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Abstract: For the financial improvement of a nation like India, the banking sector plays a critical role. Banking is the sustenance of an economic system. 
A reliable and incredible framework for managing an account is a crucial component for business improvement. Managing an account industry 
nowadays in INDIA is watching an IT insurgency. The usage of the web to keep banking organizations has reorganized the banks. For numerous 
reasons like need of information; fear calculates, moderate speed & web connectivity issues, etc some of the clients of bankers are not intended to use 
net banking services. The performance of the banking sector, like any other service sector organization, depends upon the customer contentment of the 
services. Client fulfillment is a prominent mode to assist banks in maintaining a competitive advantage.  The reason for this investigation is to look and 
scrutinize the components which influence client fulfillment towards net banking. This empirical study examines the various issues encountered by 
customers in using the net banking services in tricity Chandigarh comprising of Chandigarh, Panchkula and Mohali. In the research under question, data 
is collected from 100 customers of SBI, PNB, ICICI Bank Ltd, and HDFC Bank Ltd.  After applying, the T-test results revealed that maximum customers 
are satisfied by using Credit Card, ATM, D-Mat A/c, and other net banking services. The study further discovered that respondents of different age 
groups believe that lack of security, inexperience of visiting the bank, one-way communication and safety are the major threat to internet banking. 
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1. INTRODUCTION: 
Banking & finance industry has witnessed tremendous 
changes in last decade.  Information technology has played 
the role of change agent in this revolution.  The main 
Information technology has been used widely in this nt 
regard to add momentum in this revolution. Net banking is 
very soon going to take over conventional banking. The 
government of India encourages all the bank customers 
towards the Cashless Economy. In INDIA it can be adopted 
by using debit cards, credit cards, NEFT & RTGS etc. E-
Banking is diagnosed as a notion through which most of the 
traditional banking activities can be performed. In addition 
to this, the main feature which differentiates net banking 
from physical banking is its 24 hours accessibility. Due to 
this fact net banking is widely used as a marketing tool to 
attract more customers. Therefore, for ascertaining the level 
of buyer contentment, net banking has been used as an 
instrument. Online banking may be defined as the 
programmed deliverance of the banking products without 
delay to clients through digital conversation mediums, most 
remarkably the web. Pikkarainen et al., (2004) describe 
Internet banking as a medium which can be used by clients 
for so many banking services ranging from deposits to bill 
payment. Unlike traditional banking, nowadays customer is 
not required to go to the bank for opening of saving bank 
account, fixed deposit, registration of nomination, tax 
declaration or liquidation of fixed deposit, instead he can 
perform these types of tasks with the help of net banking. 
Nowadays, the banking system has versed in an 
enormous transformation. Organizations are using 
information technology substantially to be part of this 
change.  
 
 
 
 
 
 
 
 
 
 
 

The traditional banking is no more popular. Traditional 
banking is soon to be replaced by web based banking. 
This flow of change additionally influenced Asian 
countries like all advanced alternative economies. Web 
banking is gaining more popularity among the computer 
literate customers as compared to traditional banking 
because it provides various essential facilities like no 
paper transaction and any time hassle-free banking. So, 
for estimating client contentment, web banking is 
acknowledged as the most significant tool. To provide 
more convenience to net banking users, financiers are 
searching in revolutionary ways, such as net banking, so 
that customers can use net-banking conveniently. Due to 
global developments and emancipation in recent times and 
the entry of private players in the banking industry, this 
sector has become highly competitive. Now to face 
competition in the banking sector, the main challenges 
before bankers are to attract new customers regularly and 
keep the existing one. For meeting this challenge 
efficaciously, bankers should apply the customer 
relationship management approach. Bankers are offering 
innovative and different practices like internet banking 
services etc. to beat the competition and increase the pre-
existing level of consumer contentment. Although for 
achieving this goal, they are required to analyze persistently 
altering buyer requirements and formulate their strategies 
accordingly.  
 

2. REVIEW OF LITERATURE: 
Laforet and Li (2005) disclosed in their inquiry that 
demography and buyer's interest in information technology 
is a prime determinant affecting buyer behavior. Benamati 
and Serva (2007) concluded that safety, conviction, and 
confidentiality concern are of utmost importance as 
customer interest towards online banking is concerned. 
Liao and Cheung (2008) concluded that apparent utility, 
user-friendliness, trustworthiness, safety, and constant 
development are very crucial features that financiers should 
use to motivate clients to adopt net banking. Hua (2009) 
concluded that privacy & security are the main factors that 
motivate a consumer to go for net banking. Chavan 
Jayshree (2013) concluded that although web banking is 
used by a large number of residents in developing 
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countries, still it is difficult to change the customer 
perception towards risks associated with it. So, banks 
should offer net banking with user-friendly features and 
convince customers regarding safety concerns. (Shampa 
and Hasan, 2015) believed that for enhancing client 
contentment, Islamic Bankers in Bangladesh must update 
their website often, upgrade the grid of ATM sites and 
conjointly introduce problem-free debit card structure. 
Customers’ contentment is affecting the earning capability 
of banks, and it enables the organization to achieve brand 
loyalty in a highly competitive banking business. They also 
suggested that Organizations should classify their services 
as per the customer’s expectations (express or implied). 
Organizations should offer absolute best services so that 
the next level of client contentment can be achieved. 
(Mesach G. Goyit & Teresa M. Nmadu, 2016). Goh Mei 
Linga et al., (2016) observed in their study the factors 
affecting client contentment concerning web banking. As 
per their study, the main factors affecting client 
contentment were web design and content, convenience, 
and speed. Gauri Prabu (2018), in her study on client 
satisfaction concerning net-banking services has concluded 
that, 70% of clients were using e-banking services. It was 
found that main reasons for customer’s reluctance towards 
use of net banking were paucity of knowledge and security. 
Adam Ahmed Musa Hamid et al., (2018) examined the 
Impact of Electronic Banking Services on Customer 
Satisfaction in Banking Sector at Sudan and they found that 
banking services & customer satisfaction are positively 
related.   It was suggested that bankers should give more 
attention on educating customers regarding electronic 
banking services. Singh, S. (2019), in his study has used 
various statistical tools to check correlation between 
customer contentment and web based quality 
measurements. The main variables studied were, 
―Responsiveness," "Efficiency," and "Perceived Credibility". 
It was found that "Responsiveness" was foremost important 
forecaster of web based service attributes. It was 
suggested that the banking industry should take care of 
security. They should try to incorporate more security 
features so that customers are encouraged to make 
payments digitally. The bankers should focus more on 
improving service quality of net banking in order to improve 
buyer contentment.  The banks can generate a competitive 
advantage by enhancing their service quality. 
 

3. IMPLICATIONS OF THE STUDY   
The analysis of buyer contentment is critical and hence, 
essential to the success & survival of any service 
organization, especially the banking sector. Buyer 
contentment is a crucial element for establishing long-term 
client relationships and sustaining profitability. The essential 
factor that triggers client retention and loyalty has been 
acknowledged as buyer contentment. For this reason, this 
study examines buyer contentment in online banking. 
 

4. OBJECTIVES OF STUDY: 
The principal motive for conducting this study is to check 
the level of Buyer Contentment on net banking.  
 

a) Research Methodology 
The research under question is an exploratory cum 
descriptive research. For conducting the present study, 

primary data is used. A questionnaire containing 
demographic information was formulated and circulated 
among respondents for collecting information. 

b) Sampling Technique:  
Convenience sampling was used. 
 

c) Sample:  
Sample of 200 customers was chosen from selected banks 
SBI, PNB, ICICI Bank Ltd, and HDFC Bank Ltd.of Tricity 
Chandigarh i.e Chandigarh, Panchkula and Mohali.  The 
sample was taken as below: 
Chandigarh 80 
Panchkula 60 
Mohali  60 

d) Tools Used: Questionnaire & Interview 
e) Data Analysis: T-test was utilized for the 

investigation of information. 
5. Limitation of the Study: The prime constraint in the 

current study is poor response of the respondents. 
They were reluctant to provide information primarily 
due to security reasons.  
 

6. EMPIRICAL ANALYSIS & ELUCIDATION: 

Table 1: Relationship of ATM operators and Age 

    

Age of Respondents (Years) 

Total 

Below 25 25-30 30 Above 

ATM Yes 66(33.33%) 70 (35%) 64 (32%) 200 

  Total 66 (33.33%) 70 (35%) 64 (32%) 200 

Source: Field Survey 
 

Table no 1 shows the relationship between the age of 
respondents and ATM operators. It is evident from Table 
No 1 that all respondents avail ATM facility. It is further 
revealed that 33% of the respondents using ATM facility are 
below 25 years age, followed by 35% of the respondents of 
25-30 years age, and rest all fall in the age group of more 
than 30 years.  
 

Table 2: Relationship of Credit Card Bearers and Age 

    

Age of Respondents (Years) 

Total 

Below 25 25-30 30 Above 

Credit 
Card 

Yes 22 (27%) 32 (40%) 26 (33%) 80 (40%) 

  No 44 (37%) 38 (31%) 38 (31%) 120 (60%) 

  Total 
66 

(33.33%) 
70 (35%) 64 (32%) 200 

Source: Field Survey 
 

Table No 2 shows the relationship of credit card bearers 
and the age of respondents. It is evident that 40% of 
respondents use credit cards, and 27% credit cardholders 
are below 25 years of age, followed by 40%, 25-30 years 
age, and 33% above 30 age. It indicates that their usage is 
more prevalent in respondents of the age group of 25-30 
years.   
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Table 3: Relationship of D-Mat A/c Users and Age 

    

Age of Respondents (Years) 

Total 

Below 25 25-30 30 Above 

D-Mat 
A/c 

Yes 28 (38%) 26 (35%) 20 (27%) 74 

  No 40 (32.5%) 42 (33.5%) 44 (34%) 126 

  Total 68 (34%) 68 (34%) 64 (32%) 200 

Source: Field Survey 
 

Table No 3 indicates the relationship between D-Mat A/c 
users and the age of respondents. It is apparent from the 
above statistics that as far as D-mat accounts are 
concerned, 37% of the respondents do have D –Mat 
accounts. 38% of the respondents having D-Mat A/c are 
below 25 years of age, followed by 35% respondents of 25-
30 years & 27% respondents of 30 years and above.  
 

Table 4: Relationship of Weakness of E-Banking with Age 

    

Age of Respondents (Years) 

Total 
Below 
25 

25-30 
30 
Above 

The 

weakne
ss of 
Net 
Banking 
  
  
  
  
  

Only one-way 
communication 

10 
(20%) 

8  
(11%) 

20 
(33%) 

38 
(25%) 

Security 
24 

(36%) 
30 

(43%) 
24 

(42%) 
78 

(40%) 

The need for 
involvement 
picked up by the 
individual going 
by the bank 

14 
(20%) 

6  
(8%) 

6  
(9%) 

26 
(19%) 

Any Other 
12 

(16%) 
10 

(15%) 
8 

(16%) 
30 

(16%) 

No Weakness 
6  

(8%) 
16 

(23%) 
6 

(10%) 
28 

(14%) 

Total 
66 

(33%) 
70 

(35%) 
64 

(32%) 
200 

(100%) 

Source: Field Survey 
 

The relationship of the weakness of e-banking with age is 
depicted by table no 4. It shows that as far as relationship 
of the weakness of e-banking with age is concerned, in 
case of one-way communication 33% interviewees are of 
the age group of 30 years and above, followed by 20% 
below the age of 25 and 11% of middle age group i.e., 25-
30. In the case of the second parameter i.e., security 43% 
of respondents (25-30 Years) believe security is their 
primary concern in case of internet banking, followed by 
42% (30 and above) and 36% (below 25). It is also evident 
that in total, 40% of respondents of all age groups under 
consideration are of the view that security is their primary 
concern in the case of internet banking. The table further 
portrays that in case of another parameter reflecting the 
weakness of internet banking (Need of involvement picked 
up by the individual going by the bank) maximum no of 
respondents (20%) of the age below 25 years support that 
they face problem in internet banking due to their lack of 
expertise. 
 
 
 
 

Table 5: Analysis of Satisfaction Level of Credit Card 
Holders as per Gender 

    
Gender 

Total 
Male Female 

Satisfaction 
level of 
Credit Card 
  
  
  
  
  
  

Highly satisfied 6 (43%) 8 (57%) 14 (17.5%) 

Satisfied 34 (60%) 22 (40%) 56 (70%) 

Indifferent 
 

10 (100%) 10 (12.5%) 

Total 40 (50%) 40 (50%) 80 (100%) 

Mean 2% 2.78%   

T-Value     -0.689 

Sign Level      0.497 

Source: Field Survey 
 

Table no 5 appears examination of the contentment level of 
credit card holders as per their sexual orientation. It is 
evident from table no 5 that 70% of the credit cardholders 
are satisfied, and of this, 60% are male and 40% females.  
The mean value for male and female respondents is 2 and 
2.78 individually. There is a critical distinction within the 
answers of both.  
 

Table 6: Analysis of Satisfaction Level of D-Mat A/c 
according to Gender 

    
Gender 

Total 
Male Female 

Satisfaction 
level of D-mat 
A/c 
  
  
  
  
  

Satisfied 38(100) 0 38 (45%) 

Indifferent 28 (78%) 8(22)% 36(55%) 

Total 66 (89%) 8(11%) 74 (100%) 

Mean 2.49 3 
 

T-Value 
  

-1.820% 

Sign Level 
  

0.82 

Source: Field Survey 
 

This table delineates that all of the female respondents 
using D Mat service are uninterested concerning the 
administrations availed by them. The mean value for males 
and females is 2.49 and 3 separately. There is no 
noteworthy distinction. 
 

Table 7: Analysis of Satisfaction Level of ATM according 
to Gender 

    

Gender 

Total 
Male Female 

Satisfaction level 
of ATM  

Highly 
Satisfied 

48(54%) 38(45%) 86 (43%) 

  Satisfied 72(65%) 42(35%) 114 (57%) 

  Total 120(60%) 80(40%) 200 

  Mean 1.75 1.67 
 

  T-Value 
  

1.046 

  Sign Level 
  

0.301 

Source: Field Survey 
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It is evident from Table no 7, 65% of the male interviewees 
are satisfied with the ATM service used by them, whereas 
35% of the female interviewees are satisfied. The mean for 
male and female interviewees is 1.75 and 1.67, 
respectively. There is no noteworthy distinction within the 
reactions of the two. 
 

VI CONCLUSION: 
This study intended to scrutinize the buyer contentment on 
e-banking in tricity of Chandigarh, Panchkula and Mohali. 
Similar studies had been done for other nations and 
markets, as was appeared within the literature review; be 
that as it may, none to the authors’ knowledge had been 
drained the said locale. The results of this will contribute to 
a progressed liberal of how banks may impact headway in 
data advances to create administrations that meet the 
desires of clients. As still, web banking administrations are 
moderately unused to rural areas and, thus, besides 
underneath full development. It is evident from the above 
discussion that due to the extensive use of data processing, 
the environment of the banking and finance sector has 
been modifying drastically. Still, with the help of net banking 
presently, people can perform so many typical banking 
transactions online, like immediate fund transfer, 
purchasing and selling of securities, opening & liquidation of 
fixed deposit accounts, etc. So now, bankers are trying to 
attract customers by providing net banking services. This 
paper was an endeavor to discover the degree of client 
fulfillment in online keeping money in private commercial 
management of an account division.   It is observed that on 
the one hand, net banking has almost replaced physical 
banking, but it also poses a threat to customers. Financiers 
ought to take steps to form web banking more client-friendly 
and also try to educate the customers regarding its use. So, 
the bankers should come out with more safety features.  
 

VII FUTURE SCOPE: 
As for as future scope of the research is concerned, it is 
suggested that ways extend the reliability of E-Banking 
benefit need to be examined. Moreover, the meaning of 
"reliability" may contrast over states indeed within the 
nation, which proposes a careful examination of this build, 
and others, in different social settings. 
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