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Abstract— Today’s world is one with increasing online
access to services. One part of this which is growing
rapidly is electronic banking. Combined with online
retailers there is a lot of money changing hands, directed
only by communication over the internet. This is very
convenient and the ready access to the internet in all
first-world countries. Consumers today are much
selective in choosing banking services in terms of their
demands and preferences. To be competitive, banks must
develop services to satisfy customers as well as delight
them at the same time. E-banking in developing
countries grows rapidly in the past decade. Their
research indicates that for consumers’ attitudes and
adoption towards e-banking, there were significant
differences between the two groups, e-banking users and
non-e-banking users, with respect to demographic
profiles, attitudinal properties and preferences for
service delivery channels.
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I. INTRODUCTION

E-Banking is an electronic payment system that
enables customers of a bank or other financial
institution to conduct a range of financial transactions
through the financial institution's website. The online
banking system will typically connect to or be part of
the core banking system operated by a bank and is in
contrast to branch banking which was the traditional
way customers accessed banking services. Internet
banking software provides personal and corporate
banking services offering features such as viewing
account balances, obtaining statements, checking
recent transactions, transferring money between
accounts, and making payments. To access a financial
institution's online banking facility, a customer with
internet access will need to register with the institution
for the service, and set up a password and other
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credentials for customer verification. The credentials
for online banking are normally not the same as for
telephone or mobile banking. Financial institutions
now routinely allocate customers numbers, whether or
not customers have indicated an intention to access
their online banking facility. One of the important
objectives of e-banking is to attract customers. E-
banking is helping the customers by providing online
services. it is attracting the customers and making the
banking system easier. E Banking ensures that there is
liquidity to the banks, because consumers do online
transactions, which means there are no withdrawal of
physical money. E-banking helps to boost the
economy, because online transaction helps to maintain
the cash in the economy, which would be use during
recession of the economy.

The Internet has revolutionized the way we live, shop,
entertain and interact and also the way we save and
invest. Internet banking arrived in India in the late
1990s.1CICI was the first bank to champion its usage
and introduced internet banking to its customers in
1996. With lower internet costs and increased
awareness about electronic media, online banking
established itself only in 1999.

Il. STAKEHOLDERS PREFERENCE ABOUT E-
SERVICES OFFERED BY BANKS — AN
OVERVIEW

India is in the midst of a digital revolution, with
Internet users going beyond just search and social
networking and moving to more mature activities like
online shopping and banking. Already 70 percent
urban internet users are digitally influenced during
financial product purchase, that is, they use at least one
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digital channel during the purchase journey of a
financial product.

With the ongoing digital drive in India, the number of
users opting for online banking is expected to double
to reach 150 million mark by 2021, from the current
45 million active urban online banking users in India.
The bank has 80.7 million internet banking users as of
September 2022, around 22% higher YoY. On the
mobile banking side, it had 18.3 million mobile
banking customers as of September 2023, around 20%
higher.

I1l. RESEARCH OBJECTIVE

*To find out the opinion of y and z generations’
towards the usage of e banking services.

*To find the level of satisfaction and obstacles faced
by the respondents while using e banking services.

IV. RESEARCH METHODOLOGY

The research methodology gives an idea about the type
of research design, the sampling techniques, the
process of data collection and the instrument used for
the data analysis. In order to achieve the objectives of
the study and to analyze the data collected, an
appropriate  methodology has been developed. A
research methodology is a master plan for the conduct
of formal investigation. The present study is
explanatory as well as descriptive. The various aspect
of methodology is discussed below.

208 questionnaires were distributed through Google
form among the people using e-banking services in
Coimbatore district for collecting data relating the
awareness, satisfaction and the problems of the users
of the e banking facilities.

V. STATISTICAL TOOL USED FOR THE STUDY

. Chi - square analysis
. Percentage analysis
. ANOVA

STATEMENT OF PROBLEM

The approach to adopting online banking however is
often to merely stay abreast of industry and
technology. The user often has minimal place in such
an approach as evidenced by non-human centric
experiences that flourish. However, this mode of
banking in recent times has gained a lot of attention
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from the customers who are unable to access their
respective bank branch.

VI LITERATURE REVIEW

Dr.G. Dileep (2022) have done a review titled,” A
study of factors affecting adoption of e-banking in
India’ has analyzed the factors affecting adoption of e-
banking. Their main focus is on the e-banking users.
In this study they found out the four major factors
affecting the e-banking, survey was conducted and
data collected using non-profitability convenient
sampling method. To get the responses, they have used
questionnaire as a research tool. They have collected
around 134 samples from a selected section of
respondents like bank employees, university
employees. The concluded that e-banking is effective
way of payment but there are some obstacles like
server problem and other risk agents.

Samar Swaid and Rolf T. Wigand (June 2022) written
an article titled ‘e commerce service quality’. Its
objective is that key dimension e commerce service
quality and its relationship to satisfaction and loyalty
and motivated by the growing interest on e-commerce.
Hypothetic modal is proposed by taking the online
shoppers. The article concluded that the e commerce
service quality is improving by days, and the
technological development has increased the
availability of wider sources and service quality also
been rendered in an effective way.

Nitin Ramachandra Wadhvind (2020) written an
article titled 'Impact of Covid-19 on digital payment
system in different segment of India'. The objective of
this article is to identify different digital payment
modes in India and to identify the impact of covid-19
on the digital payment in India with respect to different
segment. The article concluded that the online modes
of payment have hiked during this pandemic time.

Muchingami (2019) in his study titled ‘An Analysis of
Customer Perception on Mobile Banking in
Botswana’ elucidated better understanding on how
customers perceive mobile banking services. He
adopted the descriptive research design and data has
been gathered through questionnaire for his study.
Non-probability sampling approach in form of simple
random sampling technique has been employed. The
study concluded by insisting the that consumers need
more education on how to use the various e-payment
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X1 PERCENTAGE ANALYSIS

Simple percentage analysis is carried out for all the
questions given in the questionnaire. This analysis
describes the classification of the respondents falling
under each category. The percentage analysis is used
mainly for standardization and comparison.

XII PREFERRED DEVICE FOR E-BANKING

Device GenY GenZ
s No of Percentag No of Percentag
respon
respondents e dents e

Mobile 59 56.7 58 55.8
phone

ATM 31 29.8 33 317
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Debit 12 115 10 9.6
card

Credit 2 1.9 3 2.9
card

Total 104 100.0 104 100.0

(Sources: Primary Data)
INTERPRETATION
GenY:

The above table it has been clear that, 56.7 per cent of
the respondents prefer Mobile phones for E banking,
29.8 per cent prefer ATM, 11.5 per cent prefer Debit
card and 1.9 per cent prefer Credit card.

Gen Z:

The above table it has been clear that, 55.8 per cent of
the respondents prefer Mobile phones for E banking,
31.7 per cent prefer ATM, 9.6 per cent prefer Debit
card and 2.9 per cent prefer Credit card.

56.7 per cent of the Gen Y respondents prefer mobile
phones for online banking and 55.8 per cent of the Gen
Z respondents prefer mobile phones for online
banking.

Frequency of online purchase

Frequenc GenY Gen Z
y No of Per No of Per
respondent | cent | respondent | cent
S S

Less than 57| 548 59 | 56.7
2 times

2-4 35| 337 30 | 2838
times

More than 12| 115 15| 144
5 times

Total 104 1000' 104 10%

(Sources: Primary Data)
INTERPRETATION
GenY:

From the table 4.1.15, it has been clear that, 54.8 per
cent of the respondents e-purchase less than 2 times,
33.7 per cent around 2 to 4 times and 11.5 per cent
more than 5 times.

Gen Z:
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From the table 4.1.15, it has been clear that, 56.7 per
cent of the respondents e-purchase less than 2 times,
28.8 per cent around 2 to 4 times and 14.4 per cent
more than 5 times.

54.8 per cent of the Gen Y respondents e-purchase less
than 2 times a month and 56.7 per cent of the Gen Z
respondents e-purchase less than 2 times a month.

ANOVA - Frequency of online purchase
F-statistic value = 157.45039
P-value = 0.00092

DATA
SUMMAR
Y
Group | N MEAN STD.DEV | STD.ERRO
S . R
Group | 2 58 1.4.142 1
1
Group | 2 325 3.5355 25
2
Group | 2 135 2.1213 15
3
ANOVA
SUMMA
RY
Sourc | Degre | Sum of Mean | F- Stat P-
e es of Squares | Square Valu
Freed MS e
om SS
DF
Betwe 2 1994.333 | 999.16 | 157.45 | 0.00
en 3 67 04 09
Group
S

Withi 3 18.9996 | 6.3332

Group

Total 5 2013.333
XIV FINDINGS

 68.3 percent prefer online banking.
« 56.2 percent of people preferred for E-Banking.

» With respect to preferred mode of banking by the
respondents of Gen Y and Gen Z, the factors namely
educational qualification, number of earning members
in the family, occupational status, gender and marital
status of the respondents from generation Y and Z
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have no significant association with preferred mode of
banking. Hence, the null hypothesis is tested true.

* With respect to frequency of availing e-banking by
the respondents of Gen Y and Gen Z, gender and
marital status has been an influencing factor for Gen
Y respondents.

 With respect to need for further enhancement of
online banking services by the respondents of Gen Y
and Gen Z, educational qualification and gender has
been an influencing factor for Gen Z respondents.

XV SUGGESTIONS

The study was made to identify the preference,
purpose, satisfaction and opinion of E-Banking
services used by the consumers in Coimbatore district.
Based on the findings, the following suggestions are
provided.

« Service providers should take steps to minimize the
security issues and the risk factor which in turn will
increase the adoption and convenience of usage of e
banking among the Gen Y respondents.

» The banks can provide assistance for e banking
through mobile phone by setting up a help cell in the
respective bank branches.

« E- Banking service providers should focus on
improving their banking app to be user friendly which
in turn will allow the Gen Y users to manage it more
efficiently.

« E-banking service providers should make awareness
among Gen Z users regarding credit card fraudulent
activities.

XVI CONCLUSION

The study on “STAKEHOLDERS PREFERENCE
ABOUT E-SERVICES OFFERED BY BANKS”
clearly explains that stakeholders are more likely
towards E service offered by banks. Instead of going
to bank directly stakeholders prefers e service which
makes their work simple. Most of the banks provides
e service apps by having their own bank’s app like
YONO APP, HDFC APP, etc. And we also have
various other e service apps like Google pay, Phone pe
and so on. Where they can have an online transaction,
check the balance, have an history of transaction, view
account activity and those apps provides most of the
services provided by banks Which really makes the
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work simpler and they also provide various other
services which reduces them to visit the bank
frequently. That to during such pandemic period the
stakeholders are more afraid to visit the bank so the
usage of such E service has increased to a greater
amount. Reduces the time and energy, Ease of use,
anywhere and anytime transfer and no need to carry
cash, bill payments and other payment activity can
also be done. The study concluded that E service
offered by banks was mostly preferred by all
stakeholders and their usage has been increasing day
by day not only in the specified area but also
throughout the country. Hence the banking industries
should concentrate on market changes to withstand
and compete with new techniques.
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