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I. INTRODUCTION 

The banking scenario in India in the post 

liberalization and deregulated environment has 

witnessed sweeping changes. The tremendous 

advances in technology and the aggressive infusion 

of information technology had brought in a 

paradigm shift in banking operations. For the 

banks, technology has emerged as a strategic 

resource for achieving higher efficiency, control of 

operations, productivity and profitability. For 

customers, it is the realization of their „Anywhere, 

Anytime, Anyway‟ banking dream. This has 

prompted the banks to embrace technology to meet 

the increasing customer expectation. Technology to 

start with is a business enabler and now has 

become a business driver.  

The banking institutions cannot think of 

introducing a financial product without information 

technology support is it customer service, 

transactions, remittances, audit, marketing, pricing 

or any other activity in the banks. Information 

Technology plays an important role not only to 

complete the activity with high efficiency but also 

has the potential to innovate and meet the future 

requirements.   Information Technology came into 

picture as early as in the 1980‟s in banking industry 

through the Rangarajan Committee 

recommendations and banks have given utmost 

importance to the technology since the last 25 

years. The Reserve Bank of India is constantly 

pursuing the banks from 1980‟s to 2 introduce 

computerization at branch level and to improve the 

quality of customer service through technology. 

 E-Banking implies performing basic 

banking transaction by customers round the clock 

globally through electronic media. Alternatively 

electronic banking can be defined as “delivery of 

bank‟s services to a customer at his office or home 

by using electronic technology and this has resulted 

in conceptualization of virtual banking”. In 

traditional banking, the customer has to visit the 

branch of the bank in person to perform the basic 

banking operations viz., account enquiry, fund 

transfer and cash withdrawal.  On the other hand, 

E-Banking enables the customers to perform the 

basic banking transactions by sitting at their office 

or at homes through PC or LAPTOP. The 

customers can access the bank‟s website for 

viewing their account details and perform the 

transactions on account as per their requirements. 

Thus, today‟s banking is no longer confined to 

branches. Customers are being provided with 

additional delivery channels which are more 

convenient and are cost effective to the banks. This 

has resulted in shrinking of geographical 

boundaries, easy reach to the clientele, reliable and 

secure services. The E-Banking services include 

Automated Teller Machine, Plastic Card Currency, 

Internet Banking and Electronic Clearing Services. 
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Branches and ATMS of State Bank of India 

Branches ATMs 

Rural 
Semi 

Urban 
Urban Metropolitan Total Onsite Offsite Total 

Per cent 

of offsite 

to total 

ATMS 

Per cent 

of ATMs 

to 

Branches 

4,972 3,865 2,382 2,065 13,28 4 10,826 9,258 20,084 46.1 151.2 

Source: Report on Trend and Progress of Banking in India 

From the table depicts the branches and 

ATMs of State Bank of India. Among the 

Nationalised Banks in India, State Bank of India 

having largest number of branches. From the above 

table, we can understand State Bank of India 

concentrates rural areas than Semi-urban and urban 

areas. ATMs percent may be doubled in the 

forthcoming years.  

II. SCOPE  

With the advent of liberalization policy 

and RBI‟s easy norms several public and private 

banks have entered in Indian banking sector which 

has given birth to cut throat competition amongst 

banks for acquiring large customer base and market 

share. Banks have to deal with many customers and 

render various types of services to its customers 

and if the customers are not satisfied with the 

services provided by the banks then they will defect 

which will impact 17 economy as a whole since 

banking system plays an important role in the 

economy of a country, also it is very costly and 

difficult to recover a dissatisfied customer. Since 

the competition has grown manifold in the recent 

times it has become a Herculean task for 

organizations to build loyalty, the reason being that 

the customer of today is spoilt for choice. 

III. OBJECTIVES  

The following are the specific objectives 

of the research objectives  

1. To analyze the present e-banking scenario in 

India. 

2. To study the extent of awareness and the usage 

of e-banking services in the study area.  

3. To ascertain the customer‟s satisfaction 

regarding various e-banking services provided 

by SBI and ICICI banks and, 

4. To test the following hypothesis. 

Research methodology 

 In a view to precede the research in a 

systematic way the following research 

methodology has been used. By means of obtaining 

detailed opinion of the customers, this research 

falls under the category of descriptive research. 

This study was conducted as a survey that 

examined e-banking practices in SBI and ICICI 

banks located in Chennai of Tamilnadu. 

Area of the study  

Chennai is one of the 32 districts of the 

state of Tamilnadu, in south eastern India. Its 

headquarters is Chennai. According to the 2011 

census Chennai has a population of   3,237,4553  

roughly equal to the nation of Kuwait or the US 

state of New Mexico.  Its population growth rate 

over the decade 2001-2011 was 8.42 per cent and a 

literacy rate of 82.72 per cent. Due to vast amount 

of potential growth, more number of public and 

private sector banks are established their branches 

in this district and there is intense competition 

prevailed between public and private sector banks 

to enhance their customer base. It is presumed that 

the large number of customers aware of the e-

banking services because of high literacy rate in 

this district. Hence, this district is purposively 
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selected by the researcher to analyze the customer 

satisfaction with e-banking services provided by 

the banks. 

Sample size 

 In Chennai almost, all the major banks 

have branches in this district. As it was felt that it 

would useful to attempt a comparative study among 

SBI and ICICI banks.  One public and one private 

sector bank having the largest network of branches 

in the district were identified. The similarly of two 

banks from e-banks have been identified. In the 

district, public sector banks, SBI 20 has large 

number branches (15 branches) as compared to 

other public sector banks. Similarly, among private 

sector banks located in the district, ICICI bank has 

large number of Branches (5) as compared to other 

private sector banks. Two branches from each bank 

viz., Thirumayam and Chennai selected as sample. 

In Chennai branches of State Bank of 

India, there are 15,975 and 14,257 customers. In 

the same branches of ICICI bank there are 12,257 

and 13,250 customers. The sample size was 

calculated to guarantee a sufficient number of 

respondents in each bank branch. Thus, the 

following formula has been used to estimate the 

population sample size. 

The required sample size is 382 

customers, therefore, 206 customers from SBI and 

176 customers from ICICI Bank were selected as 

sample. Out of 206 samples in SBI, 109 and 97 

samples were chosen from Chennai around 

branches. Similarly, out of 176 samples in ICICI 

bank 85 and 91 samples were selected from 

Chennai branches of ICICI bank on the basis of 

proportionate to the total population. 

These samples are selected on the basis of 

Convenience sampling method. The reasons of 

using this sampling type are twofold First, it offers 

an easy way to 21 obtain the raw data for the 

further analysis. Second, it saves times and costs 

since the respondents can be randomly selected. 

Limitations of the Study 

 The study has some limitations, these 

limitations that need to be regarding the present 

study.  

 The study is restricted to commercial banks 

located in Chennai only.  

 The study is based on the opinion survey of 

customers. But, the opinion expressed may 

differ according to situation.  

 The findings of the study can‟t be generalized 

as the study is made covering a limited area 

namely, Chennai of Tamilnadu. 
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Data Analysis and Interpretation 

Table No:1 Customer Satisfaction Towards Overall E-Banking Services 

E-Banking 

services 
SBI ICICI Bank Combined 

 Low Medium High Total Low Medium High Total Low Medium High Total 

ATM 
120 

(58.25) 

69 

(33.50) 

17 

(08.25) 

206 

(100.00) 

69 

(39.20) 

75 

(42.61) 

32 

(18.18) 

176 

(100.00) 

189 

(49.48) 

144 

(37.70) 

49 

(12.83) 

382 

(100.00) 

Internet banking 
38  

(42.70) 

29 

(32.58) 

22 

(24.72) 

89  

(100.00) 

48 

(45.28) 

32 

(30.19) 

26 

(24.53) 

106 

(100.00) 

86  

(44.10) 

61 

(31.28) 

48 

(24.62) 

195 

(100.00) 

Mobile banking 
69  

(44.23) 

61 

(39.10) 

26 

(16.67) 

156 

(100.00) 

73 

(50.34) 

54 

(37.24) 

18 

(12.41) 

145 

(100.00) 

142 

(47.17) 

115 

(38.21) 

44 

(14.62) 

301 

(100.00) 
Source: Primary data 
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Table reveals that the combined customer 

satisfaction level of selected e-banking services. 

Out of 206 ATMs service users in SBI, the low 

customer satisfaction level is maximum with 58 per 

cent respondents, 34 per cent of the respondent got 

medium customer satisfaction and small portion of 

eight per cent of the respondents exposed high 

customer satisfaction. Similarly, out of 176 

respondents in the private sector bank 43 per cent 

have expressed medium level of customer 

satisfaction, 39 percent have exposed low 

satisfaction In case of internet banking services, 

there are 89 internet banking users in the public 

sector bank, among them, 43 per cent are have low 

customer satisfaction, 33 per cent have medium and 

one-fourth of the respondents have high 

satisfaction.  

Likewise, there are 106 internet banking 

users in the private sector bank, out of them, 45 per 

cent have secured low satisfaction, 30 per cent and 

25 per cent have expressed medium and high level 

of satisfaction. Among the 156 users of mobile 

banking services in the public sector bank, 44 per 

cent secured low satisfaction,39 per cent expressed 

medium satisfaction level and 17 per cent have 

enjoyed high level of customer satisfaction. Out of 

145 mobile banking users in the private sector 

bank, 50 per cent have expressed low satisfaction, 

37 per cent have exposed medium level and 12 per 

cent are enjoyed high level of customer 

satisfaction. The table also reveals that dissatisfied 

level is highest in case of ATMs in the public 

sector banks as compared to private sector banks 

whereas in case of internet banking and mobile 

banking dissatisfied level is highest in public sector 

banks when compared to private sector bank. The 

combined customer satisfaction level of e-banking 

services is also exhibited in figure.. 

F-Test 

 F-test is applied to find out whether there 

is any difference in the customer satisfaction on e-

banking services between the public sector banks 

and private sector banks is significant or not. The F 

– values calculated were compared with the table 

„F‟ values (at 5% level and at 1% level) to test the 

significance of variation in respect of customer 

satisfaction level among the customers of public 

and private sector banks. 

 The results were tabulated and interpreted 

in respect of overall customer satisfaction in table 

Null hypothesis the customers of public and private 

sector banks experience the same level of 

satisfactions with e-banking services. 

Table No: 2 Customer Satisfaction Between Sbi And Icici Banks (Anova) 

Category SS df MS F-Value 

ATMs Services and Customer Satisfaction 

Between groups 150.00 1 150.00 

0.094 Within groups 6389.33 4 1597.33 

Total 6539.33 5  

Internet banking Services and Customer Satisfaction 

Between groups 48.17 1 48.17 

0.4974 Within groups 387.33 4 96.83 

Total 435.50 5  

Mobile banking Services and Customer Satisfaction 

Between groups 20.17 1 20.1667 

0.0309 Within groups 2606.67 4 651.6667 

Total 2626.83 5  

The analysis of variance shows that the 

calculated value is less than the tabulated value at 

5% and 1% level of significance. The Ho is 

accepted. Hence, it was 154 found that the 

customers of public and private sector banks 

experience the same level of satisfactions with 

reference to e-banking services. 

Inter Correlation Matrix for Internet Banking 

The analysis of variance shows that the 

calculated value is less than the tabulated value at 



Paper ID: 13180235                                                                                                                     ISSN: 2395-5929 

 

UGC Jr. No. 45308 | IFS – 2018: 1.14 | SJIF 2016: 3.343 | SJIF 2017: 4.253 | ISI 2017-2018: 0.673 

Emperor International Journal of Finance and Management Research [EIJFMR] Page 236 

5% and 1% level of significance. The Ho is 

accepted. Hence, it was 154 found that the 

customers of public and private sector banks 

experience the same level of satisfactions with 

reference to e-banking services. 

Table No: 3 Inter Correlation Matrix of Customer Satisfactions – Internet Banking 

 CS F1 F2 F3 F4 F5 F6 F7 F8 

CS 1.00         

F1 -0.50 1.00        

F2 -0.83 0.87** 1.00       

F3 -0.97 0.22 0.68** 1.00      

F4 -0.98 0.31 0.74** 0.99** 1.00     

F5 0.99** -0.46 -0.84 -0.97 -0.98 1.00    

F6 0.98** -0.61 -0.92 -0.91 -0.94 0.99** 1.00   

F7 0.99** -0.40 -0.79 -0.98 -0.99 0.99** 0.97** 1.00  

F8 0.99** -0.37 -0.77 -0.99 -0.99 0.98** 0.96** 0.99** 1.00 
** Significant at 5% and 1% level. * Significant at 1% level. 

Where; CS = Overall customer 

satisfaction. F1 = Accessibility, F2 = Convenience, 

F3 = Privacy, F4 = Security, F5 = Design, F6 = 

Content, F7 = Speed, F8 = fees and charges. Table 

reveals that the factors security, design, content, 

speed and fees and charges have significant 

positive association with the overall customer 

satisfaction, it implies that these factors have 

influenced the customer satisfaction on internet 

banking services. However the factors, 

accessibility, convenience, privacy and security 

have negative correlation with overall customer 

satisfaction. 

Table No: 4 Problems of Atms User (N = 382) 

S.No Nature of problem 
Mean 

score 
Rank 

01 
Insufficient number of 

ATMs 
92 I 

02 
Improper location of 

ATMs 
85 III 

03 
Not maintaining 

adequate cash 
76 V 

04 
Not maintaining 

denomination 
64 IX 

05 Security concern 68 VII 

06 Poor connectivity 66 VIII 

07 High fees and charges 62 X 

08 Frequent out of order 87 II 

09 
Restriction for use 

other cards 
72 VI 

10 Long waiting time 79 IV 
Source: Primary data 

From table it has been observed that the 

main problem faced by the ATMs users in the 

study area is the insufficient number of ATMs with 

a mean score of 92 followed by frequent out of 

order with mean score of 87. Improper location and 

long waiting time are the third and fourth problems. 

Not maintaining adequate cash restriction of using 

other bank cards are the fifth and sixth problem. 

The seventh, eighth, ninth and tenth problems are 

the security concern, poor connectivity, not 

maintaining adequate denominations of cash and 

high fees and charges respectively. It can be 

inferred from the table that all the respondents are 

highly dissatisfied with the number of ATMs 

installed by the banks. However it is noteworthy to 

mention that the respondents opined high fees and 

charges is the last problem of the ATMs users. 

IV. FINDINGS  

Having made an in-depth study on topic 

“A COMPARATIVE STUDY ON E-BANKING 

SERVICES OF SBI AND ICICI AT CHENNAI”, 

the researcher has arrived the following major 

findings, suggestions and conclusion. 

  It is evident from the study that 70.68 per cent 

of the respondents both in public and private 

sector banks are male. 

 The study reveals that private sector bank has 

large number of respondents (61.36 per cent) 
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in the age group of 25-35 and the public sector 

bank has (38.35 per cent) in the age group. 

 The analysis of variance shows that the 

calculated value is less than the tabulated value 

at 5% and 1% level of significance. The Ho is 

accepted. Hence, it was 154 found that the 

customers of public and private sector banks 

experience the same level of satisfactions with 

reference to e-banking services. 

 It is observed from the study that 39.01 per 

cent of respondents are salaried class. 

 The respondents of public sector bank have 

obtained low mean score (27.3 per cent) as 

compared respondents of private sector bank 

(47.29 per cent) with regard to convenience. 

Therefore it can be inferred from the study 

private sector banks customers have more 

convenience to use e-banking services when 

compared to private sector banks. 

 There is no significant relationship between 

demographic variables such as sex, age, 

educational qualifications, occupation and 

income and customer satisfactions on internet 

banking performance. 

 It has been observed that the main problem 

faced by the ATMs users in the study area is 

the insufficient number of ATMs followed by 

frequent out of order. Language problem is the 

major problem of the mobile banking users 

followed by poor connectivity. Poor 

connectivity is the major problem of the 

internet banking users followed by less IT 

literacy. 

V. SUGGESTIONS  

E–banking should be easily accessible by 

the users; this should be in terms of approach or 

convenience, availability, understanding and 

suitability. It should also be suitable for all 

categories of customers even the physically 

challenged. 

It is suggested that technical problems that 

occur while withdrawing cash from ATM shall be 

solved immediately. 

E-banking service should be according to 

the customer expectation and satisfaction. The bank 

should arrange the demonstration programs for the 

clients to enjoy the services properly. Improved 

Internet connectivity is very essential for the 

success of e-banking. The banking industry 

therefore, needs to ensure regular internet 

connections with sustained power supply for 

increasing customer satisfaction. 

The study revealed that the design of the 

e-banking medium is not user-friendly. Therefore, 

the banks should redesign the design, content of e-

banking medium, to make the e-banking services 

more user-friendly. Mobile Number Portability 

may be introduced to avail e-banking services, even 

customer move to other banks. 

VI. CONCLUSION  

To sum up, out of 206 ATMs service users 

in public sector bank, the low customer satisfaction 

level is maximum with 58 per cent respondents, 34 

per cent of the respondent got medium customer 

satisfaction and small portion of eight per cent of 

the respondents exposed high customer satisfaction. 

Similarly, out of 176 respondents in the private 

sector bank 43 per cent have expressed medium 

level of customer satisfaction, 39 percent have 

exposed low satisfaction In case of internet banking 

services, there are 89 internet banking users in the 

public sector bank, among them, 43 per cent are 

have low customer satisfaction, 33 per cent have 

medium and one-fourth of the respondents have 

high satisfaction. 

 Likewise, there are 106 internet banking 

users in the private sector bank, out of them, 45 per 
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cent have secured low satisfaction, 30 per cent and 

25 per cent have expressed medium and high level 

of satisfaction. 

In true E -banking, any inquiry or 

transaction is processed online without any 

reference to the branch (anywhere banking) at any 

time. Providing internet banking is increasingly 

becoming a 'need to have' than a 'nice to have' 

services. Delivering superior service quality 

appears to be a prerequisite for success of any 

service firms. As electronic banking becomes more 

prevalent, now-a-days customers are evaluating 

banks based more on their “high-touch” factors 

than on their “high-tech” factors in most of the 

developing economy like India. The 

operationalization of customer satisfaction in 

banking sector is somewhat hazy, and it should be 

operational along the same dimensions that 

constitute service quality. Therefore, if the banking 

industry 201 adopts the above mentioned 

recommendations made by the researcher, it will 

certainly increase customer satisfaction with          

e-banking services. 

Scope for Further Research 

 In order to greatly contribute to the 

existing body of knowledge about customer 

satisfaction within the banking sector in India, it is 

recommended that similar future research could be 

conducted taking in all the states in India and with 

more sample sizes; also to differentiate between 

public and private sector banks. Further research is 

required to identify the impact of customer 

satisfaction on financial performance in the 

banking industry as well as other service industries. 

Further research is required to investigate issues 

related to online banking in deeper manner and 

what strategies should adopt by banks by which 

they can enhance level of e-satisfaction and e-

loyalty with respect to online banking. 
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