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The banking sector is perhaps the largest one that caters to the needs of people belonging to all
sections of the society. The present study tries to identify the factors that influence the acceptability
of internet banking by customers and also tries to study the relationship of these factors with various
demographic variables. A total of 250 retail banking customers have been selected for the study on
the basis of convenience sampling. The study employs Factor analysis which revealed that all the
variables can be grouped into seven factors. Further, the results of analysis of variance (ANOVA)
indicated that age, gender, income, marriage, type of bank and experience with internet banking
have significant effect on customers’ acceptability of internet banking. Moreover, the Discriminant
analysis shows that customers are more satisfied with the factors like social status, customer
satisfaction, user-output and service quality while going for internet banking. Therefore, the banks
should take into consideration the most desired variables and design its future policies accordingly.

INTRODUCTION
The financial sector in India particularly banking sector has expanded enormously

during post 1990s in the age of liberalization and globalization. During the last decade,
technology has played tremendous influence on the growth of banking industry. In other
words, technological developments and financial liberalization are the central forces
influencing advancement in the financial sector (Edey and Gray, 1996; Thompson, 1996
and Gardener et al., 1999). The progress of electronic banking (E-banking) has changed
the scenario of relationship between customers and banks which has altered the way banks
conventionally perform their business and the ways consumers carry out their banking
activities (Sayar and Wolfe, 2007; Eriksson et al., 2008). Moreover, the use of technology
in banks has resulted in reduction of cost, creation of value added services and offering of
services despite geographic locale and time (Zhu et al., 2002). Today internet banking has
turn out to be one of the most important avenues for banks to distribute their products and
services. The bank also recognizes the need to adapt itself to the changing environment
with a vision for service quality so as to bring the banks closer to the customers.

The relationship between Internet Banking (I-banking) and service quality can be
measured with the extent of satisfaction of the customers as this is the most important
aspect that should get due consideration in delivery of internet-based services by banks.
Various research studies on consumer outlook and acceptance of internet banking have
revealed that there are numerous factors influencing the consumers’ approach towards
online banking. The service quality features that banks must offer to encourage
consumers to switch to online banking should include usefulness, ease of use, reliability,
security, and continuous improvement (Liao and Cheung, 2002). According to Webster
(1989), there is a need to examine the association between demographic characteristics of
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customers with various factor dimensions influencing the customers’ opinion on internet
banking. Demographic variables such as age, gender, marital status, education, and
income influence the respondents’ choice to use electronic banking. Empirical findings of
income positively influencing acceptance of electronic banking can also be found in Al-
Ashban and Burney’s (2001), Stavins’s (2001) and Karjaluoto’s (2002) studies. These
studies showed that education status is unswervingly related to the choice of electronic
banking. With the increase in educational level of consumers, their adoption of electronic
banking also increases. Further, Katz and Aspden (1997) and Karjaluoto et al. (2002)
findings showed that electronic banking users were dominated by males. Thus, the
success of I-banking is determined not only by the new ways of carrying the banking
business but it is mainly affected by the acceptance of this technology by the banking
customers. In this context, the present research study is undertaken to examine the factors
that influence acceptability of internet banking in Hisar district of Haryana state in India.

REVIEW OF LITERATURE
There are a number of studies conducted nationally as well as internationally to

gauge the satisfaction amongst customers from E-banking services. The study by Chan
(1997) established that income was the most significant variable that influenced a
consumer’s utilization of credit cards. Filotto et al. (1997) found that the acceptance rate
of Automated Teller Machine (ATM) was high among younger users. Further, Barnett
(1998) also disclosed that the younger customers were more contented in using electronic
banking. Black et al. (2001) performed a study on the adoption of internet services and
found that the highest income has direct relation with the use of information technology.
In addition, Karjaluoto et al. (2002) also revealed in his study that the younger people
prefer electronic banking than non-electronic banking. Moreover, with respect to marital
status, Stavins (2001) demonstrated that married consumers use more electronic banking.
According to Howcroft et al. (2002), the principal characteristics that inhibit online
banking adoption are security and privacy. In Malaysia, it was found that security was
main barrier to e-commerce expansion. Security is perhaps the most feared problem on
the internet. Banks and customers take a very high risk by dealing electronically. In a
theoretical study, Rao and Prathima (2003) found that as compared to the banks abroad,
Indian banks offering online services still have a long way to go. Malhotra and Singh
(2006) found that only 48 percent of the commercial banks operating in India offer
internet banking. Servon and Kaestner (2008) emphasized on the fact, that online banking
requires the consumers to maintain a regular interaction with computer and an internet
connection to increase their comfort level with the technology.

The review indicates that I-banking has attracted much attention from researchers,
at the international level but there has not been much analysis on the effect of I-banking
and its impact of demographic variables in the Indian banking industry. So the present
paper attempts to fill this research gap.

OBJECTIVES OF THE STUDY
The objectives of the study include the following:

 To find the factors that influences the customers’ acceptability of internet banking.
 To examine the relationship between demographic variables and customers’

acceptability of internet banking.
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 To predict a model for forecasting the customers’ satisfaction on the basis of
various factors.

HYPOTHESES OF THE STUDY
Following hypotheses have been framed in the study based on the objectives:

H01: Gender of respondents has no significant impact on acceptability of internet banking.
H02: Age of respondents has no significant impact on acceptability of internet banking. H03:
Income of respondents has no significant impact on acceptability of internet banking. H04:
Marriage of respondents has no significant impact on acceptability of internet banking.
H05: Type of bank of respondents has no significant impact on acceptability of internet
banking.
H06: Experience in internet banking has no significant impact on acceptability of internet
banking

RESEARCH METHODOLOGY
Present study is an empirical research to find out the factors that affect the

acceptability of internet banking by customers. The study is based on a sample of 250
respondents from Hisar district of Haryana state who are using internet banking or are
willing to use internet banking services of their banks. Convenient sampling method is
used for collecting the sample. The questionnaire is designed with two sections: section-I
captures demographic information to describe the sample and it consists of questions
pertaining to age, gender, marital status, monthly income, type of bank, type of account
and for how long they have been doing internet banking and section-II has questions
relating to consumers’ outlook on acceptance of internet banking. All the 29 questions of
the questionnaire from section-II used a likert scale ranging from 1 for highly dissatisfied
to 5 for highly satisfied which implies that higher mean score of the respondents favour
that particular statement. The data is analyzed using SPSS version 13.0. The study
employs factor analysis to determine the factors that are considered vital to determine the
perception of banking customers with regard to internet banking. To predict satisfaction
amongst the respondents for the specified factors, discriminant analysis has been applied
on the factors on 5 point scale.

DEMOGRAPHIC PROFILE OF THE RESPONDENTS
The survey data regarding demographic characteristics of the respondents’ reveals

that the sample comprises of relatively equal proportion of males (53.2 percent) and
females (46.6 percent). This tends to indicate that both male and female have banking as
their habit during the period of study. The sample customers by and large fall in the
higher age group i.e. 41-50 years (32.4 percent) followed by more than 50 years (26
percent) and 31-40 years (23.6 percent), whereas 12 percent of respondents belong to age
bracket of 21-30 years and only 6 percent in the lowest age group of below 20 years.
Further, majority of respondents (74.4 percent) were married. With regard to the
employment status, service (62.8 percent) and professionals (22.8 percent) collectively
make 85 percent share implying that respondents are well placed in their career.
Moreover, 4.4 percent belong to class of self employed/business, 0.8 percent are students
and 9.2 percent belong to the category others which include housewives, retired people
etc. The sample had a majority of respondents (62 percent) earning between Rs 40,001-
55,000 followed by more than Rs. 55000 (21.6 percent), Rs. 25001-40000 (12.8 percent),



© Apeejay Journal of Management and Technology
July 2013 ,Vol.8 ,No:2

Rs. 10001-25000 (2.0 percent) and below Rs.10000 (1.6 percent). The sample also
depicts that 56.8 percent of respondents have their accounts in private sector banks
whereas 41.6 percent have their accounts in public sector banks. All the respondents
maintain only saving account with their banks. On asking for how long they have been
doing internet banking, majority of the respondents (38.8 percent) belong to the category
3-5 years followed by 0-2 years (30.0 percent), 6-8 years (25.2 percent) and more than 9
years (6 percent).

RESULTS AND DISCUSSION
Before proceeding for factor analysis, the sample adequacy and reliability of data

is tested by using Kaiser-Meyer-Olkin (KMO) test and Bartlett test of sphericity. The
value of KMO statistics (0.792) in Table 1 falls between permissible limit of 0.5 to 1
and is highly significant. Thus, the null hypothesis that all the statements are considered
equally important for measuring the service quality of E-banking is rejected. Bartlett test
of sphericity shows the value of Chi-square (5664.584), which is significant at 1 percent
level of significance. These two tests show that the data is fit for conducting the factor
analysis. Table 2 presents the overall reliability of this construct with Cronbach’s
coefficient alpha having the value of 0.927, which is highly significant.

TABLE 1
KMO and Bartlett’s Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.792
Bartlett's Test of
Sphericity

Approx. Chi-Square 5664.584
df 406
Sig. .000

Note: df is degree of freedom; Sig. is significance

TABLE 2
Reliability Statistics

Cronbach’s Alpha 0.927
Cronbach’s Alpha based on Standardized items 0.934
No. of Items 29

The principal component analysis along with varimax rotation method is used for
extracting the factors. The 29 items have been reduced to seven factors on the basis of
their eigen-values and variance explained. The standard practice is that the factors with
more than one eigen-value should be extracted. Table 3 clearly shows that there are seven
factors having eigen-values more than one and cumulative variance of 72.973 percent.
The communalities shown in the table explains the amount of variance in the variable that
is accounted by the factors taken together. Large communalities indicate that a large
amount of variance has been extracted in the variable by the factor solution.

A factor loading is nothing but coefficient of correlation that represents a
correlation between an original variable and its factors. Table 3 shows that Factor 1 is
linear combination of variable number 9, 26, 11, 19, 7, 6, 16, 27 and 21. Factor 2 is linear
combination of variable numbers 2, 3, 4, 22 and 5. Factor 3 is linear combination of
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variable number 15, 20, 13, 12, 10 and 14. Factor 4 is combination of variable numbers
24 and 26. Factor 5 is linear combination of variable numbers 17 and 8. Factor 6 is linear

TABLE 3
Naming of Factors with Factor Loadings

Factor Name Factor Statement Factor
Loading

Cronbach
Alpha
Value

Eigen
Value

Percentage
of Variance

Perceived
Convenience

A 9 Switching from electronic banking to
in-branch banking could be inconvenient to
me.

0.863 0.877 11.197 38.609

A 26 Satisfied with time saving 0.743
A 11 I like to use electronic banking
because it offers independence

0.705

A 19 Customer service in e-banking has
consistent standard.

0.670

A 7 In-branch banking involves too much
queuing time.

0.626

A 6 Traveling to a bank involves too much
queuing time.

0.611

A 16 Electronic banking charges are
expensive

0.401

A 27 Satisfied with convenience 0.523
A 21 I have a regular access to a computer. 0.633

Service
Quality

A 2 Transactions through electronic banking
are reliable

0.777 0.839 3.109 10.721

A 3 I am familiar with e-banking 0.609
A 4 I am comfortable with e-banking 0.610
A 22 I have regular access to the Internet 0.671
A 5 Electronic banking services are faster
than in-branch banking

0.667

User-Input A 15 I like to use new methods to conduct
transactions e.g. ATM, telephone banking
and internet banking.

0.834 0.862 1.591 5.485

A 20 Electronic banking has a wide variety
of services available.

0.535

A 13 E-banking is enjoyable to use 0.579
A 12 Electronic banking enables me to be
fully involved in my transactions.

0.655

A 10 Going to a bank branch involves travel
costs.

0.464

A 14 E-banking is user friendly 0.411
Status Symbol A 24 I use e-banking because my friends use

it.
0.867 0.367 1.550 5.344

A 26 The use of e-banking reflects my
social status.

0.818

User-Output A 17 Electronic banking is time saving 0.738 0.520 1.416 4.884
A 8 Electronic banking services are faster
than in-branch banking.

0.633

Customer
Satisfaction

A 28 Satisfied with the consistency
standards

0.653 0.769 1.211 4.175

A 29 Satisfied with the wide variety of
services available

0.561

A 18 Electronic banking is convenient. 0.543
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Service
Features

A 1 Transactions through electronic banking
are accurate.

0.827 0.338 1.089 3.754

A 23 E-banking is easy to use. 0.509
Note: Cumulative percentage of variance: 38.609, 49.330, 54.816, 60.160, 65.044, 69.219, 72.973

combination of variable numbers 28, 29 and 18 and Factor 7 is linear combination of
variable numbers 1 and 23. Further, the variables have been assigned appropriate names
according to the features that have been loaded on each factor. The seven factors are:
perceived convenience, service quality, user-input, status symbol, user-output, customer
satisfaction and service features. The reliability coefficients for seven factors ranged from
0.338 to 0.877 indicating a fair to good internal consistency among the items of each
dimensions. Each of these factors is discussed below:
Factor-1: Perceived Convenience

The rotated matrix has revealed that respondents have perceived this factor to be
most important with highest explained variance of 38.609 percent. Nine statements with
factor loading ranging from 0.863 to 0.401 have been loaded on this factor. The factor
has been named as perceived convenience as it includes statements like switching from
electronic banking to in-branch banking could be inconvenient, satisfied with time saving,
it offers independence, has consistent standard, in-branch banking involves too much
queuing time, traveling to a bank involves too much queuing time, charges are expensive,
satisfied with convenience, have a regular access to computer.
Factor-2: Service Quality

The next important factor named as ‘service quality’ accounts for 10.721 percent
of the variance. Five statements have loaded high on this factor. The factor includes
statements such as transactions through electronic banking are reliable, familiarity with
E-banking, regular access to internet, faster than traditional banking. The respondents
will show their access to internet banking if they consider it a better option over
traditional banking due to better service qualities.
Factor-3: User-Input

User- input, with 5.485 percent of the variance, is a combination of six variables
i.e. internet banking provides new methods to conduct transactions e.g. ATM, telephone
banking and internet banking, availability of wide variety of services, enjoyable to use,
fully involved in transactions, bank branch involves travel costs and is user friendly. This
factor includes the statements that are input by the banks while using internet banking.
Factor-4: Status Symbol

There are two types of features that load on factor 4 and they together account for
5.344 percent of variance. The factor has been named as status symbol as it includes the
statements such as internet banking is opted for the reason because their friends use it and
it reflects their social status.
Factor-5: User-Output

The next factor named as ‘user-output’ accounts for 4.884 percent of variance.
This factor includes the two important statements about internet banking in the form of
time saving and faster than in-branch banking. These two factors can be considered as the
expected output by the respondents while using E-banking services and thus named it
user-output factor.

Factor-6: Customer Satisfaction
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Customer satisfaction is a vital factor for any organization and it accounts for
4.175 percent of variance. The factor considers satisfaction among respondents with
respect to consistent standards of banks, availability of wide variety of services and it is
convenient to use.
Factor-7: Service Features

The last factor named as service features, accounts for 3.754 percent of variance
with a load of two statements. The two features included in this factor are transactions
through electronic banking are accurate and E-banking is easy to use. The banks should
design internet banking programme in such a way that it is easily understood and
implemented by its customers.

To achieve the second objective, the study observes the null hypothesis that ‘there
is no significant relationship between the demographic variables and the factors’ and
statistical tool in the form of one way analysis of variance (ANOVA) is used. Mean
scores are calculated for factors where significant relationship between independent and
dependent variables is observed.

TABLE 4
Effect of Gender on Factors

Statements Male Female F-value Significance
User-Input 0.1375 -0.1209 4.210** 0.041
Status Symbol -0.1407 0.1407 4.410** 0.037

Note: Bold figures indicate highest mean scores; ** represents significance at 5 percent level of
significance.

Table 4 displays that the null hypothesis H01 is rejected as it discloses that there is
a significant relationship between the views of males and females with two factors i.e.
user-input and status symbol. From the descriptive analysis, it is evident that males have
assigned more importance to the user-input factor. The findings may be attributed to the
fact that males are more tech savvy and enjoy using innovative methods to perform their
transactions on internet banking. On the other hand, females are found to be more related
to status symbol which implies that the females in Indian society are not using internet
banking to fulfill their financial requirements and that is why they believe it as a symbol
of social status and are using internet banking only because of their friend circle.

TABLE 5
Effect of Age on Factors

Statements Below 20 21- 30 31-40 41-50 More
than 50

F-value Significance

Perceived
Convenience

0.3838 0.2977 -0.3976 0.1269 -0.3977 6.336* 0.000

User-Input - 0.4950 0.1427 -0.1914 0.0835 0.0946 2.019*** 0.092
Status Symbol -1.982 0.8171 0.0385 0.0163 -0.8989 63.444* 0.000
User-Output - 0.078 0.1846 1.229 -0.5404 0.4958 12.043* 0.000
Note: Bold figures indicate highest mean scores; * and *** represents significance at 1 percent and 10
percent level of significance respectively.
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Table 5 discloses that the null hypothesis H02 is rejected as age is found to be
significantly related to the four factors: perceived convenience, user-input, status symbol
and user-output. The systematic analysis can be carried out on the basis of the mean
scores of the factors. Respondents in the age group of below 20 years are found to be
contented with perceived convenience for the reason that youngsters do not like to wait in
the long queues within branch as well as while traveling to banks and this makes the
respondents to feel that switching from E-banking to traditional branch banking can be
inconvenient for them. Likewise, respondents in the age category of 21-30 years are
found to be satisfied with user-input and status symbol. This may be accredited to the
reality that these respondents may be students or newly placed in their jobs. The stage in
their life cycle allows them to handle the technology related developments quiet easily
and above all they believe that it is part of social status. The respondents in age bracket of
31-40 years are found to be more related to user-output factor. Here, the reason may be
that the respondents in this part of life cycle may be married and because of more
responsibility towards family they attach more significance to the time saving factor.
Thus, it can be concluded that mean scores have rightly depicted an appropriate
relationship between different phases of life and the four factors.

TABLE 6
Effect of Level of Income on Factors

Statements Below
10,000

10001-
25000

25001-
40000

40001-
55000

More
than

55000

F-value Significance

Perceived
Convenience

-1.9134 -1.1145 0.2557 0.1922 -0.0344 6.874* 0.000

User-Input -1.4380 -1.1819 0.3471 0.3397 -0.1148 7.569* 0.000
Status Symbol -0.0104 -0.8937 -0.5415 0.3877 0.0058 5.789* 0.000
Customer Satisfaction -3.4179 -1.8627 -0.1093 0.3908 0.3471 25.352* 0.000
Note: Bold figures indicate highest mean scores; * represents significance at 1 percent level of significance.

The null hypothesis H03 is rejected as level of income is found to be significantly
related to factors i.e. perceived convenience, user-input, status symbol and customer
satisfaction (Table 6). The descriptive analysis displays that the respondents having
income between Rs. 25001-40000 considers perceived convenience and user-input as
more decisive factors when compared to other factors. These respondents have laid more
emphasis on conveniences with regard to accessibility, cost effectiveness, availability of
ample range of services and enjoyable to use. Moreover, respondents in higher income
bracket of Rs. 40001-55000, have shown maximum inclination towards convenience,
consistency and availability of variety of services as they have considered status symbol
and customer satisfaction as more satisfying factors.

TABLE 7
Effect of Marriage on Factors

Statements Married Unmarried F-value Significance
Service Features 0.26155 -0.8999 6.003** 0.015
Note: Bold figures indicate highest mean scores; ** represents significance at 5 percent level of
significance.
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The null hypothesis H04 is also rejected as revealed in Table 7, where it is
observed that only one factor i.e. service features is significant at 5 percent level of
significance. From the descriptive analysis, it is evident that the married respondents have
shown their concern for accuracy in e-transactions and easily usable. The rationale for the
same may be that married people share more responsibilities in the family than unmarried
ones which show their concern for safety and accuracy.

Table 8 shows that the null hypothesis H05 is rejected as it is found that five
factors i.e. perceived convenience, user-input, status symbol, customer satisfaction and
service features are significantly related with type of the bank of the respondents. The
descriptive mean analysis suggest that respondents having account in private banks are
highly satisfied with the perceived convenience, status symbol and service features. The
private banks are more proactive in their approach towards innovative, swift, accessible
and accurate services thereby, reducing inconvenience to the customers. On the other side,
the respondents having account in public sector banks have assigned significant
importance to user-input and customer satisfaction mentioned in Table 8.

TABLE 8
Effect of Type of Bank on Factors

Statements Public
Banks

Private
Banks

Foreign
Banks

F-value Significance

Perceived Convenience 0.0296 1.3788 -0.0605 4.214** 0.016
User-Input 0.1869 -0.3617 -0.1267 3.277** 0.039
Status Symbol -0.2199 0.1857 0.1558 4.425** 0.013
Customer Satisfaction 0.2237 -0.0840 -0.1615 4.599* 0.011
Service Features -0.3555 1.2166 0.2261 14.602* 0.000
Note: Bold figures indicate highest mean scores; * and ** represent significance at 1 percent and 5 percent
level of significance respectively

The rationale for the same may be that many public sector banks have introduced
wide variety of services in a user friendly manner. The respondents are found to be highly
satisfied with the consistency standards, accuracy and security in transactions by public
sector banks.

TABLE 9
Effect of Experience in Internet Banking on Factors

Statements 0-2
years

3-5
years

6-8 years More than 9
years

F-value Significance

Perceived
Convenience

0.2029 -0.0473 -0.3007 0.5545 4.743* 0.003

User-Input 0.2214 -0.0463 -0.0633 -0.5420 2.913** 0.035
Status Symbol 0.1179 0.0303 0.0807 -1.1246 7.362* 0.000
Note: Bold figures indicate highest mean scores; * and ** represents significance at 1 percent and 5 percent
level of significance respectively
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The null hypothesis H06 is rejected as it is observed that three factors: perceived
convenience, user-input and status symbol have significant relationship with the
experience of the respondents in internet banking (Table 9). Moreover the descriptive
mean analysis suggests that respondents using internet banking services from 0-2 years
have given high importance to user-input and status symbol. The reason for their choices
may be that with a lesser experience in internet banking, these respondents have shown
their inclination towards availability of wide services, user friendly features and above all
it satisfies their social ego. Whereas, the respondents using internet banking services for
more than 9 years have shown high significance for perceived convenience as they can
compare internet banking with in-branch banking and must have found that internet
banking is time saving, avoids too much queuing time in traveling as well as in branch,
comparatively cheaper as compared to in-branch banking etc. Therefore the experience of
using E-banking matters a lot, as experience makes customer more informed, and they
are in a position to compare the services delivered in the past with the present.

Thus, it can be concluded from Table 10 that the gender, age, income, marriage,
type of bank and experience in E-banking of the respondents has significant impact on
acceptability of internet banking. Moreover, the user-input and social status is the most
important factors as they are found to be significantly related to five demographic
variables. On the other hand, service quality is the factor that is not significantly different
across any of the demographic variable. Therefore, the bankers in Hisar city should give
maximum attention towards the variables related to user-input and social status.

TABLE 10
Summary Results of Anova

Factors Gender Age Level of
Income

Marriage Type of
Bank

Experience
in E-Banking

Perceived Convenience Χ √ √ Χ √ √
Service Quality Χ Χ Χ Χ Χ Χ
User-Input √ √ √ Χ √ √
Status Symbol √ √ √ Χ √ √
User Output Χ √ Χ Χ Χ Χ
Customer Satisfaction Χ Χ √ Χ √ Χ
Service Features Χ Χ Χ √ √ Χ
Note: (√) represents significant relation at 1 percent and 5 percent level of significance

To predict a model specifying the satisfaction among respondents with respect to
seven factors, discriminant analysis has been applied on the survey data. The canonical
discriminant function coefficients of various factors are presented in Table 11.

TABLE 11
Canonical Discriminant Function Coefficients

Factors Functions
Perceived Convenience -0.003
Service Quality 0.076
User-Input Factors -0.365
Status Symbol 0.537
User-Output Factors 0.287
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Customer Satisfaction 0.404
Service features -0.598
Constant 0.000
Note: Unstandardized Coefficient

The Discriminant equation is as follows:
Discriminant Score = 0.537 (Status Symbol) + 0.404 (Customer Satisfaction) + 0.287
(User-Output) + 0.076 (Service Quality) - 0.003 (Perceived Convenience) - 0.365 (User-
Input) - 0.598 (Service Features).

TABLE 12
Functions at Group Centroid

Are You Satisfied With
Internet Banking Services?

Function
1

Yes 0.151
No -0.227

Note:Unstandardized canonical discriminant functions evaluated at group means

The equation indicates from Table 11 that the customers are more satisfied with
factors such as status symbol, customer satisfaction and user-output. The service quality
factor is also considered of moderate satisfaction by the respondents. On the other hand,
the perceived convenience, user-input and service features are not considered of much
importance by the sample customers. Hence, it can be observed that banks should focus
more on the features mentioned in the factors viz status symbol, customer satisfaction,
user-output and service quality as these variables are placed high on satisfaction level of
customers.

TABLE 13
Classification Results*

Are You Satisfied With Internet
Banking Services?

Predicted Group
Membership Total

Yes No
Original Count Yes 87 63 150

No 46 54 100
Percent Yes 58.0 42.0 100

No 46.0 54.0 100
Note: * means 56.4 percent of original grouped cases correctly classified.

Further, group centroid values from Table 12 are used to compare the score of
discriminant equation. If the discriminant score lies between -0.227 and 0.151, the
customers feel satisfied. The classification results from Table 13 provide the strength of
discriminant equation. The respondents were divided into two groups using Bernoulli
function. The results show that 70 percent of the cases were selected for predicting
discriminant equation and the rest 30 percent cases were used for checking the strength of
discriminant equation. Almost 56.4 percent of the selected cases were correctly classified
and 43.6 percent of the unselected cases were correctly classified. The discriminant
equation correctly classifying the cases more than 56 percent is considered satisfactory.
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Therefore, the results are dependable. Thus, it can be concluded that social status,
customer satisfaction, user-output and service quality are up to the mark whereas,
perceived convenience, user-input and service features are least important to the
respondents while going for internet banking.

CONCLUSIONS OF THE STUDY
Banking is conceivably the largest sector that caters to the requirements of people

belonging to all sections of the society. In recent times, technology has unbelievable
influence on the expansion of banking industry. This study tries to identify the factors
that influences the perception of customers as regards to internet banking and also tries to
study the relationship of these factors with various demographic variables. The study
reveals that the 29 statements have been reduced to seven factors i.e. perceived
convenience, service quality, user-input, social status, user-output, customer satisfaction
and service features.

The influence of demographic variables on these factors indicate that age, gender,
income, marriage, type of bank and experience with internet banking have significant
effect on customers’ acceptability of E-banking. The study found that type of bank
account of the respondents can be considered as most important demographic variable as
it has significant impact on five factors. Other variables like age, level of income are also
found to be of high significance as they are significantly related with four factors.
Gender and experience in internet banking are having significant impact on few factors.
Discriminant analysis applied on seven factors revealed that the customers of Hisar city
have shown more satisfaction towards status symbol, customer satisfaction and user-
output factors. Therefore, the bankers of the city should consider these variables as most
important while attracting the customers towards internet banking.
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