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Abstract
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Competition and cha Iges m tech festyle m~the last 10 years have
changed the face af’ban e banking and the wal systemn m the country 1s
undergoing mémet hange. The financial system woad-based as well as
specialised 40" meét thesLloba petitry 1K 110N 2[y (ohbring a host
opportunitics as well as aapreeedented nsks to the fupdamental nature ot Banking
m Indi banking gpcridrming their emiment role (ONgceelerate the ‘mspection
regardmmng yaried hankafly (‘12211116‘15 It also up]Iﬂ‘m the InRgvationswn thé field of
onli d mobile ) 7 ud clstomer
relationship
c ners
difterent
technique
technolo,

D adl, tsfactiy # evel of customers by SJ}Jg c]cctz‘om'c .

. Lard none z ! 11O, bai
operations, for NIEreasiig ‘ope freve, ng clectronic
b ng, providi condueti,

ele C SCIVIEES. oXicle) tlm study s to (:‘Xp]()l(:'
trends i I-b: 0, J

Keywords: ovatio

Introductio

The banking 10 1 iberalization and
deregulated environmen 1 anges?” 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
elficiency, control of operations, productivity and profitability. For
customers, 1t 1s the realization of their ‘Anywhere, Anytime, Anyway’
banking dream. This has prompted the banks to embrace technology to
meet the increasing customer expectation.
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Rapid technological changes in recent years have revolutionized the
way banking services and products are delivered to consumers, small
businesses and corporate alike. We are all familiar with how the Internet,
the Mobile-phone, Smartcards have changed our lives. These new
mnovations hold great promise for banking and bank operations in
emerging economies. To mnovative, progressive, go-ahead banks these
changes, known collectively as E-banking hold great promise to change the
way banking operations are carried out. On the positive side these changes
present huge business opportunitie banks while en the flipside banks
have dramatically’ modified and 1n some cases increased many of the
traditional risks assoctated with banka ivitl :

Elegfroni¢’ bartking®s an umbrella term forfthe process by which a
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Innovation In E-Banking
For the past several years, bank I'T budgets-ge rerallyfremained flat.
The financial crises_and e 1 orced belt-tightening across the
mdustry. In 2011, however, bank I'T executives finally enjoyed some
breathing room thanks to some revitalized spending power. And i 2012,
bank technology budgets should continue to increase, if ever so slightly. But
with the economic recovery still on shaky legs, and with regulatory scrutiny
more intense than ever, banks” I'T mvestments are likely to be focussed
largely on driving efficiencies and complying with new requirements. Bank
systems and technology 1dentifies the I'T trends and hot technologies that
will change the game in the year ahead.
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Convergence of Mobile and Online Technologies: Mobile banking
started as a novelty, something only teaches and first adopters felt
comfortable using. But as smart phone have skyrocketed in popularity over
the past few years, mobile adoption has increased along with it. Initially,
many banks mobile offerings consisted of their online banking model
ported to an iphone or android device. While banks are embracing the
mobile channel and continuing to support the old standby of online banking
they are not integrating the technologies used to build e-banking solutions.
But that will begin_to change ins2042:2As. banks continue to search for
efficiencies an solidate operations, the convergence,of mobile and
online tech ies loc ime opp ity to.doso in 2012.

increase efficiency
" ering

dge mobile
o the evolving

We review and analyze different future trend studies for finding the
most pertinent trends from E-banking services viewpoints. The convenience
sample of future trend studies consists of future spanning studies made from
several different viewpoints to form a holistic view on future trends in
banking area. The goal has been to avoid the inevitable bias toward banking,
if only “Banking Services”

Floh and Treiblmaier (2006) mvestigate the importance of antecedents
of online loyality such as trust, quality of the web site, quality of the service
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and overall satisfaction. Rather than investigating which factors drive
customers to use online banking instead of offline banking, it addresses the
problem of how to keep customers online and loyal to a specific supplier.

Kamakodi (2008) an Executive Director of India’s oldest private sector
bank ‘City Union Bank Limited’, Kumbakonam, Tamil Nadu, in an article
highlighted that banks like ICICI in India used technology as a ‘competitive
advantage’ and successfully became the largest private sector bank in India
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2. To stu s of E-banking

services.

3. To inspecting the current frequency of different users of E-banking
throughout country.

4. To 1dentify the security satisfaction of different E-banking channels
provided to customers.

5. To analyse the problems faced by customers to adopting E-banking
services and recommend suggestions for the promotion of banking industry.
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Research Methodology
The study employs primary data as well as secondary data. The
secondary data was collected from Books, Journals, Internet, magazines,
newspaper reports, Reports of Internet Banking in India. Primary data was
collected through questionnaires. The sample for the present study includes
the customers who have availed of Internet banking services from different
banks operating in public and private sectors of Himachal Pradesh. The
process of selecting the sample is multi-stage in nature. At the first stage five
representative banks-have been selected-out of the total banks operating in
( vate sectors. > second Stage, two districts

1.e. Shimla Sola S I e help convenient
I ] n. thévpubli or and

have been selected

Services Yes No Total

ATM 100 0 100
Debit/Credit Card 37 63 100
Internet Banking 88 12 100
Mobile Banking 43 57 100

Source: Various Questionnaires from Respondents
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It is also noted that 43 percent respondents have knowledge of Mobile
Banking whereas 57 percent respondents are unaware about the Mobile
banking.

Frequency of Use of Banking Channels: It is observed from table 2
that mean value of views with regard to the use of ATM is 4.69. It is higher
than the mean standard score 3 in five point scale table. The variation in
mean score 1s 0.59. This shows that the opinion of the respondents over the
frequency of use of ATM is ranging between high to very high. The Chi-

square test showsthat n jected at~y percent level of
significance. IS o at the respondents ebit/Credit Card 1s
moderate. ile analyzi thewre dents regarding
the use A it 1s evident that 5 ents Internet
banki e ¢ 3.04 supports the abovi ndard
devi that
pe the
fr 18
1S
significe e
T nd 1§ not equally distributed.
able 2: Freg of using the Diﬂegt Banking C
Responses

B ery ® era t
AT 100 | 4.6940.5 40.404 <0.05
IDebi 1t 2 9 100 | 2, 13 0.05
Interne ing 0 40 16 2 100 0 4 <0.05
Mobile 1 1 200N 30 29 10 1 9574 4 <0.05
Source: Various stionnai espondents

Opini e 1 e on a erent E-Banking
Channels: It cambe s ble 3 that, rati givent to respondents
regarding the security satis E-banking channels. It 1s

observed that the mean value of the views with regard to security satisfaction
of ATM is 4.48. It is higher than the mean standard score 3 in five point
scale. The variation in mean score 1s 0.674. This shows that the opinion of
the respondents over this issue 1s ranging between somewhat secure to
extremely secure. The mean score of responses relating to Debit/Credit
Card 1s shghtly lower than the average standard score. The variation in
opinion 1s recorded at 1.25. The calculated value of Chi-square 1s significant
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at 5 percent level of significance, which shows that respondents feel

somewhat secure and some insecure.

Further, while analyzing the views of the respondents regarding the
security satisfaction for Internet banking, it is evident that majority of
respondents are the opinion that they are satisfied with the security of
Internet banking. The mean value 3.74 and standard deviation 1s 0.597
supports the above analysis. It is observed that the respondents feel some
msecurity with Mobile banking. The mean value 2.76 and standard

deviation 1s 1.268 support e caleulated value of Chi-
square 1s quitediigh e table value at levelof significance.
It can be ¢ u security’ mark.1 b anking.
Table ing Seale gi Respondents regardi ecuri tisfaction of
ifferent E-Banking Chann
. Debit/Credit
/R{ e ATM M g/ ﬁ B B
mely, re 54 4
ewhat Secu 2 33
1e inSecure \ 2 20 26
t Se at 7 I 2 9
mot Rate 1 25 2 8
al 100 100/~ 100 00
an A8 2 74 .76
dar vial (S.D: . 6 597 .268
3 Y/ 32.3
quar d.t. 4 d.f. 4 .1, d.f.
Sour 10U stiomnaireSirom Respondents
S above analysis, it can be concl ajority of the
respondents ‘are inion that they are s urity of
A'TM and Inte ki 1 n it/Cr Card and

Mobile ban

Problems Faced by -banking Services: As it 1s
evident from the table 4 that the main problem faced by the respondents
while using E-banking channel is lack of knowledge, lack of equipment,
handling of machine, equipment and server problem. The mean value is
higher than the mean standard score 3 in five point scale table. The
variation in mean score also support the analysis. This shows that the
opmion of the respondents regarding the problems of E-banking channel 1s
ranging between two great extent and somewhat extent. The calculated value
of Chi-square 1s more than the table value at 5 percent level of significance,
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thus null hypothesis is rejected. It reveals that there 1s a significant difference
between the opinions of the respondents regarding the problem faced by
customers to adopting E-banking services.

Table 4: Problems Faced by Customers to Adopting E-banking Services

Nature of Responses
Problems TGEITME] TSE [Dor’t[Not atf Total| x| S.D. | ,2 P.
know| all Value

lack of knowledge 29 | 24 | 37 4 6 | 100 | 3.66 | 0.911 | 41.90 | <0.05

Lack of Equipment 6 26 | 57 | 10 1 100 |38.26 | 0.760 | 103.1 | <0.05
Handling of Machine |7 43 | 5 | 8 [100 | 3.454.0.821 | 84.80 [ <0.05

& equipment e |

Server Pro y

Source: Vari Quies
Noted TGE-"1

Conclusion’

108.7 | <0.05

els.
mmplies tha ]
shows a'cha ) ‘ g to
build > 1 '
persona 3 i anks to
mnovate further.. Significantannovation and-i 1 way that

could lead toyvery rapid-expansio ally electrotuerd usiness to business
and consumer to, business payments_in_the-near ter herefore, it is
suggested that proper-mechanisms a quired to be sét-up in the banks, so

that people use these banking channels frequently. It will certainly be
helpful to boost E-Banking activities.
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