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PROPOSAL
This project work examines the impact of electronic payment system in Nigeria financial institutional system.
Sequel to the challenges encountered in our financial int6itutions towards meeting up with the responsibilities of the 21st century banking system to enhancing the growth of Nigeria economy sectors for developments in various operations of her economy.
The impacts of electronic payment in Nigeria financial institution are of various advantages and disadvantages. To enhance the operations of Nigeria banking systems, adequate security of fund is needed to be provide, instant accessibility to fund, quick transaction of fund, self transactions, and lots more.
Indeed, the disadvantages of electronic payment system in Nigeria financial institution system can as well be observed or noticed as, mail functioning of the electronic system, hacking of financial data’s and manipulations, to mention fear
This project work gives possible attenuations and recommendations on how electronic payment system in Nigeria financial system could be great advantages to the development and enhancing of operations in Nigeria financial systems.





BACKGROUND OF THE STUDY
The emergence of the internet has created a great impact on our daily lives. In recent times, financial institutions worldwide have rapidly moved from branch-based banking to online based service delivery changing the way services are rendered to customers. Despite the deployment of technology driven services in the banking sector, the adoption of electronic banking especially in developing countries such as Nigeria is still an innovation. Therefore, the main objective of this study is to determine the relationship between e-banking channels, banking products and customer satisfaction of deposit money banks in Nigeria Banking Sector using First Bank Plc as a case study.
Payment systems are currently being developed around the world.  As technology progressed, so too have payment systems. E-payment is the latest method of paying and exchanging value of payment.
The CBN recently has granted approval to a number of Banks to introduce International and money transfer products, telephone banking, on-line banking via the internet, though on a limited scale.
STATEMENT OF THE PROBLEM 
The introduction of the cashless economy in Nigeria by the Central Bank of Nigeria was gear towards ensuring that banking services get to the reach of everybody. Some researchers maintain that cashless economy reduces transfer/processing fees, improves processing/ transaction time, offers multiple payment options and gives immediate notification on all transactions on customers account (Ndiofon & Okpa, 2014; Osazevbaru & Yomere, 2015). Similarly, attempts in Nigeria to promote the cashless economy have remained unsuccessful due to functionality problem. For example, many Automated Teller Machines are not working properly and expectedly always perhaps due to network problems, epileptic power supply and inadequate fund in the machine resulting to long queues at the ATM stand, thus short-circuiting customers’ intention to benefit from the digital banking products and services. Moreover, the numbers of ATMs centres in Kwara state have not increased to serve the rural dwellers perhaps because the numbers of rural branches of commercial banks are fewer. These pockets of challenges have the propensity to affect people to access financial services, thereby adversely affecting customer’s satisfaction.
1.4 OBJECTIVES OF THE STUDY
This research work is to examine impact of electronic Banking in Nigeria banking system.
Specifically the study objectives are:
(1) To evaluate the prospects of electronic Banking in First bank plc
(2) To evaluate the impact of electronic banking in First bank plc 
(3) To examine whether electronic banking has improve the fortune of the Bank
(4) To examine the effect of electronic banking has it improve the fortunes of the Bank 
(5)  To examine whether the bank electronic banking guideline comply with the CBN Electronic Banking guideline policy.
RESEARCH QUESTIONS 
On the basis of the research problems highlighted above, the following research questions become pertinent for careful consideration in this study. 
i. How does electronic banking channels adoption affect customer satisfaction in First Bank Plc? 
ii. To what extent does the usage of smart cards affect customer satisfaction in Nigeria Banking Sector? 
iii. What’s the impact of electronic banking system on customer satisfaction in First Bank Plc?
RESEARCH HYPOTHESES 
Four Hypotheses were formulated for the study and are as stated below in a null-form;. 
i. H01: There is no significant effect of electronic banking channels on customer satisfaction in First Bank Plc. 
ii. H02: Smart Cards usage has no significant effect on customer satisfaction in Nigeria Banking System. 
iii. H03: There is no significant effect of loan on customer satisfaction in First Bank Plc.
SIGNIFICANCE OF THE STUDY
The study will enable banking industry in Nigeria to be international standard by shifting from the use of manual to electronic to the customer through the reduction in the time spent in the burden of the bankers a bit from customers that withdrawing little amount.

JUSTIFICATION OF THE STUDY 
From the conceptual and empirical point of view, this study contributes to the existing body of knowledge on electronic banking channels, bank product innovations and customer satisfaction. Conceptually, the study finds out the effects of electronic banking channels on customer satisfaction focusing on four channels which are; Point on Sales, Automated Teller Machine, Internet Banking and Mobile Banking. Also, the study finds out the effects of bank innovations on customer satisfaction focusing on smart cards and loans. Contribution to conceptual knowledge was the inclusion of cash payment smart cards, personal loans, salary advancement loan, automobile loan, school fees loan, as innovations affecting customer satisfaction, to the best of literature searched on Nigeria studies, it seemed no study had used these variables as banking innovations in a study.
SCOPE OF THE STUDY 
In pursuance of the main objective of this study which is to investigate the effect of cashless channels, banking innovations on customers’ satisfaction in Kwara state. The scope of the study cut across variable, geographical and time scope. The electronic banking channels variables covered in this study are Point on Sales, Automated Teller Machine, Internet banking, Mobile banking while the banking innovations variables covered for this study are cash payment smart cards and loans only. Geographically, the study covered the DMBs customers that resides in Ilorin the capital city of Kwara state only.
DEFINITION OF TERMS 
Some of the Keywords commonly used in the project work are defined as follows:
1. ICC - (International Chamber of Commerce), this is regulatory body for internal trade.
2. VISA CARD – Its function is to displace cash and cheque which can be used to buy excess. It is a name of electronic payment company.
3. SMART CARD – A method of electronic payment involving the use of plastic cards it is incorporated by inter-name Consulting Ltd, to reduce the stress of carrying cash from one point to another. It is also an electronic purse which holds the electronic equivalent of cash to know as “digital purse” which has a microprocessor embedded which can be loaded with a monetary value. The card value if reduced with each purchase while the power of smart cards lies in their ability to store and manipulated data, to handle multiple applications on one card and to perform secure transaction.
4. AUTOMATED TELLER MACHINE – An ATMs card allows a customer to withdraw cash from his or her bank account by entering a personal identification number (PIN) and having the amount of withdrawal immediately debited to the account. It gives customer easy access to his/her cash whenever he/she needs it (24 hours a day, 7 days a week.)
5. VALUE CARD AND PAY CARD – An electronic equivalent of cash (substitute for cash and coins) are loadable and could be accepted as means of payment for goods and services.
6. TELEPHONE BANKING – Enables customers to transact banking business through the telephone from anywhere there is access to telephone anytime of the day.
7. SWFIT – (society for world wide inter Bank Financial Telecommunication). It is cooperative organization dedicated to the promotion and development of standardized global interactivity of financial transactions.
8. SCAM – An elaborate fraud involving fake financial document, that is undertaken to unjustly enrich the operator.
9. IT  (Information Technology) – It center around automation management task in offices and business organization, for the Central Bank of Nigeria (CBN) in the late 1996 granted an approval to a bank in the country to introduced a financial product following the IT innovation system (a closed system electronic purse) known as the Electronic Smart Card Account (ESCA).
10. E-CASH – Is anonymous digital money whose validity is checked online by the corresponding financial institution E-cash is develop by Digit-cash and is offered by Mark Twain Bank, St Louis since 1995. Deutshe bank Ag, Frankfurt (main) offers e-cash as a pilot project to its customer since October 1977. The customers withdraw digital money from his e-cash account using the so-called blinding method and store it on its hard disk.
11. MOBILE BANKING – It offers customer the freedom of banking with mobile phone. The facility keeps a customer in touch with his/her finances all the time and anywhere.
12. THE MILLICENT – The Millicent method is developed by Digital Equipment corporation (DEC) to manage small and smallest payment (e.g. payment for getting information from the internet about the news and stuck quotation or payment for small programmes like java-applets).



CHAPTER ONE
1.0 INTRODUCTION 
1.1 BACKGROUND TO THE STUDY 
Electronic banking (E-Banking) products and services are prime importance for banks to operate and remain in a global competitive environment. E-banking service is based on the use of new technologies to provide various banking services directly to customers around the clock. Banks offer a wide range of these services that can be used by electronic tools such as ATM, cell phone, cards, television banking, point of sales and Internet (Ammar, 2016). CBN (2003) reports that following e-banking are available in the Nigerian banking system: ATM, smart cards, telephone banking, personal computer (PC) banking, mobile banking and internet banking. Al- Hajri, (2018) agrees that Banks must make adjustments in service to meet customer needs by providing an excellent service to customers, through e- banking products. 
Ovia (2002) states that e-banking is the delivery of banking services and products through the use of electronic devices to customers irrespective of place, time and distance. He went further to state that this form of transaction process has transformed the cash based economy to an electronic based. E-banking includes the systems that enable financial institution customers, individuals or businesses, to access accounts, transact business, or obtain information on financial products and services through a public or private network, including the Internet (Gio, 2015). 
It is important for banks to offer services electronically to differentiate themselves from competitors. Banks need to provide information for customers on various competing services, which make it possible to compare them and then select the one that best meets customer requirements (Almazari & Siam, 2008). Banks are strife for surviving and they need to attract their customers in different ways through providing convenient, accessible and acceptable services of products to their customers. Yan Ma and Ding (2010) say that customer satisfaction and value are considered central to acquire competitive advantage and long-term success of the company through good service delivery system. Also, Sirdeshmukh, Singh and Sabol, (2002) agree that customer satisfaction regulates behavioral intentions of loyalty toward the service provider. Ojokuku and sajuyigbe, (2012) assert that customer satisfaction has a powerful impact on firms’ performance and is considered as an important source of competitive advantage. 
Ho, and Ko, (2008) state that choosing to use electronic banking services by customers can mean easier, lower-cost, around the clock availability, and time savings in managing of financial services, and can also mean the anxiety, complexity, risk and difficulties in accessibility which might lead customers to refuse to continue using e-banking services. 
Customer satisfaction is a measure of how products and services supplied by a company meet or surpass customer expectation. Customer satisfaction is also defined as the number of customers, or percentage of total customers, whose reported experience with a firm, its products or its services (ratings) exceeds specified satisfaction goals (Farris, Bendle, Pfeifer & Rbeistein 2010). Satisfying a customer is not a straight forward science however, as customer satisfaction will vary from person to person, depending on a whole host of variables which may be both psychological and physical. The usual measures of customer satisfaction involve a survey with a set of statements using a Likert Technique or scale (Westbrook 1980)

1.2 STATEMENT OF THE PROBLEM 
The introduction of the cashless economy in Nigeria by the Central Bank of Nigeria was gear towards ensuring that banking services get to the reach of everybody. Some researchers maintain that cashless economy reduces transfer/processing fees, improves processing/ transaction time, offers multiple payment options and gives immediate notification on all transactions on customers account (Ndiofon & Okpa, 2014; Osazevbaru & Yomere, 2015). Similarly, attempts in Nigeria to promote the cashless economy have remained unsuccessful due to functionality problem. For example, many Automated Teller Machines are not working properly and expectedly always perhaps due to network problems, epileptic power supply and inadequate fund in the machine resulting to long queues at the ATM stand, thus short-circuiting customers’ intention to benefit from the digital banking products and services. Moreover, the numbers of ATMs centres in Kwara state have not increased to serve the rural dwellers perhaps because the numbers of rural branches of commercial banks are fewer. These pockets of challenges have the propensity to affect people to access financial services, thereby adversely affecting customer’s satisfaction. Ogunlowore and Oladele (2014) explained that payment of hidden charges for the usage of these banking electronic channels is discouraging customers from employing their services. Because of the guidelines from Central Bank of Nigeria on service charge reductions, banks devise a means to exploit their customers and still be at the receiving ends thereby defeating the essence of the slashed charges by the regulators (CBN). A portion of these banks went to the extent of reconfiguring their dispensing machine (ATM) to dispense not more than #20,000 per withdrawal which in the long run restores the charges on the customers. 
Additionally, deposit money banks have various production innovations in which one of it is the cards products which are verve, master card and visa card which are segmented to debit card and prepaid card. But these cards products come with different cost like quarterly card maintenance fee on savings and current account after the initial payment at the inception of card collection either used or not, expiry date is often considered short by the customers, all these charges are seen as a problem by the customers. The cards products also are beginning to have serious issues related to corruption crime whereby the debit card holder card’s details like the PAN, cvv and expiration date are snapped when the card holder is paying less attention while making a transaction with one of the electronic banking channels like the POS or ATM, with these the fraudsters can perpetuate financial crimes on the account holder’s account even without receiving OTP. Most banks are trying to secure the cards product well by introducing 3D service on customer’s cards which secures the cards more. These are some of the inconveniences suffered by the customers which in turn discourages them from using some of these bank’s products.
1.3 RESEARCH QUESTIONS 
On the basis of the research problems highlighted above, the following research questions become pertinent for careful consideration in this study. 
iv. How does electronic banking channels adoption affect customer satisfaction in First Bank Plc? 
v. To what extent does the usage of smart cards affect customer satisfaction in Nigeria Banking Sector? 
vi. What’s the impact of electronic banking system on customer satisfaction in First Bank Plc?
1.4 OBJECTIVES OF THE STUDY
This research work is to examine impact of electronic Banking in Nigeria banking system.
Specifically the study objectives are:
(1) To evaluate the prospects of electronic Banking in First bank plc
(2) To evaluate the impact of electronic banking in First bank plc 
(3) To examine whether electronic banking has improve the fortune of the Bank
(4) To examine the effect of electronic banking has it improve the fortunes of the Bank 
(5) To examine whether the bank electronic banking guideline comply with the CBN Electronic Banking guideline policy.
1.5 RESEARCH HYPOTHESES 
Four Hypotheses were formulated for the study and are as stated below in a null-form;. 
iv. H01: There is no significant effect of electronic banking channels on customer satisfaction in First Bank Plc. 
v. H02: Smart Cards usage has no significant effect on customer satisfaction in Nigeria Banking System. 
vi. H03: There is no significant effect of loan on customer satisfaction in First Bank Plc.
1.6 JUSTIFICATION OF THE STUDY 
From the conceptual and empirical point of view, this study contributes to the existing body of knowledge on electronic banking channels, bank product innovations and customer satisfaction. Conceptually, the study finds out the effects of electronic banking channels on customer satisfaction focusing on four channels which are; Point on Sales, Automated Teller Machine, Internet Banking and Mobile Banking. Also, the study finds out the effects of bank innovations on customer satisfaction focusing on smart cards and loans. Contribution to conceptual knowledge was the inclusion of cash payment smart cards, personal loans, salary advancement loan, automobile loan, school fees loan, as innovations affecting customer satisfaction, to the best of literature searched on Nigeria studies, it seemed no study had used these variables as banking innovations in a study. 
Empirically, to the extent of literature searched in Nigeria such as such as; Orji, Ogbuabor, okon and Oyinye (2018), Chondough (2021), Uwimana, Elijah, Mutabazi and Ndabananiye (2022), Aduba J.A (2021), Mamudu Z.U (2021), Shehu and Idris (2019), Eugene, Kihooto, Placide and Gamariel (2022), Ibe and Odi (2018); Nikola (2018); Ragaventhar (2016); Chanderprabha (2020); Achord, Chan, Collier, Nardani and Rochemont (2017); Okey (2012); Emegini, Steve and Alio (2014) there are no empirical findings on the use of cash payment smart cards, personal loans, salary advancement loan, automobile loan, school fees loan as variables of banking innovations. Therefore, the study seems to be the first to adopt these variables in Nigeria and thereby adding to the existing literatures of banking innovations and customer satisfactions. 
1.7 SCOPE OF THE STUDY 
It is in pursuance of the main objective of this study which is to investigate the effect of cashless channels, banking innovations on customers’ satisfaction in Kwara state. The scope of the study cut across variable, geographical and time scope. The electronic banking channels variables covered in this study are Point on Sales, Automated Teller Machine, Internet banking, Mobile banking while the banking innovations variables covered for this study are cash payment smart cards and loans only. Geographically, the study covered the DMBs customers that resides in Ilorin the capital city of Kwara state only. The choice of this metropolis is because it serves as the commercial hub of the state as well as the perceived availability of banking innovations services among other areas in the state. The period of time in which the study is completed and data were collected is between January 2020 to June 2021. This matches the time customers are encouraged to use other innovative channels for banking to avoid crowd in banking halls and slow the spread of corona virus pandemic.
1.8 DEFINITION OF TERMS 
Some of the Keywords commonly used in the project work are defined as follows:
a. ICC - (International Chamber of Commerce), this is regulatory body for internal trade.
b. VISA CARD – Its function is to displace cash and cheque which can be used to buy excess. It is a name of electronic payment company.
c. SMART CARD – A method of electronic payment involving the use of plastic cards it is incorporated by inter-name Consulting Ltd, to reduce the stress of carrying cash from one point to another. It is also an electronic purse which holds the electronic equivalent of cash to know as “digital purse” which has a microprocessor embedded which can be loaded with a monetary value. The card value if reduced with each purchase while the power of smart cards lies in their ability to store and manipulated data, to handle multiple applications on one card and to perform secure transaction.
d. AUTOMATED TELLER MACHINE – An ATMs card allows a customer to withdraw cash from his or her bank account by entering a personal identification number (PIN) and having the amount of withdrawal immediately debited to the account. It gives customer easy access to his/her cash whenever he/she needs it (24 hours a day, 7 days a week.)
e. VALUE CARD AND PAY CARD – An electronic equivalent of cash (substitute for cash and coins) are loadable and could be accepted as means of payment for goods and services.
f. TELEPHONE BANKING – Enables customers to transact banking business through the telephone from anywhere there is access to telephone anytime of the day.
g. SWFIT – (society for worldwide inter Bank Financial Telecommunication). It is cooperative organization dedicated to the promotion and development of standardized global interactivity of financial transactions.
h. SCAM – An elaborate fraud involving fake financial document, that is undertaken to unjustly enrich the operator.
i. IT  (Information Technology) – It center around automation management task in offices and business organization, for the Central Bank of Nigeria (CBN) in the late 1996 granted an approval to a bank in the country to introduced a financial product following the IT innovation system (a closed system electronic purse) known as the Electronic Smart Card Account (ESCA).
j. E-CASH – Is anonymous digital money whose validity is checked online by the corresponding financial institution E-cash is develop by Digit-cash and is offered by Mark Twain Bank, St Louis since 1995. 

CHAPTER TWO
2.0 LITERATURE REVIEW 
This chapter review relevant academic literature relating to e-banking channels, banking products and its effects on customer satisfaction based on some empirical studies and other theoretical arguments. Specifically, the theoretical foundation for the study and highlights some of the cogent issues which are pertinent and crucial for the present study is critically examined in order to draw out inferences of policy significance. The chapter is therefore divided into three sections namely conceptual issues, Theoretical Framework, and Empirical Studies. 
2.1 CONCEPTUAL REVIEW 
This subsection is reviewing all the independent and dependent variables which the topic is centred upon. 
2.1.1 THE EVOLUTION OF ELECTRONIC BANKING 
Technologies have spread to include all shapes of business including the financial institutions. For instance, technologies can play a vital role in the banking systems by establishing a direct channel connecting bank’ customers with their services (Alsajjan & Dennis 2010). Consequently, banks deploy various forms of Self-Service Technologies (SST) to increase profit and gain a competitive advantage in the industry. The Automated Teller Machine (ATM) was the first form of electronic banking to be introduced in banking and it paved the banks aim to provide customers with their banking needs in a convenient way while reducing the cost according to Martins, Oliveira and Popovič (2014); Calisir and Gumussoy (2008); Dash and Tech (2014); Yadav, Sharma, and Tarhini (2016). Furthermore, phone banking was next in this evolution where clients use telecommunication networks to interact with their banks and perform their financial transactions by means of phone calls according to Calisir and Gumussoy (2008); Abu-Shanab, Pearson and Setterstrom (2010); Qasim, and Abu-Shanab (2015). By the mid-1990s, banks have begun to exploit the potential of the internet technology leading to the introduction of online banking. 
2.1.2 RISK OF ELECTRONIC BANKING 
The introduction of e-banking has led to pay a close attention to risks that might be encountered. As a result, customers often perceive online banking services as unreliable and consider the traditional banking services to be the most comfortable and trustworthy (Bock, et al (2012); Akhlaq, Ahmed (2013). Lee (2009) classified four types of online banking risks that might be encountered: that is security/privacy risk, financial risk, social risk and time/convenience risk. First, the privacy risk is the possibility of losing, destroying, using or generating confidential data as a result of fraud or hackers attacks breaching the security of online banking users. Customers often face the privacy risk in the form of phishing, pharming, virus attacks, hacking, unauthorized access and fraudulent transactions. 

2.1.3 BENEFITS OF ELECTRONIC BANKING 
Despite all the risks that might be encountered, online banking offers new value to customers because of the emergence of the internet. Customers now are able to manage their accounts remotely without any time or geographical boundary regardless of the banks opening hours or holidays (Xue, et al 2011); (Hanaizadeh et al 2014). Online banking can also be very cost effective as charges for online services are often lower than for those of the ordinary accounts. The only cost associated with online banking is the cost of the time spent online (i.e., charged by the internet service provider). Some banks even offer free internet service to their customers as an encouragement of opening an account with them (Yousafzai 2012). Campbell and Frei (2010) highlighted the quality effect of the internet infrastructure on the customer’s willingness to use the online banking services. For instance, the speed of completing transactions online is dependent on the internet connection speed (Al-Somali, Gholami, & Clegg 2009). Furthermore, special advantages can only be obtained by having online banking account. Many online banks offer as an example offset or current account mortgages. 
2.1.4 ELECTRONIC BANKING IN NIGERIA 
Nigeria is a developing country which is rich of several mineral deposits, agricultural resources, and healthy rivers full of aquatic animals (World Bank 2014). However, the country has a poor economy where lots of people live under poverty line due to several reasons such as poor management (UNICEF 2011). The poor economy has badly affected community basic services such as schools, electricity, banks and the internet (Chukwuemeka., 2009; Agwu & Carter 2014). Moving in the right direction, Nigeria has heavily invested in the development of ICT. 
2.1.5 POINT OF SALE (POS) 
This mode of e-banking handles Cheque confirmation, credit authorization, cash deposit and withdrawal, and cash payment. It improves electronic fund relocation at the point of sales. Thus, customers account would be debited directly with the cost of purchase in an opening such as a petrol station or supermarket. The suggestion of this is that customers can make payment for goods and services without necessarily coming in contact with bodily cash as the purchase price would be debited on the buyer’s card and credited on the seller’s account. (Abubakar, 2017). 
2.1.5.1 MOBILE BANKING 
The term Mobile banking denotes to the provision of banking and financial facilities with the help of mobile telecommunication plans. It is a system that permits customers of a financial institution to behavior a number of financial transactions completes a mobile device such a mobile phone. It includes the use of mobile phone for settlement of financial transactions. Mobile banking is popular and thrilling to the customers given the low infrastructure necessities and rapidly increasing mobile phone diffusion in Nigeria. Siyanbola (2018), services enclosed by this product include account enquiry, funds transfer, phone vending, changing password, and bill payments. Most commercial banks in Nigeria now engage in Mobile banking; Banks like First Bank, Ecobank, Guarantee Trust Bank, United Bank for Africa, Zenith Bank and others have instigated using mobile banking to serve their customers. Mobile banking as a mode of e-banking mostly uses mobile phones as the electronic devices. Mobile phone stretches customer the chance to operate their account with bank as long as their phones and network services provider support the short messaging service (SMS) which would allow the customer check account balance. (Abubakar, 2017). 
2.1.5.2 AUTOMATED TELLER MACHINE (ATM) 
The Automated Teller Machine (ATM) was presented into Nigeria market in 1989. As a matter of fact the very first Automated Teller Machine (ATM) in Nigeria was first fixed by National Cash Registers (NCR) for the defunct Society General Bank in 1987. ATM is a computer-controlled device that allots and provides other services to customers who classify them with a personal identification number (PIN). The physical posture of cash as well as frequent visit to the banks is being reduced. The ATM is the most popular e-transaction solution in Nigeria and is popular because of its convenience. With ATM, it is a lot easier to withdraw money or to check account balance. 
2.1.5.3 INTERNET BANKING 
Internet banking is also refers to as online banking. It includes conducting banking transaction on the internet (www) using electronic outfits such as the computer without staying the banking hall. Internet banking, like mobile banking, uses the electronic card substructure for executing payment commands and final payment of goods and services over the internet between the merchant and the customers (Siyanbola, 2018). The technology of e-banking has a space of possible applications. 
2.1.6.1 SMART CARDS 
The smart cards are plastic devices with embedded integrated circuit being used for settlement of financial obligations. The power of cards lies in their sophistication and acceptability to store and manipulate data, and handles multiple applications on one card securely (Amedu, 2005). Depending on the sophistication, it can be used as a Credit Card, Debit Card and ATMs (Automatic Teller Machine). While the electronic card is gaining popularity in USA and Nigeria, the Spanish financial Institution demonstrated the highest implementation and update of smart cards across Europe (Amedu, 2005). The Smart Card was introduced into the Nigerian market to reduce or eliminate problems of carrying cash about (Amedu, 2005). It is electronically loaded with cash value and carried about like credit card and stores information on a microchip. The microchip contains a “purse” in which value is hold electronically. In addition, it also contains security programs; these protect transactions between one card user and the other. 
2.1.7 CUSTOMER SATISFACTION 
According to Hansemark and Albinsson (2015), satisfaction is an overall customer attitude towards a service provider, or an emotional reaction to the difference between what customers anticipate and what they receive, regarding the fulfilment of some need, goal or desire. Oliver defined satisfaction as a judgment following a consumption experience-it is the consumer’s judgment that a product provided (or is providing) a pleasurable level of consumption-related fulfilment (Oliver 1997). Kotler defined satisfaction as a person’s feelings of pleasure or disappointment resulting from comparing a product’s perceived performance (or outcome) in relation to his or her expectations (Kotler 2000). 
Satisfaction can be associated with feelings of acceptance, happiness, relief, excitement, and delight. Most research confirms that the confirmation or disconfirmation of pre-consumption expectations is the essential determinant of satisfaction. This means that customers have a certain predicted product performance in mind prior to consumption. During consumption, customers experience the product performance and compare it to their expected product performance level. Satisfaction judgments are then formed based on this comparison. The resulting judgment is labelled positive disconfirmation if the performance is better than expected, negative disconfirmation if it is worse than expected and simple confirmation if it is as expected. In short, customers evaluate product performance by comparing what they expected with what they believe they received. 
2.1.8 TECHNOLOGY 
Intensifying competition among financial service providers has increased pressure on profit margins and has emphasized the strategic role of technology as a potential source of differentiation and cost reduction (Moutinho & Smith 2012). In order to increase profits and decrease expenses over the long-term, financial institutions have shifted some of their services from branches to the virtual banking arena (ATMs, telephone banking, internet banking). Bank service automation is a critical factor in the process of trying to attain cost-effectiveness – a strategic competitive weapon in the financial service market (Goode, et al 1996). The expectation of banks is that more customers will take advantage of the convenience and speed of being able to deposit and withdraw money without having to wait in line for personal assistance. This convenience could mean a more satisfying experience. 


2.2 THEORETICAL REVIEW 
In this section, theoretical reviews on effects of electronic banking are discussed. 
2.2.1 EXPECTANCY DISCONFIRMATION THEORY (EDT) 
Oliver (1977), drawing on the adaptation level theory (Helson, 1964), developed the Expectancy- Disconfirmation model for the study of consumer satisfaction, which received the widest acceptance among researchers, and proposed the Expectancy Disconfirmation Theory (EDT) as the most promising theoretical framework for the assessment of customer satisfaction. EDT further provides explanation to how customers become satisfied with an introduction of a new product or service offering. Disconfirmation theory argues that ‘satisfaction is related to the size and direction of the disconfirmation experience that occurs as a result of comparing service performance against expectations. Expectancy disconfirmation theory is built on the base of cognitive dissonance theory definition, which was developed by Leon Festinger in 1957, to explain how dissonance between an individual’s cognition and reality influence his/her subsequent cognition and/or behavior (Bhattacherjee and Premkumar, 2004). 
2.2.2 KANO MODEL THEORY 
The Kano model was developed in 1984 by Noriaki Kano and his team. It was formulated to define a model that could categorize and prioritize customer needs and provide the manufacturer with guidelines for product development lifecycle and to provide the customer with on-growing satisfaction when returning for the new line of a product from the same manufacturer. In previous times, customer satisfaction was focused on one-dimensional structure, this means that the higher the quality of the product received by the customer, the more the customer satisfaction will increase, and vice versa. But it was not considered that meeting the needs of a particular product to a large extent, does not necessarily entail increased customer satisfaction. On the other hand, the type and size of customer needs can also influence the quality of the received product and consequently its satisfaction. In 1984, Professor Noriochi Kano introduced a model called Kano Customer Satisfaction Model, which is able to distinguish three types of product needs that affect customer satisfaction in different ways. In this model, the service or product characteristics are divided into three basic categories such as: basic, functional, and motivational, depending on how they are able to satisfy customer needs.  
Kano Model theory is relevant to this study because it examines the satisfactions of customers using the money deposited bank’s products and services. 
2.2.3 TECHNOLOGY ACCEPTANCE MODEL (TAM) 
TAM is also an extension of Theory of Reasoned Action (TRA) done by Davis, F.D (1986). It replaced TRA’s attitude toward behaviour with two technology acceptance measures which are: perceived usefulness and perceived ease of use. TAM didn’t include the TRA’s subjective norms in its structure. It was developed after the introduction of information systems into organizations.
2.2.4 INNOVATION DIFFUSION THEORY (IDT) 
IDT which developed by Rogers (1962) is one of the oldest social science theories to study any kind of innovations Tornatzky and Klein (1982). This theory was a result of several diffusion studies which had been done in 1950s and focused on individuals’ differences in innovativeness. Rogers (2003) proposed the following four major factors for determining the behaviour: innovation, communication channels, time and social systems. The terms diffusion, innovation, and communication defined by him as follows: Diffusion: is the process in which an innovation is communicated through certain channels over time among members of a social system. Innovation: is an idea, practice, or object that is perceived by an individual. Communication: is a process that leads to create and share information with others in order to get a common understanding. Rogers stated that there are five innovation attributes which effect on individuals’ behaviours and explain the rate of innovation adoption. These attributes are: relative advantage, compatibility, complexity, trialability, and observability (Rogers, 1983). 


2.3 EMPIRICAL REVIEW 
2.3.1 EMPIRICAL REVIEW IN DEVELOPED COUNTRIES
Peterson (2021) examines the role of financial innovation for banking and financial system stability in United Kingdom. The study analyzed books, periodicals and a qualitative approach that examined published literature. The study found that digital finance through Fintech providers has positive effects for financial inclusion in emerging and advanced economies, and the convenience that digital finance provides to individuals with low and variable income is often more valuable to them than the higher cost they will pay to obtain such services from conventional regulated banks. The implication of this study on this research is that it gives the researcher insight on the effect of internet banking in encouraging more electronic-based transactions. 
Chanderprabha (2020) attempt to investigate how payment banks are going to benefit the Indian economy for its cashless initiative and bank the unbanked chunk of Indian population. Secondary sources of data were adopted like published articles, official websites and journals. The study found that undoubtedly payment banks will pave a smooth way for less cashless economy and encourage the financial inclusion too by appending the unbanked and under banked person to the banked media. And certainly payment banks will take strides in all walks of life. The payment bank initiative has certainly put the banking system on a rethink mode. The implication of this study on this research is that it gives the researcher insight on the effect of cashless channels in reducing the amount of physical cash circulating in the economy. The implication of this study on this research is that it gives the researcher insight on the effect of cashless channels in encouraging more electronic-based transactions. 
2.3.2 EMPIRICAL REVIEW IN DEVELOPING COUNTRIES 
Eugene, Kihooto, Placide and Gamariel (2022) the study focused on the effect of cashless banking on profitability of commercial banks in Rwanda with reference to Bank of Kigali ltd. The findings revealed that from cashless banking transactions of web banking, mobile banking and electronic cards there were increase of customer assessing bank services, improved, improved fund transfers, easy payment of bills, banking service provision improvement and general customer satisfaction. 
Worku, Tilahun and Tafa (2020) examine the impacts of electronic banking on customer’s satisfaction in Ethiopian banking industry. The results of the study implied that majority of users of e-banking are the young, the educated, salaried and students, business men and women are not actively using the service of e-banking and there is also a relationship between e-banking and demographic characteristics, e-banking currently provided for saving and current accounts holders only, e-banking has improved customer satisfaction, reduced frequency of bank hall for banking service, reduced waiting time for customers, there are customers who don’t know the fee charged for being e-banking users, the bank customers’ satisfaction increased after being e-banking users, enabled customers to control their account movements and there is high opportunity to expand e-banking service in the city. The implication of this study on this research is that it gives the researcher insight on the effect of cashless channels on customer’s perspective on banking costs. 
2.3.3 EMPIRICAL REVIEW IN NIGERIA 
Uwimana, et al (2022) focused on the effect of cashless banking on profitability of commercial banks in Nigeria. The findings revealed that from cashless banking transactions of web banking, mobile banking and electronic cards there were increase of customer assessing bank services, improved funds transfers, easy payment of bills, banking service provision improvement and general customer satisfaction, reduction of customer queuing period, fast and efficient banking services, international banking promotion, cost effective services and secured services 
Aduba J.A (2021) examined the gains, challenges and determinants of electronic banking adoption in Nigeria. The study revealed that about three quarter of respondents adopted at least a form of electronic banking. However, only a tenth of users used e-banking for purchase of goods or services, implying low electronic payment adoption. 
Ijeoma, et al (2020) examined the impact of electronic banking on customer satisfaction in commercial banks in Imo. The result revealed that there is positive relationship between electronic banking and customer satisfaction in United Bank for Africa Plc, Access Bank Ltd and Keystone Bank Ltd. It also revealed that there is positive relationship between Automated Teller Machine and Mobile Banking and customer satisfaction in United Bank for Africa Plc, Access Bank Ltd and Keystone Bank Ltd. More so, the study shows that there is a negative relationship between point of sale and customer satisfaction in the three (3) banks. This implies that increase in charge levied on those electronic banking systems will have a corresponding decrease in customer satisfaction and vice-versa. The implication of this study on this research is that it gives the researcher insight on the effect of cashless channels among different deposit money banks on their customer satisfactions. 
Obasanmi, Jude, Omokugbo, Imasuen, Osasere and Festus (2020) investigated the effects, challenges and prospects of cashless policy on the Nigerian Economy. The objectives of the study are to examine: the effects of cashless policy, the challenges of cashless policy and the prospects of cashless policy on the Nigerian economy. The hypotheses of the study are: there are no significant effects of cashless policy on the Nigerian economy: there are no significant challenges of cashless policy on the Nigerian economy, and there are no significant prospects of cashless policy on the Nigerian economy. In carrying out the study, primary data was used which was sourced through questionnaire. In analyzing the result, simple frequencies, %ages and t-statistics were used to analyze the research hypotheses. From the analyses, it was found that cashless policy has positive effect on the growth of Nigerian economy. Also, respondents were of the opinion that the introduction of cashless banking in Nigeria has increased the cost of e-payment transactions as well as the normal bank charges as they are required to pay for various e-cards aside from indirect payment for technologies acquired to run cashless business venture by the banks. The implication of this study on this research is that it gives the researcher insight on the effect of cashless channels in reducing the amount of physical cash circulating in the economy. 
Olorunsegun (2010) used cluster sampling technique to study the impact of electronic banking in Nigerian banking system. He found out that a bank has an effective electronic banking system which has improved its customer’s relationship and satisfaction. The implication of this study on this research is that it gives the researcher insight on the effect of electronic banking in satisfying its customers. 
2.4 SUMMARY AND GAPS IDENTIFIED IN THE LITERATURE 
Different findings were revealed from previous researches on relationship that exist between electronic banking channels, product innovation and customer satisfaction. Many evidences in Nigeria and other countries revealed positive relationship between various electronic banking channels, product innovation and customer satisfaction and other such as (Worku et al., 2020; Maria et al., 2020; Ijeoma et al., 2020; Alao and Sorinola 2015; Balogun et al 2013; Kumbhar 2011). 
On the other hand, Abraham (2012) revealed negative relationship as respondents were not all satisfied with electronic banking channels like Internet banking services, mobile banking, POS and automated teller machine as there are not enough awareness about it and the cost of network data is high for the bank customers and Eddin and Al-Zubi (2011) study showed that some of the electronic banking channels like ATM results to long queues keeping the customers waiting which is an indication of low level of or no satisfaction from electronic banking services. Also, Zohra and Kashif (2011) result showed that customers were dissatisfied with the downloading time of the banks websites and applications which is less satisfying with quickness of website during using internet banking. However, customer satisfaction can be influenced by other variables apart from electronic banking innovations and technologies used to serve customers. In the light of the above summary of findings from previous literatures, this research work intend to breach the lacuna.

CHAPTER THREE
3.0 METHODOLOGY 
This section of the study provides an insight into the methodology adopted in the collection, analysis, and interpretation of the data collected for the study. It attempts to provide a detailed analysis of the research plan and tools in the actualization of this study. 
3.1 RESEARCH DESIGN 
The study used descriptive survey design which according to Churchill (1991) appropriate where the study seeks to describe the characteristics of certain groups, estimate the proportion of people who have certain characteristics, describes what exists and considers the existing conditions or relationships, common believes, current processes, tangible developing effects. Its’ attention is primarily the present time, however, often investigates the past events and effects which are related to the existing conditions and make predictions. 
In terms of survey method, this study use a cross-sectional survey research. The cross-sectional method is conducted in this study in order to collect data about several features in a section of time through sampling from the population. 
According to Mugenda and Mugenda (1999) the purpose of descriptive survey research is to determine and report the way things are and it helps in establishing the current status of the population under study. Also, a survey design is appropriate for this study because it allows collection of information for both independent and dependent variables using questionnaires (Orodho, 2005).
Through descriptive survey, the researcher was able to answer questions relating to what, why and how the phenomenon of electronic banking channels and bank product innovations affect customer satisfaction. 
3.2 POPULATION OF THE STUDY
The study was designed to investigate the effect of electronic banking channels and bank product innovation on customer satisfaction in Kwara state. Therefore, the population of the study comprises customers of DMBs residing in Ilorin metropolis only. 
3.3 SAMPLE SIZE AND SAMPLING TECHNIQUE 
In this study, to constitute a final sample size for the study, the sample drawn is six hundred (600) customers of DMBs operating in Ilorin metropolis randomly selected as respondents. This was achieved through the employment of convenience/purposive sampling technique. However, there are other researchers from previous related studies reviewed that employed convenience sampling technique in their analysis, they include; Balogun et al., (2013); Ijeoma et al., (2020); Asenge et al., (2012). According to Balogun et al, (2013), this technique is useful and enables a researcher to elicit vital information from respondents who have reasonable knowledge about the issues under investigation and are in position to provide the information needed. 
3.4 SOURCES AND METHOD OF DATA COLLECTION 
Primary data was used to conduct this study which was based on the administration of a structured questionnaire because it gives wider range of information on the main subject in the study and made respondents’ views to be clearly known. The questionnaire administered has 5-point Likert scale that is measured with five response scaling starting from strongly agreed to strongly disagreed. Likert scale is scaling technique used in quantitative in both real and hypothetical situation (Princewell and Anufuro 2013). The mode of distribution is Paper-and-Pencil administration as the items are presented on the paper. The questionnaire was adapted and modified from the works of Balogun et al (2013), Akhalumeh and Ohiokha (2012). 
3.5 DATA ANALYSIS TECHNIQUES 
The inferential and descriptive statistical techniques were employed as a form of quantitative analysis on the collected data. The descriptive statistics used are the mean, standard deviation, minimum and maximum values to summarize the administrated and collected questionnaires from the respondents. In order to confirm or reject the hypotheses stated in chapter one of this study, the hypotheses were tested with Pearson correlation and Ordinary Least Square (OLS) at 5% level of significance. 
Ordinary Least Square (OLS) was deemed most appropriate because of the predictive focus of the study (James, 2012). Also, Akhalumeh and Ohiokha, (2012) listed Ordinary Least Square as possible solution to severe multicollinearity as it reduces the numbers of predictors to a smaller set of uncorrelated components. More so, it is appropriate for this study to select OLS because the analysis is concerned with testing theories from a prediction perspective and because the structural model in this study includes many constructs, indicator variables (items/questions), structural paths (independent variables) without imposing distributional assumptions on the data (Prince well and Anufuro, 2013). Although, the data of the study is still tested for normality to confirm the distribution nature of the data. 
3.6 MODEL SPECIFICATION 
The study examined the effect of e-banking channels, products innovation and customer satisfaction in First Bank Pls. To achieve the purpose of this study, the model for the study was adopted from the work of Balogun et al, (2013). The model has been used to investigate study on factors influencing the customer satisfaction with E-Banking in Nigeria – Automated Teller Machine, Smart Cards, Point of Sales, Television Banking, Telephone Banking and Quality Service as independent variable which could determine the quality of banking services and products. Their model is stated below as: 
CSF = β0 + β1ATM+ β2 SMC+ β3 POS+ β4TLB+ β5TPB+ β6QAS+ μi ….(i) 
Where; 
CSF= Customer Satisfaction 
β0= Constant 
ATM= Automated Teller Machine 
SMC= Smart Cards 
POS= Point of Sales 
TLB= Television Banking 
TPB= Telephone Banking 
QAS= Quality Service 
β1 β2 β3 β4 β5 β6 β7 = Coefficient of explanatory variables iii= Standard Error 
i= Cross sectional (Individuals) 
Prior expectations: β1 β2 β3 β4 β5 β6 and β7 ˃ 0 
3.6.1 MODIFICATION TO MODEL 
This model was adopted due to the facts that all of the variables in the model were electronic banking channels and banking product like the smart cards. The researcher modified the model in this study by adding Internet banking, Mobile banking and Loans. In view of this, the modification from Balogun et al (2013) model adopted for this study will be; 
CSF= β0+β1EBCi+β2BPi+μi………….. (ii) 
CSF= β0+β1ATMi+ β2POSi+ β3INBi+ β4MOBi+ β5SMCi+ β6LOAi+ ii………….. (iii) 
Where, 
CSF= Customer Satisfaction 
Β0= Constant 
EBC= Electronic Banking Channels 
BP= Banking Products 
ATM= Automated Teller Machines 
POS= Point of Sales 
INB= Internet Banking 
MOB= Mobile Banking 
SMC= Smart Cards 
LOA= Loans 
β1 β2 β3 β4 β5 β6 = Coefficient of explanatory variables 
μi= Error term 
3.7 DEFINITION OF VARIABLES 
In this study, two (2) main categories of variables are used: Dependent and Independent variables. The dependent variable for the study is customer satisfaction while the independent variables are electronic banking channels and banking products innovation.






CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND DISCUSSIONS 
This chapter discuses analysis, presentations and interpretation of the data obtained through the administered questionnaire distributed to the sampled population. It provides and discuss the result for both the descriptive statistics (Mean, Minimum, Maximum, Standard Deviation), measurement model (diagnostics test) (Normality, Reliablity, Multicollinearity test) and structural model (inferential statistics) employed in the study (Ordinary Least Square OLS). 
The targeted respondent number was four hundred and twenty five (425) bank customers. According to Mugender and Mugender (2003), 50% response rate is an adequate representative for analysis as well as discussion and 70% rate of response of respondents is considered excellent. As revealed in table 4.1. below, four hundred and eighty-two questionnaires were collected back from respondents and this represents 80.3%. This is considered sufficient for the nature of this study.
4.1 RESPONSE RATE OF DISTRIBUTED QUESTIONNAIRE 
	RESPONSE
	FREQUENCY
	PERCENTAGE%

	Returned 
	108
	80.3%

	Not returned
	72
	19.6%

	Total
	180
	100%


Source: Author’s computation, (2025)
4.2 DESCRIPTIVE STATISTICS 4.2.1 DEMOGRAPHIC INFORMATION OF THE RESPONDENTS 
This section shows the demographic information of the respondents. The examined demographic features examined in the study include gender, age, educational status and occupation. 
This table shows the demographic characteristics of respondents. They include; Gender, marital status, age education status and occupation 
TABLE 4.2: GENDER DEMOGRAPHIC INFORMATION OF RESPONDENTS
	Characteristics
	Gender
	Frequency
	Percentage%

	
	Male
	79
	68

	
	Female 
	29
	32

	
	Total
	108
	100.0


Source: Author’s computation, (2025)
The results shown in the table 4.2 above revealed that males accounted for sixty nine (69) respondents, while females accounted for thirty two (32).
TABLE 4.2.1: MARITAL STATUS DEMOGRAPHIC INFORMATION OF RESPONDENTS
	Characteristics
	Marital Status
	Frequency
	Percentage%

	
	Single
	69
	72

	
	Married 
	39
	28

	
	Total
	108
	100.0


Source: Author’s computation, (2025)
The results shown in the table 4.2.1Shows that approximately 72 percent of the respondents which is 69 respondents are single, while 39 respondents that represents 32 percent are married. The study revealed that people who are yet to marry are more than others.
TABLE 4.2.2: AGE DISTRIBUTION DEMOGRAPHIC INFORMATION OF RESPONDENTS
	Characteristics
	Age
	Frequency
	Percentage%

	
	Bellow 20 yrs
	14
	5

	
	21 – 30 yrs
	28
	20

	
	31 – 40 yrs 
	15
	30

	
	41 – 50 yrs
	37
	44

	
	50 – 60 yrs
	4
	1

	
	Total
	108
	100


Source: Author’s computation, (2025)
Table 4.2 shows that most of the customers are in their youthful ages as 5 percent of the respondents are below 20 while 28 percent of the respondents are between the ages of 21 and 30, 20 percent are between the ages of 31 and 40 also 44 percent of the respondents are between the ages of 41 and 50 while 1 percent respondent for the ages of 50 – 60 and above.
TABLE 4.2.3: EDUCATION STATUS DEMOGRAPHIC INFORMATION OF RESPONDENTS
	Characteristics
	Education Status
	Frequency
	Percentage%

	
	S.S.C.E
	20
	7

	
	N.C.E
	17
	20

	
	Diploma
	18
	18

	
	HND/B.SC
	40
	41

	
	M.Sc/MBA/Ph.D
	13
	14

	
	Total
	108
	100.0


Source: Author’s computation, (2025)
Educational level of people has a great influence on their behavioural attitudes and also their perception about things is affected by how much knowledge they possess. From Table 4.2.3, it was deduced that out of the 425 respondents, 80 percent with a total number of 386 respondents are fully educated.
TABLE 4.2.4: OCCUPATION DEMOGRAPHIC INFORMATION OF RESPONDENTS
	Characteristics
	Occupation
	Frequency
	Percentage%

	
	Student
	5
	24

	
	Trading
	30
	36

	
	Civil Workers
	35
	20

	
	Private/Corporate
	20
	8

	
	Artisan
	18
	12

	
	Total
	108
	100.0


Source: Author’s computation, (2025)
Table 4.2.5 shows that the Traders has the more population as 30 percent of the respondents of 36 while 20 percent of the respondents are workers the 35 respondents, 12 percent are Artisan of 18 and 8 also 20 percent of the respondents are private/Corporate and 24 of 5 are students.
	
	E-Banking services cost is low 
	4.124 
	0.973 
	1 
	5 

	
	E-Banking services are more convenient. 
	3.875 
	0.907 
	1 
	5 

	
	The e-banking channels interface is friendly 
	3.920 
	0.810 
	1 
	5 

	
	Withdrawal of cash with ATM or POS is more convenient than over the counter withdrawal 
	4.213 
	0.969 
	1 
	5 

	
	The reduction of cost on ATM charges from other bank’s ATM is quite encouraging 
	4.159 
	1.161 
	1 
	5 

	
	ATM dispenses good notes and accurately. 
	3.977 
	1.023 
	1 
	5 

	
	Electronic banking channels network is very reliable 
	3.424 
	1.078 
	1 
	5 

	
	It is easy to have control over my finance with internet banking and mobile banking 
	4.403 
	1.161 
	1 
	5 

	
	E-Banking channels are more secure/risk-free. 
	4.124 
	0.974 
	1 
	5 

	
	The e-banking channels are easy and fast in carrying out transactions. 
	3.876 
	0.927 
	1 
	5 

	
	I get fast response from customer service representative using internet banking or mobile banking 
	3.940 
	0.811 
	1 
	5 

	
	I am completely satisfied with the service of the e-banking channels and recommend to other people 
	3.993 
	0.929 
	1 
	5 


Source: Author’s Computation, (2025) 
The mean and standard deviation of electronic banking channels is shown in table 4.3 The highest mean score of items for electronic banking channels is ‘It is easy to have control over my finance with internet banking and mobile banking’ (M=4.403, Std. D = 1.161) but ‘electronic banking channels network is very reliable’ has the lowest mean in the range (M= 3.424, Std.D = 1.078) respectively. This shows that ‘electronic banking channels is free of errors’ is the main characteristics which represents electronic banking channels.
4.4 Mean and Standard Deviation of Smart Cards 
This table shows the mean and standard deviation of items of smart cards. 
Table 4.4: Mean and Standard Deviation of Smart cards (SMC)
	Construct 
	Items 
	
	
	
	

	Smart Cards 

	My debit cards, prepaid card is very reliable and allows me to carry out transaction anytime. 
	4.226 
	1.157 
	1 
	5 

	
	It easy to make payment locally and internationally with my smart cards 
	4.228 
	1.126 
	1 
	5 

	
	I am satisfied with the card maintenance cost imposed on my smart card 
	3.868 
	1.138 
	1 
	5 

	
	I am okay with the expiration period of my smart card. 
	3.998 
	1.136 
	1 
	5 

	
	My smart card is durable and doesn’t get damaged easily 
	4.146 
	1.083 
	1 
	5 

	
	Smart card issuance from my bank is fast. 
	4.111 
	0.998 
	1 
	5 


Source: Author’s Computation, (2025) 
The mean and standard deviation of smart cards is shown in table 4.2.3. The highest mean score of items for smart cards is ‘It easy to make payment locally and internationally with my smart cards’ (M=4.228, Std. D = 1.126) but ‘I am satisfied with the card maintenance cost imposed on my smart card’ has the lowest mean in the range (M= 3.868, Std.D = 1.138) respectively. 
4.4.1 Mean and Standard deviation of Loans 
This table depicts the mean and standard deviation of items of loans. 
Table 4.5: Mean and Standard deviation of Loans (LOA)
	Construct 
	Items 
	Mean 
	Std.D 
	Min 
	Max 

	Loans

	My bank loan innovations like personal loan, mortgage loan, school fee loan and salary advancement loan meets my needs. 
	4.299 
	0.954 
	1 
	5 

	
	Applying for any form of loan in my bank is not costly 
	3.998 
	0.931 
	1 
	5 

	
	Getting loan from my bank is convenient 
	3.908 
	1.037 
	1 
	5 

	
	The interest on my bank loans are convenient 
	3.982 
	1.001 
	1 
	5 

	
	The loan repayment plan is convenient 
	4.048 
	1.035 
	1 
	5 

	
	Procedure for accessing overdraft is fast 
	3.953 
	1.095 
	1 
	5 

	
	Loan disbursement is fast 
	3.926 
	0.919 
	1 
	5 

	
	My bank provision of loan and advancement through electronic banking is fast and efficient 
	4.164 
	0.851 
	1 
	5 


Source: Author’s Computation, (2025) 
The mean and standard deviation of loans is shown in table 4.5. The highest mean score of items for loans is ‘My bank loan innovations like personal loan, mortgage loan, school fee loan and salary advancement loan meets my needs.’ (M=4.299, Std. D = 0.954) but ‘Getting loan from my bank is convenient’ has the lowest mean in the range (M= 3.908, Std.D = 1.037) respectively. 
4.6 Mean and Standard Deviation of Customer Satisfaction 
This table shows the mean and standard deviation of items of customer satisfaction. 
Table 4.6: Mean and Standard deviation of Customer satisfaction (CS)
	Construct 
	Items 
	Mean 
	Std.D 
	Min 
	Max 

	Customer Satisfaction 

	Responsiveness: I am well satisfied with the responsiveness of my bank electronic channels, smart cards and loan administration. 
	3.967 
	1.133 
	1 
	5 

	
	Trust: The use of my bank electronic channels, smart cards and loan inventive increase the trust I have for my bank and gives me confidence using them. 
	4.229 
	1.011 
	1 
	5 

	
	Reliability: My bank electronic channels, smart cards and administration of loan are reliable. 
	3.904 
	1.032 
	1 
	5 

	
	Ease of Use: Electronic banking channels, smart cards and loan products are easy to use. 
	3.916 
	0.966 
	1 
	5 

	
	Convenience: With electronic banking channels, smart card and loan products banking is convenient and meets my needs. 
	3.981 
	0.933 
	1 
	5 

	

	


Source: Author’s Computation, (2025) 
The mean and standard deviation of customer satisfaction is shown in table 4.7. The highest mean score of items for customer satisfaction is ‘The use of my bank electronic channels, smart cards and loan inventive increase the trust I have for my bank and gives me confidence using them’. (M=4.229, Std. D = 1.011) whereas ‘: My bank electronic channels, smart cards and administration of loan are reliable.’ has the lowest mean in the range (M= 3.094, Std.D = 1.032) respectively.
4.3 Measurement Models (Preliminary Diagnostic Tests) 
4.3.1 Test for Normality 
The normality of the data used for OLS was tested so as not to violate the assumption of normality. According to Das and Imon, (2016), the frequency distribution in which the observed values are plotted against their frequency states a visual estimation whether the distribution is bell shaped on the normal probability distribution curve or not.
4.3.3.2 Tolerance 
Tolerance is the amount of variance of an independent variable not explained by other independent variables in a structural model. A tolerance of 0.10 or lower indicates a multicollinearity problem Tabachinick and Fidell (2007). As shown in Table 4.10, the tolerance values are greater than 0.1. This implies that there is no evidence of multicollinearity between the independent variables. 
4.4 Hypotheses Testing 
This section presents the regression results in order to achieve the study’s objectives and verify its hypotheses. The ordinary least squares results are presented here for this purpose. Ordinary least squares were employed as the regression method because the dependent variables are computed indices from the various respective related items of the administered questionnaire.
Table 4.10: OLS Result for E-Banking Channels, Banking Products and Customer Satisfaction
	Variable 
	Coefficient 
	Std. Err. 
	T 
	p-value 

	E-Banking Channels 
	2.444 
	0.151 
	16.13 
	0.000 

	Smart Cards 
	0.514 
	0.083 
	6.17 
	0.000 

	Loans 
	0.525 
	0.102 
	5.14 
	0.000 

	Constant 
	-9.853 
	0.926 
	-10.64 
	0.000 

	E-Banking Channels 
	2.444 
	0.151 
	16.13 
	0.000 

	R-squared 
	0.8671 
	
	
	

	F-statistic 
	778.18 
	
	
	0.000 

	Heteroskedasticity 
	20.54 
	
	
	0.000 

	Mean VIF 
	3.26 
	
	
	


Source: Author’s Computation, (2025) 
The Breusch-Pagan Heteroscedasticity test result shows a statistic value of 20.54, with p-value of 0.000, indicating that the statistic is significant and the test’s null hypothesis that the estimated model residuals have equal variance is rejected. Therefore, the model suffers from Heteroscedasticity problem. 
The variance inflation factor (VIF) also has an average value of 3.26, indicating that the VIF values of the coefficients of the model surrounds the value of 3.26. With this value being less than the suggested rule of thumb value of 10 (Asteriou & Hall, 2016), there is no evidence that there is problem of severe multicollinearity in the model. 
The reported R-squared value of 0.8671 indicates that about 86.71 per cent of variations in customer satisfaction are explained by the model. The reported F-statistic of 778.18 and its p-value of 0.000.
Given that the model suffers from heteroscedasticity, there is need to estimate a model in order to correct for this problem. One of the methods of correcting this problem is to use robust estimates of standard error since this problem is mostly associated with the statistical properties of the estimated coefficients. The re-estimated result was and presented in Table 4.3.
	Variable 
	Coefficient 
	Std. Err. 
	T 
	p-value 

	E-Banking Channels 
	2.444 
	0.301 
	8.1 
	0.000 

	Smart Cards 
	0.514 
	0.062 
	8.26 
	0.000 

	Loans 
	0.525 
	0.144 
	3.63 
	0.000 

	Constant 
	-9.853 
	1.874 
	-5.26 
	0.000 

	R-squared 
	0.8671 
	R-squared 
	
	

	F-statistic 
	1044.38 
	F-statistic 
	
	0.000 


Source: Author’s Computation, (2025) 
Increase in the channels will lead to 2.444 point increase in customer satisfaction. The significant positive coefficient of smart cards indicates that a point increase in smart cards will lead to 0.514 point increase in customer satisfaction. The significant positive coefficient of loans indicates that a point increase in loans will lead to 0.514 point increase in customer satisfaction. The reported R-squared value of 0.8671 indicates that about 86.7 per cent of variations in customer satisfaction are explained by the model. The reported F-statistic of 1044.38 and its p-value of 0.000 indicate that the statistic is significant and hence, the overall model is statistically significant and in good fit.
4.5 Restatement and Test of Hypotheses 
Ho1: E-Banking channels usage has no significant effect on customer satisfaction in Kwara state, Nigeria. 
From the result shown in table 4.3 the following show that E-Banking channels usage has positive effect on customer satisfaction as revealed by (β= 2.44, P value= 0.000) at 5% significant level. Since the result shows that E-Banking channels is a predictor of customer satisfaction, therefore the null hypothesis which states that E-Banking channels usage has no significant effect on customer satisfaction in Kwara state is rejected. 
Ho2: Smart Cards usage has no significant effect on customer satisfaction in Kwara state Nigeria. 
From the result shown in table 4.3 the following show that smart cards has positive effect on customer satisfaction as revealed by (β= 0.514, P value= 0.000) at 5% significant level. Since the result shows that smart cards is a predictor of customer satisfaction, therefore the null hypothesis which states that Smart Cards usage has no significant effect on customer satisfaction in Kwara state is rejected.
Therefore, the first, second, and third hypotheses of this study are rejected and hence, e-banking channels and banking products have significant effects on customer satisfaction in Kwara state Nigeria. 
4.5.1 Coefficient of Determination (R2) 
The coefficient of determination R2 is the exogenous constructs’ integrated effect over the endogenous latent construct. It other words, the R2 depicts the percentage at which the independent variables explain the variation in the endogenous (dependent) variable. Cohen (1988) suggested that R2 of 0.67 is substantial, 0.33 is moderate while R2 0.19 is weak.
Table 4.13 Coefficient of Determination R2 
This table presents the degree of variance which banking service innovations explain in customer satisfaction.
	Variable 
	R2 

	Customer Satisfaction 
	0.867 


Source: Author’s Computation, (2025) 
As shown in Table 4.13, the R2 is 87%. This implies that the exogenous latent constructs of this study; ATM, POS, Internet banking, mobile banking (e-banking channels) and smart cards, loans (Banking product innovation) explain 87% of variance in customer satisfaction and as the value is higher than that of Cohen, (1988) recommendations, this means that e-banking channels and banking product innovations explains about 87% of the variations in customer satisfaction and also the value.


CHAPTER FIVE
SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS 
INTRODUCTION 
The focus of this chapter is to summarize the research work as well as its findings and provide relevant conclusion drawn from its findings and give policy recommendation based on the conclusion. Therefore, the chapter is comprised of three sections, which include, the summary section, which gives a summarized version of the study, the conclusion section, which provides the conclusion from the findings of the study and the recommendation section, which provides the recommendations based on the conclusion. 
5.1 SUMMARY 
Electronic banking products and services are prime importance for banks to operate and remain in a global competitive environment. E-banking service is based on the use of new technologies to provide various banking services directly to customers around the clock. Banks offer a wide range of these services that can be used by electronic tools such as ATM, cell phone, cards, television banking, point of sales and Internet (Ammar, 2016). CBN (2003) reports that following e-banking are available in the Nigerian banking system: ATM, smart cards, telephone banking, personal computer (PC) banking, mobile banking and internet banking. Al- Hajri, (2018) agrees that Banks must make adjustments in service to meet customer needs by providing an excellent service to customers, through e- banking products. 
Ovia (2002) states that e-banking is the delivery of banking services and products through the use of electronic devices to customers irrespective of place, time and distance. Customer satisfaction has gone beyond being rest assured that your deposit is saved, it includes deriving pleasure from the services received from the deposit money banks. However, many customers were of the opinion that e-banking has adverse effect dues to the exorbitant fee and poor network that have hindered the smooth operation of the electronic banking system. Accordingly, the political and economic conditions have made it difficult for the informal sector to have access to financial services of deposit money banks. Also, there is politically interference and sentiments in bank loans most especially when it’s a soft loan for one of the deposit money banks products which is agricultural loans for the farmers, most farmers don’t get this loan even after applying. This therefore, makes the study to set its objectives which are; (i) to determine the effects of electronic banking channels adoption on customer satisfaction in Kwara state., Nigeria; (ii) to investigate the extent at which smart cards usage affects customer satisfaction in Kwara State, Nigeria; and (iii) to evaluate the impact of loan on customer satisfaction in Kwara state, Nigeria.
The study reviewed several extant literatures on effects of e-banking channels and banking products on customer satisfaction. This was divided into three sub-chapters; the conceptual review, theoretical review and empirical review. The study examines the various e-banking instruments, banking products and customers satisfaction.
The population of the study comprised of six hundred (600) bank customers using convenience/purposive sampling. A detailed discussion of the source of data and method of data analysis were thereafter provided for better understanding of the nature of data used in the study and the appropriate data estimation procedure of the pooled ordinary least squares (OLS), fixed effects and random effects methods. 
After the econometric exercise of applying the estimation methods discussed above on the primarily sourced data, the findings revealed that E-Banking channel is significant determinant of customer satisfaction. Also, it was found out that smart card usage is significant determinant of customer satisfaction and lastly, loan is significant determinant of customer satisfaction.
5.2 CONCLUSION 
Based on the empirical results of the hypotheses tested in chapter four, the following conclusions were made 
i. The study concluded that e-banking channel usage is an important predictor of customer satisfaction and does influence the satisfaction of DMB’s customers in Kwara state.
ii. Also, the study concluded that smart cards usage is a significant predictor of customer satisfaction and does influence the satisfaction of DMB’s customers in Kwara state. 
iii. Lastly, to the above conclusion, Loan is an important predictor of customer satisfaction and does determine the satisfaction of DMB’s customers in Kwara state. 
5.3 RECOMMENDATION 
The relevant recommendations that can be made from the conclusion of this study are presented in this section. With regards to the findings of this study and the conclusion that emerged from them, this study provides the following recommendations which are important in order for appropriate choice to be made regarding the cashless channels services, by the relevant stakeholders and the regulators. These decisions are expected to ensure maximization of having a satisfied DMB’s customers on cashless instruments. 
i i. Based on the findings, the study recommends that DMBs should ensure the e-banking channels interface is friendly to use among all class of societal people, also DMBs should make their e-banking services cost effective by reducing some charges incurred on bank customer’s in order to encourage more usage and secure the usage of cashless channels. 
ii ii. Also, based on the findings, DMBs should improve on their network infrastructures in order to encourage more electronic based transactions using smart cards among customers in Kwara State, Nigeria. And also to enlighten the customers on what the different purpose and usefulness of different card products (debit card, prepaid cards etc) so as the customers to choose which card suits them better as some products carries higher cost than the others to avoid complaints of customers on excessive charges. 
iii iii. Lastly, this study recommends that CBN/DMBs should collaborate together in having an interest on loan charges in accordance with the economic situation of the country by making the interest loan a flexible rate in some certain economic conditions to avoid bad loans and also the DMB’s should have a convenient repayment plan among DMBs’ customers in Kwara State, Nigeria. 
5.4 LIMITATIONS AND DELIMITATIONS 
The nature of the study with its focus on electronic means of payment is susceptible to the possibility that certain classified information may not be easily placed within the disposal of the researcher. This limitation is presumed the time and resources to go to all local governments in kwara state to survey the bank customers on their satisfactory level on e-banking channels and banking products, so the urban centre of the state which is Ilorin was the location where the survey took place. This limitation was however overcome to some extent as a result of assurance of statistical data from the primary source through cross-sectional survey from Ilorin metropolis considering higher percentage of population there make use of the formal financial services from the deposited money banks since that’s where the majority of deposited money banks are situated, that the data collected were mainly for academic purpose. In addition, the study didn’t consider the microfinance bank’s customers despite the microfinance banks coming up with ATM cards and bank apps now for their customers. 
Also, one of the Delimitation of this study is on the research independent variables as this study didn’t capture Mobile Money Wallet as part of its measuring variables but only made use of e-banking channels like POS, ATM, internet banking, mobile banking and banking products of smart cards and loans. Some of the mobile money wallets are PAGA, Palmpay, Chipper cash, GerBarter, Wallets Africa amongst others. The researcher decided not to include the mobile money wallet as the deposit money banks doesn’t make use of these wallets as they third party to the banks.


5.5 CONTRIBUTIONS TO KNOWLEDGE 
The study investigated the effect of e-banking channels, bank product innovation on customer satisfaction, from the previous studies in Nigeria such as (Worku et al., 2020; Maria et al., 2020; Ijeoma et al., 2020; Alao and Sorinola 2015; Balogun et al 2013; Kumbhar 2011; Abraham 2011; Eddin and Al-Zubin 2011; Zohra and Kashif 2011; Akhalumeh and Ohiokha 2012) studied various electronic banking channels such as POS, ATM, Mobile banking and Internet banking. To the extent of literature search, it seems no researcher has proxy banking product innovations with smart card and loans. This study further included Smart cards used by cashless channels which could be debit card or credit card of different financial technology companies and different loan innovations like personal loans, salary advancement loan, automobile loan and school fee loan. Hence, this study seems to be the first to investigate their impacts on customer satisfaction. 
5.6 SUGGESTED AREA FOR FURTHER RESEARCH 
To improve the study based on the limitation stated above, the findings suggest the following for future researchers: 
i i. This study investigated the effects of e-banking channels and banking products on customer’s satisfaction. Further researchers should go further by including the customers using digitial banks like Kuda microfinance bank, VFD bank that are registered under microfinance bank so that their level of satisfaction and dissatisfaction with electronic banking can also be ascertained. 
ii ii. In further researcher, the researcher could expand the scope of the study to cover other parts of the Kwara State, North central and Nigeria at large to perform an analysis across many states and regions of the country.
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