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I. INTRODUCTION  

The  banking  industries are  mostly  

customer  driven and their  survival in  competitive  

environment largely depends on new  technology  

services   provided by  them. Technology play vital 

role in improving the quality of services provided 

by the banking services.  One  of  the  technology 

which  really brought  information  revolution  in 

the  society is  Internet  Technology and  is  rightly  

regarded as the third  wave  of revolution  after  

agricultural  and industrial  revolution. Advent and 

adoption of internet by the banking has removed 

the constraint of time, distance and communication 

making globe truly a small village. Internet 

banking allows banking  from anywhere, anytime  

and  is  used  for transaction,  payment  etc., over 

the internet through  a bank,  a credit  union or 

society  secure website. So, basically  internet 

banking  a client  has one-to-one interaction  with  

the bank website and in  such a situation it is 

essential  on  the  part  of  bank  to  provide high  

quality services over the internet.  so,  in  contrast 

to traditional banking, internet  banking  involves  

non-human  interaction  between customer 

acquisition are the key  factors in internet  banking. 

Providing internet banking is increasingly 

becoming a need to have that a „nice to have‟ 

services. Internet banking is a new delivery channel  

 

for banks in India. The internet banking channel is 

both information and a transaction medium. Banks 

with lower make share also perceive internet 

banking technology as a means to increase the 

market share by attraction more and more 

customers through this new channel of delivery. 

However, the service quality in internet   banking  

from customers‟ needs through analysis to find out 

the determinants for success  and  growth of new 

channel of delivery in India so the useful guideline 

for bankers can be extracted. 

Internet Banking Services 

Internet banking enables a customer to 

perform banking transaction through the banking 

transaction through the bank‟s website. This is also 

called virtual banking, net banking or anywhere 

banking. It is like bringing the bank to one‟s 

computer at the place and time of one‟s choice. 

This can be very useful, especially for banking 

outside bank hours through internet access. The 

number if customer who chooses online banking as 

their preferred method of dealing with their finance 

is growing rapidly. Online banking usually offers 

feathers like electronic bill payment. There are 

growing number of bank that operate exclusively 

online due to cost advantage and disadvantage 

compared to traditional banks. Following services 
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can be availed by a customer while using internet 

banking. 

 Funds transfer between customer account. 

 Request for making Fixed Deposits. 

 Request for issue demand draft at banker‟s 

Cheque. 

 Tax deducted at source enquiry.  

 Stop payment request. 

 Cheque status enquiry.  

 Cheque book request. 

 Account balance. 

 Account statement enquiry. 

 Fixed deposit liquidity. 

 Any other type of instruction like change of 

address.  

 Loan installment due. 

II. OBJECTIVES  

The objective of the present study are a 

follows; 

1) To study the socio-economic profile of the 

selection respondents. 

2) To analyses the customers‟ perception toward 

internet banking services. 

3) To assess the internet banking services.            

Advantages and Disadvantages of Internet 

Banking 

While internet banking has been increases 

the efficiency and effectiveness in the banking 

sector, it also increase the customer satisfaction. 

Thanks to the new technologies and internet 

development, new product and distribution 

channels in the electronic banking have been 

appeared. Today due to the ATMs, telephone 

banking, internet banking services. POS machines, 

electronic fund transfer (EFT) processes, credit 

card, WAP banking, palm banking and other new 

product and also distribution channels that have 

been alternative developed in the branch 

banking(20). The consumer could perform their 

processes and banking activities without going the 

bank except the drawing cash. Thanks to the 

advantages such as the cost-efficiency in the 

internet process carry off, product variety, 

increasing the customer focus decrease the 

expenditures of the branch, staff and rents, 

providing services without depending on the 

geographic region and time(21). The role of the 

electronic banking that has been widely 

dissemination around the world for the bank and 

consumer (22), Has been increasing to change the 

habits of the consumer (23). It is more that 

important to transfer the information that has been 

organization under the internet services for the 

development of the electronic banking. It is 

considered that the services that have been 

designed only by considering the demand and the 

requirement of the internet use in the banking 

services of the customers (24). Internet banking has 

some risks apart from the facilities. This risk that 

could be defined as security risk is to access to the 

private information and accounts of the account 

holders by people in bad faith (25). Such kind of 

action could be in different way such as inattention 

off account holder, sharing private information 

with other or ill affected banking staff so that they 

could use the information achieved and it could 

occur because of hackers so they could access to 

the computers of the account holders by using the 

spy programs (26). In order to remove the risks 

about the security issue of the internet banking, the 

consumers who use the banks and internet banking 

take various precaution. The banks have applied for 

additional precaution to define the identity and by 

establishing firewalls, they have attempted to 

protect the system against the attack son the other 

hand, the consumer attempt not to share their 

private information with other, they use the 

antivirus programs on their computers regularly as 

well as they attempt to minimize the risks by taking 
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precautions such as electronic signature, keeping 

short the internet using virtual keyboard using (27). 

Methodology 

The study is based on both primary data 

and secondary data. The primary data were 

collected directly from the sample from customer 

of commercial banks through a well structured 

questionnaire. The secondary data has been 

collected from various sources of research, 

journals, magazines, articles, books, reports, 

newspaper and websites. 

Sampling Design 

In the present study a convenient sampling 

technique has been adopted for selecting a sample 

of 200 customers in district. The field study was 

conducted by the research from June 2017 to 

October 2017 to collect the primary data. 

Socio-Economic Profile of the Customers 

The socio-economic variable of the 

customer like gender, Age, Marital status, 

Education status, Occupation, Annual income, 

Year of using internet, Purpose of using and No. of 

time using internet banking per week of the 

selected customers in the study area. All these 

characteristic have an important bearing upon bank 

customers‟ evaluation on internet services  

Demographic profile of the customer services 

Profile of the 

 Respondent 
 

No. of 

Respondent 
Percentage 

Gender 
Male 

Female 

114 

76 

62.00 

38.00 

 Total 200 100.00 

Age (in Years) 

Up to 25 

26-35 

36-45 

46-55 

Above 56 

33 

46 

63 

35 

24 

16.50 

23.00 

31.50 

17.00 

12.00 

 Total 200 100.00 

Marital status 

Married 

Unmarried 

Widowers 

114 

62 

24 

57.00 

31.00 

12.00 

 Total 200 100.00 

Education level 

High school 

Under 

graduate 

Post graduate 

Professionals 

29 

41 

48 

82 

14.50 

20.50 

24.00 

41.00 

 Total 200 100.00 

Occupation 

Businessmen 

Employees 

Professionals 

Agriculturist 

Student 

30 

44 

52 

25 

39 

15.00 

22.00 

31.00 

12.50 

19.50 

 Total 200 100.00 

Annual Income 

(in Rs) 

Below 

1,00,000 

1,00,000-

2,00,000 

2,00,000-

3,00,000 

3,00,000-

4,00,000 

Above 

4,00,000 

62 

48 

34 

30 

26 

31.00 

24.00 

17.00 

15.00 

13.00 
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 Total 200 100.00 

Year of Using 

Internet 

banking 

Less than 

2years 

2 to 4 years 

4 to 6 years 

6 to 8 years 

Above 8 years 

58 

48 

44 

30 

20 

29.00 

24.00 

22.00 

15.00 

10.00 

 Total 200 100.00 

Purpose of 

Using Internet 

banking 

Account 

statement 

Online 

purchase 

Fund transfer 

Payment of 

bills 

Others 

41 

55 

52 

34 

18 

20.50 

27.50 

26.00 

17.00 

9.00 

 Total 200 100.00 

No. of times 

using Internet 

Banking per 

week 

Less than 3 

times 

3 to 6 times 

6 to 9 times 

More than 9 

times 

74 

49 

42 

35 

37.00 

25.00 

21.00 

17.00 

 Total 200 100.00 

Sources 

 Table show that male customers to 

(62.00%) more than female customer (38.00%) age 

wise distribution of the customers‟ show that 63 

respondents belonging to the middle age group of 

(31.50%) per cent that young (24.00%) percent and 

old (12.00%) per cent, among the 200 customers 

(57.00%) of the customers are married and 

(31.00%) per cent of the customers are unmarried 

and (12.00%) per cent of the customers are 

widowers. In the group of the customers (41.00%) 

per cent of the customers are professionals and 

(24.005) per cent of the customers are post 

graduates, (20.50%) percent of the customers are 

under graduates and (14.50%) of the customers are 

high school level. Occupation is the important 

factor affecting the customers in the selection of 

bank. In this study 31.00 per cent of the customers 

are professionals, 26.00 per cent of the customers 

are employees in various organizations, 15.00 per 

cent of the customers are businessman. 19.50 per 

cent are students, 12.50 of the customers are 

agriculturalist. Annual income below Rs 1,00,000 

62 customers (31.00), Rs 1,00,000 to Rs 2,00,000, 

48 customers (24.00), Rs. 2,00,000 to 3,00,000 

income group of the 34 customers (17.00), Rs. 

3,00,000 to 4,00,000 30 customers (15.00) and 

above Rs. 4,00,000 26 customers (13.00). The 200 

customers, 58 (29.00) of the customers are using 

internet banking is less than 2 years, 48 (24.00) 0f 

the respondent are using 4 to 6 years, 21 (44.00) of 

the customers are using 6 to 8 years and 30 (15.00) 

of the customers using internet banking above 8 

years (27.50). The purpose of using internet 

banking is based on the financial sources as well 

knowledge of the internet using of the customers 

and of 200 respondents, majority of the 

respondents 55 (27.50) are using online purchase 

purpose 52 (26.00) of the customers are using fund 

transfer purpose, 41 (20.50) of the customers are 

using internet banking foe account statement 

purpose, 34 (17.00) of the customers are using 

internet banking for bill payment purpose and18 

(9.00) are using week less than 3 times 74 

customers (37.00), 3 to 6 times  49 customers 

(25.00), 6 to9 times  of customers using internet 

banking per week, 42 customers (21.00) and more 
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than 9 times using the internet banking 35 

customers (17.00). 

III. CONCLUSION  

Internet banking enables a customer to 

perform banking transaction through the banking 

transactions through the bank‟s website. This is 

also called virtual banking, net banking or 

anywhere banking. To analyze the service quality 

of internet banking a set of question about the 

service of Internet banking was developed   based 

on the servqual instrument. The statement is 

attributes of reliability, responsiveness, efficiency, 

user friendly, tangibility, accessibility and privacy 

represents quality of Internet Banking services. It is 

clear that among the 26 statement, 5 statement 

namely Functionality of webpage, Quick complaint 

resolving, Speed of login that account is fast, 

customer can reply on bank for not misusing their 

information and bank authority care to listen and 

meet personal needs of customers are not 

statistically significant and there was on service 

quality gaps existing in above items. Remaining 21 

items were signification and implied that a gap 

existed in these attributes. 
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