Vol 5 Issue 4 May 2015 ISSN No : 2230-7850

International Multidisciplinary
Research Journal

Indian Streams
Research Journal

Executive Editor Editor-in-Chief
Ashok Yakkaldevi H.N.Jagtap




Welcome to ISRJ
RNI MAHMUL/2011/38595 ISSN N0.2230-7850
Indian Streams Research Journal is a multidisciplinary research journal, published monthly in English,
Hindi & Marathi Language. All research papers submitted to the journal will be double - blind peer reviewed
referred by members of the editorial board.Readers will include investigator in universities, research institutes
governmentand industry with research interest in the general subjects.

International Advisory Board

Flavio de S&o Pedro Filho
Federal University of Rondonia, Brazil

Kamani Perera
Regional Center For Strategic Studies, Sri
Lanka

Janaki Sinnasamy
Librarian, University of Malaya

Romona Mihaila
Spiru Haret University, Romania

Delia Serbescu
Spiru Haret University, Bucharest,
Romania

Anurag Misra
DBS College, Kanpur

Titus PopPhD, Partium Christian
University, Oradea,Romania

Pratap Wamktrao Naikwade

Mohammad Hailat
Dept. of Mathematical Sciences,
University of South Carolina Aiken

Abdullah Sabbagh
Engineering Studies, Sydney

Ecaterina Patrascu
Spiru Haret University, Bucharest

Loredana Bosca
Spiru Haret University, Romania

Fabricio Moraes de Almeida
Federal University of Rondonia, Brazil

George - Calin SERITAN

Faculty of Philosophy and Socio-Political
Sciences Al. 1. Cuza University, lasi

Editorial Board

Iresh Swami

ASP College Devrukh,Ratnagiri,MS India Ex - VC. Solapur University, Solapur

R. R. Patil
Head Geology Department Solapur
University,Solapur

Rama Bhosale
Prin. and Jt. Director Higher Education,
Panvel

Salve R. N.
Department of Sociology, Shivaji
University,Kolhapur

Govind P. Shinde
Bharati Vidyapeeth School of Distance
Education Center, Navi Mumbai

Chakane Sanjay Dnyaneshwar
Aurts, Science & Commerce College,
Indapur, Pune

Awadhesh Kumar Shirotriya
Secretary,Play India Play,Meerut(U.P.)

N.S. Dhaygude
Ex. Prin. Dayanand College, Solapur

Narendra Kadu
Jt. Director Higher Education, Pune

K. M. Bhandarkar
Praful Patel College of Education, Gondia

Sonal Singh
Vikram University, Ujjain

G. P. Patankar

Hasan Baktir
English Language and Literature
Department, Kayseri

Ghayoor Abbas Chotana
Dept of Chemistry, Lahore University of
Management Sciences[PK]

Anna Maria Constantinovici
AL. I. Cuza University, Romania

llie Pintea,
Spiru Haret University, Romania

Xiaohua Yang
PhD, USA

Rajendra Shendge
Director, B.C.U.D. Solapur University,
Solapur

R. R. Yalikar
Director Managment Institute, Solapur

Umesh Rajderkar
Head Humanities & Social Science
YCMOU,Nashik

S. R. Pandya
Head Education Dept. Mumbai University,
Mumbai

Alka Darshan Shrivastava

S. D. M. Degree College, Honavar, Karnataka Shaskiya Snatkottar Mahavidyalaya, Dhar

Maj. S. Bakhtiar Choudhary
Director,Hyderabad AP India.

S.Parvathi Devi
Ph.D.-University of Allahabad

Sonal Singh,
Vikram University, Ujjain

Address:-Ashok Yakkaldevi 258/34, Raviwar Peth, Solapur - 413 005 Maharashtra, India
Cell : 9595 359 435, Ph No: 02172372010 Email: ayisrj@yahoo.in Website: www.isrj.org

Rahul Shriram Sudke
Devi Ahilya Vishwavidyalaya, Indore

S.KANNAN
Annamalai University, TN

Satish Kumar Kalhotra
Maulana Azad National Urdu University




International Recognized Double-Blind Peer Reviewed Multidisciplinary Research Journal

ISSN 2230-7850 Impact Factor : 3.1560(UIF)
Volume - 5 | Issue - 4 | May - 2015 Available online at www.isrj.org

A STUDY ON CUSTOMER PREFERENCE TOWARDS INTERNET
BANKING WITH REFERENCE TO COIMBATORE

Assistant Professor, Department Of Commerce, Karpagam University .

ﬁ: Short Profile

~ .. Saranya.W is working as a Assistant Professor at Department Of Commerce in
P « : | Karpagam University. She has completed B.Com(CA)., M.Com(CA)., M.Phil.,
~+ | DIwrT.
W -y b

Co-Author Details :

PhD, Professor, Department of Commerce and Management, Karpagam University.

ABSTRACT:

Marketing is the practice of
understanding what customers need
and then communicating how the
company can achieve those needs.
While advertising, social networking
and product packaging design are all
- part of marketing, so is the analysis of
sales and response data to figure out
what customers like and want so that
the outgoing messages can be adjusted.
This study deals with the customer
preference and satisfaction towards
internet banking.
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INTRODUCTION :

A customer is a purchaser of a product or service. A customer is a person or organization that
purchases or obtains goods or services from other organizations such as manufacturers, retailers,
wholesalers, or service providers. A customer is not necessarily the same person as the consumer, as a
product or service can be paid for by one party, the customer, and used by another, the consumer.
Customer preferences are defined as the subjective (individual) tastes, as measured by utility, of various
bundles of goods. Here this study constitutes as how the customer giving importance to the internet
banking, why they preference net banking. Preferences refer to certain characteristics any consumer
wants to have inagood or service

OBJECTIVESOF THE STUDY

4 Toknowabout the customer preferences towards internet baking.

4 Tounderstand the customer perception on internet service quality, the various dimension associated
with satisfaction.

4 Toidentify the working and living conditions of the customers who accessing the net banking.

SCOPEOF THE STUDY

+ Thestudy encompasses banking services quality internet banking.

+ Thestudy coversrespondent who are the customers of the banks.

+ These customers belong to various professions, places, of both genders, with

Varied income groups and varied age groups.

Research Methodology

Research design

The research design is descriptive studies. Descriptive studies are well structured they tend to be
rigid and its approach cannot be changed every now.

Sources of data

The research should keep in mind two types of data while collecting data via primary data and
secondary data.

Primary data

Primary data may be described as those data that have been observed and recorded .
Questionnaire was prepared and with the help of which the primary data has been collected.
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Secondary data
Secondary datais the current data which was collected from internet and journals.
Sampling plan

Sampling plan is a definite plan for obtaining a sample from a given population. It refers to the
various techniques for selecting items for the sample. This plan calls for three decisions.

ePopulation unit
Populationunitisinfinite.

eSamplessize

110respondents were taken for the study.
Tools Used For the Study

The data collected from the primary source were analyzed with the help of various statistical
measures such as percentage analysis and chi-square.

Percentage Analysis

This method is used for comparing certain feature. The collected data represented in the form of
table and graphsin order to give effective visualization of comparison mode.

Percentage =(No. of respondents/  No. ofsamples) X100
Limitations of the Study

+ The study is limited to the study of expectations of and perceptions of customers having an accountin
banks.

+ The perception of customersis limited to the time period of the study.

Primary data hasits own limitations.

+ Thefindings and conclusions are based on knowledge and experience of those particular respondents.

+

REVIEW OF LITERATURE

Safeena et al (2010) determines the customer’s perception on internet banking adoption. The
study shows that perceived usefulness, perceived ease of use, consumer awareness & Perceives risk is the
important determinants of online banking adoption and have strong and Positive effect on customer to
acceptonline banking system.
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Analysisand Interpretation

Table Showing That Area of Residence of Respondents

Area of Residence Frequency Percentage

Urban

77 70.0

Semi urban

19 17.3
Rural

14 12.7
Total

110 100.0

Interpretation

Above table 4.1 illustrates, respondents based on Area of Residence. Out of 110 respondents,
Seventy seven (70.0%) respondents reside in urban area; nineteen (17.3%) respondents reside in semi
urban area and fourteen (12.7%) respondents reside in rural area. Thus, it is inferred that majority of the

respondentsreside inurban area.

Table Showing That Gender of the Respondents

Gender Frequency Percentage
Male
30 27.3
Female
80 72.7
Total
110 100.0

Interpretation

Above table 4.2 illustrates, respondents based on Gender. Out of 110 respondents, thirty (27.3%)
respondents reside in Male and eighty (72.7%) respondents reside in female. Thus, it is inferred that
majority of the respondents reside infemale.

Table Showing That Age Of The Respondents

Age Frequency Percentage
18-30
92 83.6
30-45
13 118
45-60
2 1.8
60 & Above
3 2.7
Total
110 100.0
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Interpretation

Above table 4.3 illustrates, respondents based on the Age. Out of 110 respondents, Ninety two
(83.6%) respondents reside in 18-30; thirteen (11.8%) respondents reside in 30-45 and two (1.8%)
Respondents reside in 45-60; three (2.7%) respondents reside in 60 & above. Thus, it is inferred that
Majority of the respondents reside in 18-30.

TABLE SHOWING THAT MONTHLY INCOME OF RESPONDENTS

Monthly Income Frequency Percentage

Below 10000
9 8.18

10000-20000
29 26.36

20000-30000
28 25.45

30000-40000
32 29.09

Above 40000
12 10.90

Total

110 100.0

Interpretation

Above table 4.8 illustrates, respondents based on monthly income. Out of 110 respondents, nine
(8.18%) respondents reside in below 10000; twenty nine (26.36%) respondents reside in 10000-20000;
twenty eight (25.45%) respondents reside in 20000-30000; thirty two (29.09%) respondents reside in
30000-40000 and twelve (10.90%) respondents reside in above 40000. Thus, it is inferred that majority of
the respondents reside in 30000-40000.

Table Showing That Type Of Bank Of Respondents

Bank Type Frequency Percentage
Public
40 36.4
Private
70 63.6
Total
110 100.0

Interpretation

Above table 4.10 illustrates, respondents based on Bank type. Out of 110 respondents, forty
(36.4%) respondents reside in Public and seventy (63.6%) respondents reside in Private. Thus, itis inferred
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that majority of the respondents reside in Private.

Interpretation

Above table 4.11 illustrates, respondents based on Type of account. Out of 110 respondents, Thirty
three (30.0%) respondents reside in Savings; Forty one (37.3%) respondents reside in Current and Thirty
six (32.7%) respondents reside in Salary. Thus, it is inferred that majority of the respondents reside in

Current.

Interpretation

Above table 4.13 illustrates, respondents based on using internet banking. Out of 110
respondents, thirty (27.3%) respondents reside in less than one year and eighty (72.7%) respondents
reside in more than one year. Thus, it is inferred that majority of the respondents reside in more than one

year.

Table Showing That Type of Account Of Respondents

Type of Account

Frequency

Percentage

Savings

33

Current

41

Salary

36

Total

110

100.0

Table Showing That Internet Banking Facility Of The Respondents

Using Internet Banking

Frequency

Percentage

Less than one year

30

More than one year

80

Total

110

Table Showing That How They Know About Net Banking Facility

Net Banking Facility Frequency Percentage
Internet
92 83.6
Radio
13 11.8
Newspaper
pap 2 1.8
TV
3 2.7
Total
110 100.0
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Interpretation

Above table 4.13 illustrates, respondents based on net banking facility. Out of 110 respondents,
ninety two (83.6%) respondents reside in internet; thirteen (11.8%) respondents reside in radio and two
(1.8%) respondents reside in newspaper and three (2.7) respondents reside in TV. Thus, it is inferred that
majority of the respondents reside ininternet.

Preference towards internet banking

Table showing neft of the respondents

Brand Name Numbers Percentage
Strongly Agree
gy Ag 77 70.0
Agree
g 3 27
Neither Agree nor Disagree
5 45
Disagree
19 17.3
Strongly Disagree
td g 6 55
Total
110 100.0

Interpretation

Above table 4.14 illustrates the customer preference towards Internet Banking on the basis of
NEFT. Out of 110 respondents Seventy seven (70.0%) respondents have strongly agreed that NEFT is the
reason for preferring Internet Banking. Three (2.7%) respondents have agreed that NEFT is the reason for
preferring Internet Banking. Five (4.5%) respondent has neither agreed nor disagree that NEFT is the
reason for preferring Internet Banking. Nineteen (17.3%) respondent disagree that NEFT is the reason for
preferring Internet Banking. Six (5.5%) respondent has strongly disagree that NEFT is the reason for
preferring Internet Banking Thus, it is inferred that majority of the respondents prefer Internet Banking
due to NEFT.

TABLE SHOWING RTGS OF THE RESPONDENTS

Brand Name Numbers Percentage
Strongly Agree
gy A 73 66.4
Agree
g 24 21.8
Neither Agree nor Disagree
5 4.5
Disagree
g 3 2.7
Strongly Disagree
gly g 5 45
Total
110 100.0
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Interpretation

Above table 4.15 illustrates the customer preference towards Internet Banking on the basis of
RTGS. Out of 110 respondents five (4.5%) respondents have strongly agreed that RTGS is the reason for
preferring Internet Banking. Twenty four (21.8%) respondents have agreed that RTGS is the reason for
preferring Internet Banking. Five (4.5%) respondent has neither agreed nor disagree that RTGS is the
reason for preferring Internet Banking. Three (2.7%) respondent disagree that RTGS is the reason for
preferring Internet Banking. Seventy three (66.4%) respondent has strongly disagree that RTGS is the
reason for preferring Internet Banking Thus, itis inferred that majority of the respondents prefer Internet
Banking due to RTGS.

Table Showing That Secure Transactions Of The Respondents

Brand Name

Numbers

Percentage

Strongly agree

75

68.18

Agree

18

16.36

Neither Agree nor Disagree

8

7.3

Disagree

2

18

Strongly Disagree

7

6.4

Total

110

100.0

Interpretation

Above table 4.18 illustrates the customer preference towards Internet Banking on the basis of
secure transaction. Out of 110 respondents seventy three (68.18%) respondents have strongly agreed that
secure transaction is the reason for preferring Internet Banking. Twenty (16.63s%) respondents have
agreed that secure transaction is the reason for preferring Internet Banking. Eight (7.3%) respondent has
neither agreed nor disagree that secure transaction is the reason for preferring Internet Banking. Two
(1.8%) respondents disagree that secure transaction is the reason for preferring Internet Banking. Two
(1.8%) respondents disagree that secure transaction is the reason for preferring Internet Banking. Thus, it
isinferred that majority of the respondents prefer Internet Banking due to secure transaction.

Table Showing That Online Purchase Of The Respondents

Brand Name Numbers Percentage
Strongly A
rongly Agree % -
Agree
g 10 9.1
Neither Agree nor Disagree
4 3.6
Oi
isagree s 27
Strongly Disagree
g g 3 2.7
Total
110 100.0
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Interpretation

Above table 4.20 illustrates the customer preference towards Internet Banking on the basis of
online purchase. Out of 110 respondents ninety (81.8%) respondents have strongly agreed that online
purchase is the reason for preferring Internet Banking. Ten (9.1%) respondents have agreed that online
purchase is the reason for preferring Internet Banking. Four (3.6%) respondent has neither agreed nor
disagree that online purchase online purchase is the reason for preferring Internet Banking. Three (2.7%)
respondent disagree that online purchase is the reason for preferring Internet Banking. Three (2.7%)
respondent disagree that online purchase is the reason for preferring Internet Banking. Thus, it is inferred
that majority of the respondents prefer Internet Banking due to online purchase.

Findings of the study
Percentage Analysis

«70.0 percentage respondents reside in urban area

*72.7 percentage respondents are female

«83.6 percentage of the respondents are between 18-30yrs

«29.09 percentage of the respondents are receiving annual income from 30000-40000
*63.6 percentage respondents are using Private bank

«37.3 percentage respondents using in Current.

«72.7 percentage respondents reside in more than one year.

«83.6 percentage respondents aware about the internet banking through the internet.

Customer Preference towards Internet Banking

«70.0 percentage respondents have strongly agreed that NEFT is the reason for preferring Internet
Banking

«66.4 percentage respondent has strongly agree that RTGS is the reason for preferring Internet Banking
«68.18 percentage respondents have strongly agreed that secure transaction is the reason for preferring
Internet Banking.

«81.8 percentage respondents have strongly agreed that online purchase is the reason for preferring
Internet Banking.

SUGGESTION

Nowadays the net banking is more convenient for the customer, even though the procedure for
accessing the new customer will take some more days, the banks can improve the services to reduce this
type of risk; Customers are excepting the bank prospect in order to know the bank procedure. The bank
should provide good environment in order to face huge number of customer. If the bank introduced new
bank scheme the notice board should display in front of the bank. Customer queries should be opened in
order to avoid mistake
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CONCLUSION

The banking industry has been a leader in the e-business world in recent years. The e-banking
revolution has fundamentally changed the business of banking by scaling borders and bringing about new
opportunities. In India also, it has strongly impacted the business considerations for banks by significantly
cutting down costs of delivery and transactions. It must be noted, however, that while e-banking provides
many benefits to customers and banks, it also aggravates traditional banking risks. Compared to
developed countries, developing countries face many impediments that affect the successful
implementation of e-banking initiatives. One of the benefits that banks experience when using e banking
is increased customer satisfaction. This due to that customers may access their accounts whenever, from
anywhere, and they get involved more, this creating relationships with banks. Banks should provide their
customers with convenience, meaning offering service through several distribution channels (ATM,
Internet, physical branches) and have more functions available online. Other benefits are expanded
product offerings and extended geographic reach. With all these benefits banks can obtain success on the
financial market.

REFERENCES

1. Kumar M and Rajesh R (2009),"whether today's customer are satisfied?”, India journal of
marketing,vol.xxxix,no.9,p.46.

2. Shiralsheeti As etal (2010) Banking services and customer satisfaction: A study on banks

3.Belgum District, Karnataka, “The IUP journal of Managerial Economics, Vol.ix.No.2, pp.57-58.

Article Indexed in :
DOAJ Google Scholar DRII 1 0
BASE EBSCO Open J-Gate



Publish Research Article

International Level Multidisciplinary Research Journal

For All Subjects

Dear Sir/Mam,

We invite unpublished Research Paper,Summary of Research

Project,Theses,Books and Book Review for publication,you will be pleased to
know that our journals are

*

Associated and Indexed,India

International Scientific Journal Consortium

* OPEN J-GATE

Associated and Indexed,USA

Google Scholar
EBSCO
DOAJ
Index Copernicus
Publication Index
Academic Journal Database
Contemporary Research Index
Academic Paper Databse
Digital Journals Database
Current Index to Scholarly Journals
Elite Scientific Journal Archive
Directory Of Academic Resources
Scholar Journal Index
Recent Science Index
Scientific Resources Database
Directory Of Research Journal Indexing
Indian Streams Research Journal
258/34 Raviwar Peth Solapur-413005,Maharashtra
Contact-9595359435

E-Mail-ayisrj@yahoo.in/ayisrj2011@gmail.com
Website : www.isrj.org




