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Abstract: In this fast moving world, change is inevitable and it continues to change rapidly. The convergence 
of telecom, media and computing has changed the way of living. This secular shift in technology, mobility, 

social computing and analytics have led to change in consumer behavior in banking sector also. Technology 

has revolutionized the total process of customer interface of banking and the back office. Many new terms have 

entered into the banking dictionary spanning products, different channels of delivery and support systems 

creating a big challenge for experts and customers of banking services similar. Indian banking sector have 

undergone many levels of changes in last few years and still much more is expected. Now a day the operational 

activities are beyond the different types of bank accounts and loans. Each bank is using technology to enhance 

customer experience in terms of ease of transaction, faster turnaround time and convenience. Today’s Modern 

age people have started using the digital banking technology which is offered by banks to make transactions 

easier and faster.The objective of this research is to determine awareness level of customers and their attitude 

towards digital banking. The purpose of this study is to help the banks to understand their customer preferences 

and their attitude towards Digital Banking thereby helping the bank to create awareness among customers on 
the Digital Banking. A well-structured questionnaire has been adopted to collect primary data for the research. 

Suitable statistical tools have followed for analysis and the output of the study reveals that the customers are 

interested in digital banking services offered by the banks and suggestions were given based on the results. 
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I. INTRODUCTION 
Electronic distribution channels have undergone a tremendous change with an increasing rate of change 

in technology in the financial service industry in recent years. Digitalization continues to offer innumerable 

opportunities on one hand, while simultaneously posing new challenges to the banks globally. With each day 

passing, the banking sector witnesses at least one breakthrough in some part of the world that has the potential 

to redefine how banking services would be offered in the coming years. 
Between 2000 and 2015, the global internet penetration grew seven times from 6.5 percent to 43 

percent, while in India internet penetration for individuals grew exponentially from less than one percent to 30 

percent. Moreover, the regulatory and policy push on financial inclusion and intense competition from banking 

and non-banking players, have further accentuated the need for banks to embark upon the digital journey. 

The current digital universes positions customers at the centre, imposing new paradigms. Today’s 

customers stay connected through a range of digital platforms like Internet, social media and mobile devices. 

These evolving customer requirements are gradually changing the dynamics of the market and disturbing exiting 

models forcing companies to re-think and re-invent their traditional business strategies and stay relevant in the 

marketplace. 

 

II. REVIEW OF LITERATURE 
Paramasivan (2009), in his research study he highlighted that the customer is satisfied with the banking 

facilities with the use of information technology but they want the bankers to improve their services and provide 

them in an affordable cost. Nyangosi et al. (2009), did a comparative study on e-banking between India and 

Kenya, and the results showed that both the countries e-banking system has developed a positive attitude and the 

customers are giving a great importance to the emergence of this digital banking services. 

According to the study conducted by Mishra (2005), on the important factors in the e-banking and the 

results showed that the information security of digital banking is most important aspect which the banker as to 

consider and it’s the duty of them to safeguard their customers. Centeno (2004), argues that the ease of remote 

access, speed, 24/7 availability, Price incentives are the important factors which drives the Internet banking. 

Durkin et al (2008), found out from their study that the internet banking facilities have to been made 
simple and accessible to their customer at any time without any disturbance in the network.Gumussoy (2008), in 

his article about perception between the internet banking and other banking channels mentioned that the internet 

banking, ATM’s, Mobile banking and other sources of banking are substituting each other.   

Guerrero et al. (2007), studied the usage of internet banking by Europeans and the results showed that 

the owner ship of the financial products, attitude and trust of the banking channels are the influencing factors of 
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customer’s usage of digital banking. Nilsson (2007), argues that the client’s usage of internet banking has seen 

an uproar because of the online selling of products i.e., seller support. 

Polatoglu and Ekin (2001) and Howcroft et al., (2002), found out that the perceived risk, adoption of 

security and privacy of the internet bankingare the very important factor that inhabits the usage of the internet 

banking. Perceived risk normally arises from uncertainty. 

Study conducted by Roboff and Charles (1998), Mukti (2000) and Chung and Paynter (2002), found 
that the security is the main reason were the customers are afraid off and they have trust upon their bank but not 

on the information technology. They are concerned more about the security and privacy issues, where the 

bankers have to concentrate more.  

According to the studies conducted by Black et al (2001); Rotchanakitumnuai (2003); Singh (2004); 

Lee et al (2005) and Gerrard et al (2006), showed a clear picture that the level of risk perceived is negatively 

associated to the attitude towards Internet banking.  

Sayer and Wolfe (2007) in their article mentioned that “Security” is the biggest treat for the consumers 

in adopting and accepting the digital banking facilities because of the mere doubt about privacy of personal 

information and financial loss.   

Overall the literature review showed us a clear picture that Potential customers face problems with 

aspects like Internet Security, Online Banking regulations, Customers’ Privacy, Responsiveness of service 

delivery, ease to use, variety of products and Bank reputation as the most vital challenges of future online 
banking system. 

Research Gap 

The literature review showed that most of the studies have been done on the issues related to Internet 

banking in countries like Australia (Sathye, 1999), Malaysia (Mukti, 2000; Chung and Paynter, 2002; Sohail 

2004), Singapore (Gerrard and Cunningham, 2003; Gerrard et al, 2006), UK and Ireland (Daniel, 1999). Many 

studies are not yet conducted in India related to Digital Banking in customer’s perspective. This study provides 

an opportunity to know the role of digital banking services in banks and their facilities in Chennai city. The 

present study also focuses on the awareness and attitudes level, factors that influence customers to go for digital 

products. 

Objectives of the research study 

1. To determine awareness level of customers on digital banking. 
2. To study various factors that influence customers to go for digital products. 

3. To know the customer attitude towards digital banking. 

 

III. RESEARCH METHODOLOGY 
For this study both Primary and Secondary data are used. In this study the primary data has been 

collected by having discussions with the bank officials and from the customers who uses Digital Banking 

facilities offered by the banks in Chennai City in order to specifically address the research objectives. Secondary 

data includes the data which has been published by the banks and other sources with portrayed about digital 

banking. 
This research study analyses the digital banking facilities or services provided by banks in Chennai 

city. To facilitate their customer and other users most of the banks in Chennai has Internet Banking services. 

Because the number of digital banking users is unvaryingly high, the researcher has used convenient sampling 

method and sample size of 70 respondents was taken for analysis. The survey instrument used for this study was 

a structured questionnaire and it has been designed in order to measure the acceptance of digital banking among 

the customers in Chennai city. 

Research Findings  

Table1 presents the demographic characteristics of the respondents. About 23 respondents were female 

and 47 respondents were male.  About 20 percent of the respondents are in the age group 18-30 years, 64 

percent between 31- 50 years and 16 percent are above 50 years. 38 percent of the customers were classic 

customers, 33 percent were Imperia, 20 percent were Preferred and 9 percent were Non-managed customers. 

The highest groups who use digital banking services are in the age group of 31-50. Majority (84 percent) of the 
respondents were salaried or self-employed. 79 percent of the respondents were having saving account either 

Regular or Salaried account.  

Table1: Distribution of Respondents on the basis of Demographic Factors 

Demographic variables Categories No. of Respondents 

Gender Female 23 (33) 

Male 47 (67) 

Age (in years) 18-30 14 (20) 

31-50 45 (64) 

Above 50 11 (16) 



D. Madhava Priya et al., International Journal of Research in Management, Economics and Commerce,       

ISSN 2250-057X, Impact Factor: 6.384, Volume 07 Issue 08, August 2017, Page 10-13 

http://indusedu.org Page 12 

 

This work is licensed under a Creative Commons Attribution 4.0 International License 

Customer Type Classic 27 (38) 

Preferred 14 (20) 

Imperia 23 (33) 

Non -Managed 6 (9) 

Occupation Student 2 

Salaried 38 

Self-Employed 21 

Retired 4 

House Wife 4 

Politician 0 

Others 1 

Type of Account Held Current 9 

Savings - Regular 28 

Savings - Max 6 

Savings - Salary 27 

Others 0 

 
Table2 shows the internal consistency of the three multiple-items measures using Cronbach alpha tests. 

Table2: Reliability statistics 

Measures No of Items Reliability for the samples  

Security 8 .754 

Awareness 7 .805 

Innovation  4 .782 

The alpha values for the factors varied from .75 to .80, which are considered as an acceptable level for 

this study (Nunnally, 1978).In order to evaluate the factors which, influence the customer’s usage of digital 

banking the Factor analysis was applied. For factor extraction, principal component method was used with a 

restriction that the Eigen value of the factors generated was more than one. The extracted factors were than 

rotated using varimax method of maximization. The rotated factors with the factor loading values and variable 

components are given in the Table3. These loaded factors are named as Security, Awareness and Innovations.    

 

Table3: Factor Analysis for Digital Banking accepted variables 

Items of Measurement Security Awareness Innovation 

Convenience .830   

Safety .820   

Security Concerns  .853   

Easy to maintain .725   

Familiarity .701   

Transparency .815   

Frequent updates .695   

Privacy .730   

Easy Access  .603  

Time saving  .805  

Low service charge  .786  

Bill Payments  .698  

Quick Fund Transfer  .671  

Avail other services  .751  

Avail other Products  .729  

User Friendly   .856 

Quick transactions    .819 

Balance Enquiry   .672 

Other Financial Services   .697 

Eigen Values 4.473 3.915 1.970 

Percentage of Variance 34.883 21.189 9.254 

Cumulative Variance 34.883 56.072 65.326 

Further to this, regression analysis was applied to find out theidentification of different items through 

factor analysis which affects the usage of digital banking. The intention of the respondents to intensify the 
digital banking services was regressed on the three independent variables specifically Security, Awareness and 

Innovations. The results are shown in table4.   
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Table4: Regression Analysis for Digital Banking accepted variables 

Factors Regression Co-

efficient 

t-values Significance 

Level 

(Constant) 1.986 62.59 .000 

Security .069 2.124 .019 

Awareness .569 18.691 .006 

Innovation .019 1.005 .000 

R2 .636 

F ratio 94.235* 

* Significance at 1 percent level 

The regression equation was significant at one percent level with 94.235 as F value and it shows 63.6 

percent of the variance in the degree (R2) of the acceptance of digital banking by the customers.All the 

independent variables, Security (β=0.069), Awareness (β=0.569) and Innovation (β=0.019) showed positive 

relationship to the acceptance of the Digital Banking services.  
 

IV. CONCLUSION 
In India, the customer’s needs better and customized services from their banks. Banks must be fretful 

about the customer’s requirement and attitudes with regards to the acceptance of digital banking. Earlier studies 

showed us the importance of the Security and privacy of the digital banking and it was found that even though 

the customers know the risk of digital banking they have a weak understanding about it. In this study it was 

found that the customers are giving more importance to the security of the technology used and they don’t want 

themselves involved in the methods that might contain risk. Hence, the bankers should design their website to 

address security and trust issues by increasing level of trust between the bank’s website and the customers. This 
can be achieved by making their customers to understand that their digital banking is safe and secure like 

traditional banking system and byorganising conference to educate their customers about how to use digital 

banking facilities and their uses. 

 


