study 

investigates the antecedents of customer 

satisfaction with online banking in China, and 

explores the effects of experience on the 

relationships between the antecedents and customer 

satisfaction. The results show that design, speed, 

security, information content, and customer support 

service have a significant influence on customer 

satisfaction in the high-experience group or the 

low-experience group, but ease of use does not 

have a significant influence on customer 

satisfaction in either of the groups. Also, the results 

relating to the influence of the level of customer 

experience reveal that the effects of design, 

security, speed and information content on 

customer satisfaction were significantly higher in 

the high-experience group, whereas the effect of 

customer support service on customer satisfaction 

was significantly higher in the low-experience 

group. 

Mahammad Haghighi, Ali Divandari, 

Masoud Keimasi (2010) This article found that 

New information technologies and emerging 

business forces have triggered a new wave of 

financial innovation–electronic banking               

(e-banking). Several studies indicate that online 

bankers are the most profitable and wealthiest 

segment to banks. On this basis, no bank today can 

underestimate the power of the online channel. In 

Iran e-banking, although proven to be a successful 

innovation, has still not become adopted by the 

laggards, and hence, has not met all the 

expectations of banks and customers 
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Joyce Wangui Gikandi, Chris Bloor(2010) 

The study explain that global explosion in the use 

of electronic commerce has been witnessed in 

recent times with the monetary value of products. 

The aim of this research was to investigate the 

factors influencing the adoption and effectiveness 

of e-banking in retail banking. Initial and follow-up 

surveys were carried out in the years 2005 and 

2009, respectively, which involved banks 

controlling approximately 90% of formal retail 

banking in Kenya. 

Bander Alsajjan, Charles Dennis(2010) 

This article proposes a revised technology 

acceptance model to measure consumers' 

acceptance of Internet banking, the Internet 

banking acceptance model (IBAM). Data was 

collected from 618 university students in the 

United Kingdom and Saudi Arabia. The results 

suggest the importance of attitude, such that 

attitude and behavioral intentions emerge as a 

single factor, denoted as ―attitudinal intentions‖ 

(AI). The IBAM is robust and parsimonious, 

explaining over 80% of AI. 

Luxmy Vivekanandan, Sanath Jayasena 

(2012) the authors reviewed that the banking 

industry across the globe has witnessed a 

revolution in the last two decades in its efforts to 

meet the ever growing customer demands. 

Continuous analysis of customer demands has 

driven the banks to rely heavily on technology 

thereby crowding the markets with many products 

and services. Sri Lankan banks today are 

continuing to introduce innovative electronic 

banking solutions to their customers. The question 

however is: How much of these electronic banking 

solutions are actually used by the customers? This 

study was conducted to identify the consumer 

response on facilities offered by the bank. A survey 

was conducted and data collected from 404 

banking customers in the Colombo district were 

analysed. Results of the survey reveal that the 

topmost facilities demanded from the bank are 

accurate and secure services.  

Hypotheses  

 The hypotheses formulated and tested in 

accordance with the research objectives were the 

following.  

H01.There is no association between 

educated people and internet banking user in rural 

area. 

H02. There is no association between 

awareness and internet banking user in rural area. 

Ho. There is no significant difference 

between Gender and Factors influencing on 

internet banking 

Sampling and Sampling Technique  

  The research have adopted convenience 

sampling method, because the population is largely 

and exactly knowing of this research study. The 

Researcher has collected 200 Samples from the 

Rural Consumer among Internet Banking User in 

Salem District. Twelve Taluks are there in Salem 

district namely Attur, Edappadi, Gangavalli, 

Mettur, Omalur, Salem, SalemSouth, Salem West, 

Sankagiri, Pethanaickenpalayam, Valapady, 

Yercaud, The Commercial Banks are provide E- 

banking services for all the Taluks. The research 

will follow different stages for data collection from 

internet banking in Salem District, Tamil Nadu. 

Sources of Data  

 The study will use data from both primary 

and secondary sources. Primary sources of data 

included questionnaire administered to rural 

consumer who are using internet banking services 

with internet banking services provide by 

commercial banking in Salem district. The 

secondary sources of data constituted data gathered 

from published record from commercial banks, 

books, periodicals, magazines, thesis, newspapers, 

research, institutes, library and internet web-side 
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and  Literature on E-banking, bulletins, in-house 

newsletters, and journals 

Analysis and Interpretation 

Table No. 1 Gender wise Classification of the Respondents 

Gender No. of Respondents % 

Male 110 55% 

Female 90 45% 

Total 200 200 
Source: Primary Data 

Interpretation: From the above table, it is 

clear that out of 200 respondents taken for the 

study, 55% of the respondents are male and 45% of 

the respondents are female. To conclude, the 

majority of the respondents are male. 

Table No. 2 Age Wise Classification of the Respondents 

Age No. of Respondents % 

Below 25 Years 40 20% 

26 to 35 Years 60 30% 

36 to 45 years 46 23% 

Above 45 Years 54 27% 

Total 200 100% 
Source: Primary Data 

Interpretation: The above table shows 

that out of 200 respondents, 20% of the 

respondents belong to the category of Below 25 

ages, 30% of the respondents belong to the 26-35 

and 30% of the respondents belong to the 36-45 

and 23% of the respondents belong to the above 45  

age groups. To conclude, majority of the 

respondents come under the age group of 26-35 

years. 

Table No. 3 Educational Qualification Wise Classification 

Educational 

Qualification 
No. of Respondents % 

SSLC 40 20% 

HSC 44 22% 

Under Graduate 46 23% 

Post Graduate 44 22% 

Professional 36 18% 

Total 200 100% 
Source: Primary Data 

Interpretation: The respondents are 

classified into five categories according to the 

qualification as SSLC, HSC, and Under Graduate, 

Post graduate and Professional Table 3 portrays 

20% of the respondents are at below HSC level, 

22% of the respondents have complete their HSC, 

23% of the respondents have complete their Under 

Graduation, 22% of the respondents have complete 

their Post graduation, 18% of the respondents are 

professional. To conclude majority of the 

respondents are Post Graduation  

Table No.4 Occupation Wise Classification 

Occupation No. of Respondents % 

Business 26 13% 

Profession 20 10% 

Private Employee 40 20% 

Gove  Employee 30 15% 

Student 60 30% 

Others 24 12% 

Total 200 100% 
Source: Primary Data 

Interpretation: The respondents are 

classified into six categories according to the 

occupation as Business, Profession, Private 

Employee, Government Employee, Student, and 

Others. it is clear from the table 4 that 30% of the 

respondents are students, 20% of the respondents 

are private employee category, 13% of the 

respondents are Business people, 12% of the 

respondents are some others category,15% of the 

respondents are Govt employee and 10% of the 

respondents are profession people. To conclude 

that Majority of the respondents belongs to the 

category in students. 

Table No. 5 Income Wise Classification 

Income 
No. of 

Respondents 
% 

Below 10000 60 30% 

Rs. 10001-20000 50 25% 

Rs. 20001-30000 30 30% 

Rs.30001-40000 20 10% 

Rs.40001-50000 26 13% 

Above 50000 24 12% 

Total 200 100% 
Source: Primary Data 

Interpretation: The income of the 

respondents is the main basis for event 

management. A monthly income divided into four 
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groups, Below 10000, Rs. 10001-20000, Rs. 

20001-30000, Rs.30001-40000, Rs.40001-50000 

and Above 50000 Table 5 reveals that majority of 

the respondents annual income is below 10000 and 

30% of the respondents income is 20001-30000 

and 30001-40000. Majority of the respondents 

belongs to the category of below Rs.20000. 

Table No.6 Name of the Bank 

Name of the Bank Frequency % 

State bank of India 36 18% 

Nationalized banks 120 60% 

Private sector banks 44 22% 

Total 200 100% 

Source: Primary Data 

Interpretation Name of the bank is 

playing important role for deposit money in the 

bank from the above table.7 shows that 18% of the 

respondents having bank accounts in SBI, 60% of 

the respondents of bank accounts in Nationalized 

Banks and 22% of the respondents have bank 

accounts in Private sector bank. It is concluded that 

the majority of the respondents have bank accounts 

in nationalized bank and State bank of India. 

Table No.7 Users of Internet banking services 

Services Frequency % 

Accounts summary 40 20% 

Overdraft details 16 8% 

View of beneficiary 14 7% 

Funds transfer 15 7.5% 

E-Payment facility 30 15% 

Transaction details 20 10% 

Online request 20 10% 

Standing order 14 7% 

Contact details 20 10% 

Deposit account opening 11 6.5% 

Total 200 100% 

Interpretation: The above table 8 shows 

that 40% of the respondents are using internet 

banking services for accounts summary, 8% of the 

respondents are using internet banking services for 

overdraft, 7% of the respondents are using internet 

banking services for view of beneficiary, 7% of the 

respondents are using internet banking services for 

Funds transfer, 7.5% of the respondents are using 

internet banking services for E-Payments facility, 

10% of the respondents are using internet banking 

services for transaction details, 10% of the 

respondents are using internet banking services for 

Online request, 7% of the respondents are using 

internet banking services for standing order, 10% 

of the respondents are using internet banking 

services for  contact details, 6.5% of the 

respondents are using internet banking services for 

deposit account opening.. Majority of the 

respondents are using E-Payment facility through 

Internet banking services. 

Table No.8 using the fund transfer services 

Name of Transfer Services Frequency % 

NEFT 70 35% 

RTGS 60 30% 

FT 30 15% 

IMPS 40 20% 

Total 200 100% 

Interpretation: From the above Table 

No.10 shows that 35% of the respondents are 

transfer the funds by using NEFT, 30 % of the 

respondents are  the transfer the funds by using 

RTGS, 15% of the respondents are  transfer the 

funds by using  FT, 20% of the respondents are 

transfer the funds by using by  IMPS. The majority 

of the respondents are using the funds transfer 

through NEFT and RTGS. 

Table No. 9 Satisfaction Level of Online Banking Service 

Opinion Frequency % 

Highly Satisfied 60 30% 

Satisfied 70 35% 

Neutral 26 13% 

Dissatisfied 24 12% 

Highly dissatisfied 20 10% 

Total 200 100% 
Source: Primary Data 

Interpretation: The above table 7 shows 

that 30%of the respondents are highly satisfied 

with the internet banking, 35% of the respondents 

are satisfied, 13% of the respondents are neutral, 

12% of the respondents are dissatisfied and 10% of 

the respondents are highly dissatisfied with the 

internet banking services. Majority of the 
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respondents are highly satisfied with the internet 

banking service. 

Table .10 Hours spending internet banking services per month 

Hours Frequency % 

Below 10 50 25% 

11-15 70 35% 

16-20 30 15% 

21-25 30 15% 

Above 25 20 10% 

Total 100 100% 
Source: Primary Data 

Interpretation: The above table 8 shows 

that 25% of the respondents are using internet 

banking services below 10 hours per month, 35% 

of the respondents are using internet banking 

services 11-15 hours per month, 15% of the 

respondents are using internet banking services 16-

20 hours per month are using internet banking 

services, 15% of the respondents are using internet 

banking services, 21-25 hours per month, 10% of 

the respondents are using internet banking services. 

Majority of the respondents are below 10 hours per 

month with the internet banking service. 

  Ho :There  is no significant difference 

between  educational qualification and  facors 

influencing on internet banking like on I find IB 

easy to use, IB saves time, IB is available at 

anytime( 24x7), IB is accessible from anywhere, IB 

is less expensive, Accuracy, Convenience, Safety, 

Transparency, become skillful, easy to read and 

Inclusions 

Table .11 

Particulars Groups 
Sum of 

Squares 

Degree of 

freedom 

Mean 

Square 

Factor 

value 
Significance Result 

I find IB easy to 

use 

Between 

Groups 
3.222 3 1.074 1.459 .027 Rejected 

 
Within 

Groups 
144.298 196 .736    

 Total 147.520 199     

IB saves time 
Between 

Groups 
11.494 3 3.831 5.168 .012 Rejected 

 
Within 

Groups 
145.301 196 .741    

 Total 156.795 199     

IB is available 

at anytime 

( 24x7) 

Between 

Groups 
9.249 3 3.083 3.265 .032 Rejected 

 
Within 

Groups 
185.071 196 .944    

 Total 194.320 199     

IB is accessible 

from anywhere 

Between 

Groups 
5.183 3 1.728 2.763 .043 Rejected 

 
Within 

Groups 
122.572 196 .625    

 Total 127.755 199     

IB is less 

expensive 

Between 

Groups 
17.252 3 5.751 3.763 .012 Rejected 

 
Within 

Groups 
299.528 196 1.528    

 Total 316.780 199     

Accuracy 
Between 

Groups 
11.613 3 3.871 2.888 .037 Rejected 

 
Within 

Groups 
262.707 196 1.340    

 Total 274.320 199     

Convenience 
Between 

Groups 
19.179 3 6.393 10.162 .000 Rejected 
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Particulars Groups 
Sum of 

Squares 

Degree of 

freedom 

Mean 

Square 

Factor 

value 
Significance Result 

 
Within 

Groups 
123.301 196 .629    

 Total 142.480 199     

Safety 
Between 

Groups 
1.219 3 .406 .293 .031 Rejected 

 
Within 

Groups 
272.281 196 1.389    

 Total 273.500 199     

Transparency 
Between 

Groups 
7.007 3 2.336 1.547 .004 Rejected 

 
Within 

Groups 
295.868 196 1.510    

 Total 302.875 199     

become skillful 
Between 

Groups 
16.490 3 5.497 4.167 .007 Rejected 

 
Within 

Groups 
258.505 196 1.319    

 Total 274.995 199     

easy to read 
Between 

Groups 
7.724 3 2.575 2.180 .042 Rejected 

 
Within 

Groups 
231.471 196 1.181    

 Total 239.195 199     

Inclusions 
Between 

Groups 
15.052 3 5.017 3.916 .010 Rejected 

 
Within 

Groups 
251.143 196 1.281    

 Total 266.195 199     

                 From the above table show that  

calculated value  is less  than table value  on facors 

influencing on internet banking like  I find IB easy 

to use (.027), IB saves time (.012), IB is available 

at anytime( 24x7) (.032), IB is accessible from 

anywhere(.043), IB is less expensive (.012), 

Accuracy(.037), Convenience (.000), Safety(.031), 

Transparency (.004),become skillful (.007), easy to 

read (.042) and Inclusions(.010). Hence the null 

hypothesis is Rejected for above variable. Since 

there is  significant relationship between 

Educational qualification  and  factors influencing 

like  I find IB easy to use, IB saves time, IB is 

available at anytime( 24x7), IB is accessible from 

anywhere, IB is less expensive, Accuracy, 

Convenience, Safety, Transparency, become 

skillful, easy to read and Inclusions. 

 

 

III. FINDING AND SUGGESTIONS 

 Out of total respondents, 55% of respondents 

are male and 45% of respondents are female. 

 On the analysis it was founds that majority 

(30%) of the respondents are in the age group 

of 26-35. 

 It is found that 23% respondents have post 

graduate educational qualification. 

 It was found that 30% of the respondents have 

the student. 

 It was found that 30% of the respondents have 

the up to Below 10000 monthly incomes. 

 It was found that 65% of the respondents have 

highly satisfied about the online banking 

service. 

 It is found that 18% of the respondents having 

bank accounts in SBI, 60% of the respondents 

of bank accounts in Nationalized Banks and 

22% of the respondents have bank accounts in 
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Private sector bank. It is concluded that the 

majority of the respondents have bank 

accounts in nationalized bank and State bank 

of India. 

 The analysis found that the respondents are 

using internet banking services for Majority,   

overdraft,   view of beneficiary, Funds transfer, 

E-Payments facility, transaction details, Online 

request, standing order,    contact details and  

deposit account opening. In the percentage 

respectively 8%,7%.7.5%, 15%, 10%, 10%, 

7%, 10%, 6.5% accounts summary 20% of the 

respondents are using E-Payment facility, 

through Internet banking services. 

 Most of the 35% of the respondents are 

influencing by convenience, 15% of the 

respondents are influencing by security, 30% 

of the respondents are influencing by features, 

20% of the respondents are influencing by 

Better Rate. The majority of the respondents 

are using internet banking services for 

convenience. 

 The analysis shows that 35% of the 

respondents are transfer the funds by using 

NEFT, 30 % of the respondents are  the 

transfer the funds by using RTGS, 15% of the 

respondents are  transfer the funds by using  

FT, 20% of the respondents are transfer the 

funds by using by  IMPS. The majority of the 

respondents are using the funds transfer 

through NEFT and RTGS. 

Result of Chi square test 

There is no significant relationship 

between gender and on I find IB easy to use, IB 

saves time,      IB is available at anytime( 24x7), IB 

is accessible from anywhere, IB is less expensive, 

Accuracy, Convenience, Safety, Transparency, 

become skillful, easy to read and Inclusions There 

is  significant relationship between Educational 

qualification  and  factors influencing like  I find IB 

easy to use, IB saves time, IB is available at 

anytime( 24x7), IB is accessible from anywhere, IB 

is less expensive, Accuracy, Convenience, Safety, 

Transparency, become skillful, easy to read and 

Inclusions. 

IV. SUGGESTIONS  

 The reserve bank of India to take steps for 

reduces of rules, formats, procedures etc. 

 The banker conduct the Staff training and 

awareness  programme on internet banking   

services 

 The bank take immediate action on customer 

needs / feedback 

 To remove the language problem on internet 

banking services 

 To give more safety on internet banking 

services 

 To Increase confidence on internet banking 

services 

 Issue the Document evidence for internet 

banking transaction 

 Most of the people having bank accounts in 

public sector banks than private sector banks 

hence private sector banks provide more 

confidence among the people. 

 Banks should have the proper technical staff to 

handle e-banking system. 

 Banks should provide ATM at more places. 

V. CONCLUSION 

Nowadays people are doing all the 

banking transaction through from internet. It create 

competition and customers  behavior are changing 

in that situation all the commercial banks  to retain 

the existing consumer and acquiring new consumer 

in the way of offering services through internet.  

Internet banking offers the variety of the financial 

services to the public, but some problems are there, 

especially technical, awareness, lack of confidence 

in computer based systems. The commercial banks 
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have to clear the above problems; it will be useful 

for bankers and consumers.  
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